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Abstract

This research aims 1) to study marketing mix, safety and quality management
affecting decision making process to buy processed meat products in Ubon Ratchathani area,
2) to compare marketing mix, safety and quality management of consumers affecting
decision making process to buy processed meat products in Ubon Ratchathani area. This
research is the quantitative research. The sample is 385 people who consume processed
meat products in Ubon Ratchathani area selected by the convenient sampling method. Tool
used for this research is the questionnaire. Statistics used in this research are percentage,
mean, standard deviation, t-Test, F-Test, Pearson correlation analysis and multiple regression
analysis. Results are found that 1) aspect of price, process, safety and quality affect decision
making process to buy processed meat products in Ubon Ratchathani area, 2) respondents
who are different ages have different opinions about aspect of process and safety. Different
educational levels make different opinions about aspect of price, process, safety and quality.
Different occupations make different opinions about aspect of price, process and quality.

Keyword: Processed meat product, Decision making process, Marketing mix, Safety and

quality management
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J -
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lulunguaswsiil fae38 Stepwise

. . Unstandardized standardized
AUIWEINTEU t p-value
B Std.err Beta

1. AUsIAN 101 .038 114 2.693%* .000
2. AUATEUIUAIT 179 037 207 4.890** .000
3. AuANUUasnNY 161 .035 197 4.592%* .000
q. é’m@mmw 233 .038 268 6.163%* .000
Constant=.439, R=.805, R2:.648, R2adj:.640, F=79.917, Sig=.000
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e
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o | *

3.anuAulandy | 3.63 | 285 |3.638 |.013 |.972 |.332 |[5.628* | .000 |2.180 .056
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'
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