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ABSTRACT

The objectives of this research were 1) to study the importance of
marketing mix factors and buying behavior of canned food under the Halal
certification of Thai Muslim consumers in Ang Thong Province, 2) to study the
relationship between personal factors and buying behavior of canned food under the
Halal certification of Thai Muslim consumers in Ang Thong province, and 3) to study
the relationship between the marketing mix factors and buying behavior of canned
food under the Halal certification of Thai Muslim consumers in Ang Thong province.
The population used in this research was Thai Muslim consumers who bought the
canned food under the Halal certification of Thai Muslim consumers in Ang Thong
Province. Therefore, the formula was calculated by using the formula known number
of population of Taro Yamane. The sample size was 384 people. The tools used for
data collection were questionnaires. The statistics used in data analysis were
frequency, percentage, mean, standard deviation and Chi - square. The results
indicated that sample group of canned food under the Halal certification of Thai
Muslim consumers in Ang Thong province was 384 people. Most of them was female
at the age between 20 - 30 years old, married, graduated a Bachelor’s degree,
worked as company’s officers, and their monthly incomes were 20,001 - 30,000 baht.

The research found that:

1) The results of the analysis of the importance of marketing mix factors
affecting the behavior of canned food under the Halal certification of Thai Muslim
consumers in Ang Thong province, the overall picture was at a high level. The factors
affecting the canned food under the Halal certification of Thai Muslim consumers in
Ang Thong Province were price, followed by the distribution channels, the marketing
promotion, and the products, respectively.

2) The results of the analysis of the personal factors and the purchasing

behavior of canned food under the Halal certification of Thai Muslim consumers in



Ang Thong province showed that sex, age, status, education level, occupation,
monthly income were related to the buying behavior of canned food under the
Halal certification of Thai Muslim consumers in Ang Thong province with statistical
significance of 0.05.

3) The results of the analysis of the relationship between marketing mix
factors and the buying behavior of canned food under the Halal certification of Thai
Muslim consumers in Ang Thong province showed that the marketing mix factors of
product, price, distribution channel, and marketing promotion were related to the
buying behavior of canned food under the Halal certification of Thai Muslim

consumers in Ang Thong province with statistical significance of 0.05.

Keywords : Marketing Mix Factors, Buying Behavior of Canned Food under the Halal

Certification of Thai Muslim Consumers



