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ABSTRACT

The objectives of this research were 1. To study the level of importance towards marketing mix factors
(4Ps) of Budu of consumers in Pattani. 2. To study the Budu buying behavior of consumers in Pattani. 3. To
study the relationship between personal factors and the Budu buying behavior of consumers in Pattani. 4. Study
the relationship between marketing mix factors (4Ps) and the Budu buying behavior of consumers in Pattani.
The population used in this study were consumers with a need or who had experience buying Budu in Pattani.
The sample group used in this study was 400 participants. The instrument used was a questionnaire with a
confidence factor of 0.923. The data were analyzed by distributions of frequency, percentage, mean and

standard deviation. The hypothesis was tested with a statistically significant Chi-square at 0.05.

The study found that a sample of 400 people mostly were female aged between 20-29 years old and
single. The highest education was at the bachelor's degree level, they are civil servants/state enterprise
employees with a monthly income of 10,000 - 20,000 baht. The overall level of significance for marketing
factors (4Ps) affecting consumers' buying behavior of Budu in Pattani was at the highest level ( X = 4.49). As
for the Budu buying behavior of consumers in Pattani, most of the consumers bought Budu from their local
grocery store. Buying frequency was less than once a month. The most influential people to buy Budu were
family members. The purpose of the purchase is for household use / self-use and the cost of buying Budu
products per time was less than 100 baht. From the hypothesis testing, it was found that the personal factors
were related to the buying behavior of the consumers in Pattani, the influences on the buying, and all aspects of
the marketing mix were not related to the buying behavior of the consumers in Pattani as statistically significant

at 0.05.
Keywords : marketing mix, buying behavior of consumers, Budu
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