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Abstract

Mae Jin Pickled Elephant Garlic has been a highly popular product during its initial launch
due to its rich flavor that appeals to Thai consumers. The manufacturer has consistently maintained

product quality, which has sustained consumer demand over time. However, in recent periods,
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sales of Mae Jin Pickled Elephant Garlic have shown a continuous decline. As a distributor of this
product, the researcher has recognized these sales drop as a significant issue and seeks to identify
which marketing mix factors have contributed to the decreased consumer demand. Furthermore,
the study aims to explore consumer purchasing behavior, the relationship between marketing mix
factors and purchasing decisions, as well as the influence of demographic factors on purchasing
decisions, all of which may contribute to the decline in demand.

To address these objectives, an online questionnaire was used to collect data from
a sample of 385 respondents between March and April 2025. The research findings indicate that
there are five key factors influencing the purchasing decisions of consumers in the Bangkok
Metropolitan Region: product, place (distribution channels), people, process, and physical
evidence. However, price and promotion were found to have no significant influence on consumer
decisions regarding Mae Jin Pickled Elephant Garlic in this region.

Hypothesis testing using Independent-Samples T-Test and One-Way ANOVA at a 0.05
significance level revealed that differences in age, gender, marital status, education level,
occupation, and average monthly income significantly affect consumer purchasing decisions. These
findings can help business operators adjust their marketing strategies and improve Mae Jin Pickled

Elephant Garlic to better align with actual consumer needs.
Keywords: Pickled Elephant Garlic, Marketing mix
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