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Abstract

This research aimed to study the factors affecting the decision to purchase Spicy Pork Ball
Noodle Soup with Fresh Lime by focusing on two main aspects: (1) to examine the influence of
personal factors, including gender, age, monthly income, and occupation, on consumers’ purchasing
decisions, and (2) to analyze the impact of marketing mix factors (4Ps) on consumers’ decision to
purchase Spicy Pork Ball Noodle Soup with Fresh Lime. The sample group comprised 435 general
consumers who had previously purchased or intended to purchase this dish. The data were
analyzed by using descriptive statistics and inferential statistics, including One-Way ANOVA and

Multiple Linear Regression.

The findings revealed that personal factors such as gender, age, income, and occupation had no
statistically significant effect on consumers’ purchasing decisions. In contrast, all four aspects of the
marketing mix factors showed a statistically significant influence. The most influential factor was
place (B = .320, p < .01), followed by promotion ([3 = .259, p < .01), price (B = .238, p < .01), and
product (B =.211, p <.01). The model could explain 60.5% of the variance in purchasing behavior

(R? = .605).

These findings highlight the crucial role of product accessibility channels and marketing
communication strategies in the digital era, especially in the single-dish food product category.
Entrepreneurs can apply the research results to design effective marketing strategies aligned with

consumer behavior.

Keywords: Consumer Behavior, Marketing Mix, Purchasing Decision, Spicy Pork Ball Noodle Soup

with Fresh Lime
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