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ABSTRACT

The objectives of this research were to study the behavior and factors affecting the
selection of ready-mixed flour and self-mixed flour by restaurant entrepreneurs in Phuket and
Krabi provinces. This study employed quantitative research methodology. Data were collected
from a sample of 470 entrepreneurs. The research instrument was a questionnaire. Statistics

used for data analysis included Mean, Standard Deviation, t-test, and Chi-Square test.

The results revealed that the maijority of entrepreneurs preferred "Ready-mixed flour"
over self-mixed flour, particularly among made-to-order restaurants and street food vendors,
as it addresses the need for operational speed and convenience. Conversely, the use of self-
mixed flour was concentrated among specialized restaurants aiming to create unique flavor

identities.

Regarding Marketing Mix factors (7Ps), entrepreneurs rated the importance in the
overall picture at the highest level. The factors given the highest priority were Product and
Place. Specifically, entrepreneurs prioritized "consistent crispiness quality" and "product
availability" above price or promotion factors.Furthermore, hypothesis testing indicated that
restaurant type was related to flour selection behavior at a statistically significant level of
0.05, reflecting that the business model context clearly determines raw material selection

strategies.
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