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Abstract

The aims of this research are: 1) to study the marketing mix factors that affect the selection
of the white shrimps species. Charoen Pokphand Foods PCL. in Amphoe Leamngop in Trat
2) to compare the marketing mix factors affecting the selection of the baby white shrimp species
at Charoen Pokphand Foods PCL. in Amphoe Leamngop in Trat. The personal factors of genders,
age and educational levels were studied in this research. The research populations with the purposive
sampling method were the 118 people. The research instruments were a questionnaire with the
rating scale at 5 and the reliability level of .96. The descriptive statistics were percentage, mean,
standard deviation, t-test and one way analysis of variance.

The results were as follows: 1) the marketing mix factors of product, price, place and
marketing promotion affected the selection of the baby white shrimps in Charoen Pokphand
PCL’s Shrimp Hatchery Farm 2) the personal factors of genders, ages and educational levels were
also the affecting factors in the baby white shrimp selection in Charoen Pokphand Food PCL’s

Shrimp Hatchery Farm in Amphoe Laemngob in Trat, showing no statistical significance.





