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ABSTRACT

The objectives of the thesis “ Factors Influencing the Purchasing Behavior of
InstantNoodle Consumers in the ShenZhen City, GuangDong Province, The People’s Republic of
China ” are to study : 1) Purchasing behavior of instant noodles consumers in the ShenZhen
City,GuangDong province, The People’s Republic of China 2) Demographic Factor that
influences the purchasing behavior of instant noodle consumers 3) The Relationship between
consumer lifestyle factor and purchasing behavior of instant noodles consumers 4) The
Relationship between marketing mix factor and purchasing behavior of instant noodles consumers
5) The Relationship between consumer concerns factor and purchasing behavior of instant
noodles consumers in the ShenZhen City, GuangDong Province, The People’s Republic of China.

This research adopted the mix methodology approach. The questionnaire was
developed Using the results of interviewing 10 samples. Quota Sampling and accidental sampling
were used to collect data from 400 samples whose age between 20-50 years old in the 6 districts
of ShenZhen City, GuangDong province, The People’s Republic of China. Descriptive statistic
Consisted of percentage, means, and standard deviation were adopted to analyze the data.
Hypotheses were tested using T-test, F-test. Xz-Test , and correlation analysis.

It was found that the majority of respondents are male, age between 26-30 years old,
single, have bachelor degree, work as private company employees and have average 5,001-7,000
Yuan monthly income. For the consumer lifestyle, respondents considered the opinion the most

important factor followed by the interest factor and the activity factor, respectively. In term of the



marketing mix, the price was considered the most important factor, followed by the place factor,
the product factor and the promotion factor, respectively. In lien of consumers concerns,
respondents regarded the nutrition value the most important factor, followed by the food safety. In
regards to the purchasing behavior, the majority of respondents purchased the instant noodles in
the late afternoon and consumed at nighttime. They bought instant noodles 2-3 times a week and
3-5 units on each purchase. The Master kong (Kang Shi Fu) with stew beef flavor and yellow
noodle was found the most like Brand. The most purchasing reason was the convenience to
consume. The Brand presenter was found the most influencing person to purchasing decision.
Respondents mostly purchased instant noodles at supermarkets.

The results of hypotheses test revealed that demographic factor, consumer lifestyle
factor, marketing mix factor and consumers concerns factor have influences on the purchasing
behavior of instant noodles consumers in the ShenZhen City, GuangDong Province, The People’s

Republic of China at the significant level of 0.05 (95% confidence level).



