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The purpose of this study was to investigate consumers’ buying behavior and factors
encouraging their decision to buy the goat milk in Bangkok Metropolis. The informants of
this study were 400 people aged 15 upward, who used to buy and drink instant goat milk.
Questionnaires were used to collect the data. Percentage, arithmetic mean, standard
deviation, t-test, ANOVA and Scheffe Analysis were used to analyze the data via SPSS
software. The statistical significance level of this study was set at .05.

It was found that most informants were female, aged 26-35, with bachelor’s degree
background, and monthly income of 10,000-20,000 baht.

Regarding the consumers’ behavior in buying goat milk, it was found that most of
them still drink the milk. They had been drinking it for less than 1 year. Their drinking
depended on chances. They bought it for self-drinking. UHT sweet milk in plastic bottle of
medium size (200-300 cc) was preferable. One bottle/packet was bought at a time from a
convenient store or a supermarket. They learned about the nutrition value of the product
from the television and the radio.

The study revealed that the significance level of factors encouraging the consumers to
drink instant goat milk was, as a whole, and a by-aspect, at a high level. For the product
itself, the consumers recognized the standard signs the most, while for the price, they
thought it was moderately important. Regarding the distribution channel, they viewed that
the convenience of buying was moderately important while the trying of the product was
viewed as the most important method of market promotion.

The comparison of significance level of the factors encouraging consumers to buy the
goat milk indicated no differences, as a whole, or even when consumers’ sex, age,

educational background, and monthly income were taken into consideration. Only those

educational background, and monthly income were taken into consideration. Only those
with different occupations placed the importance on those factors differently. However,
according to the detail investigation, the informants with different sexes viewed 1 items
related to price channels differently. The respondents with different age viewed 4 items
concerning the products and the distribution channels differently while those with different
educational background had different views 7 items. The informants with different
occupations thought of 5 items related to the products and the ‘distribution channels
differently and those with different income viewed 7 items concemning the products and

distribution channels differently.





