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ABSTRACT

170756

The purpose of this study were to : 1) Phetchaburi desserts buying behavior of
consumer. 2) The Phetchaburi desserts specification of customers and 3) Production and logistics
data of entrepreneur on Phetchaburi desserts. The population of this study are desserts store in
Phetchaburi province and consumer in Phetchaburi region. The sampling group of this study are 5
entrepreneur by deeply interview and 400 consumer by convenient sampling. The instrument
using in this research is an interview form. The statistical analysis were frequency, percentage,
mean, chi-square, t-test and f-test. The results of this study were : 1) All most of consumer were
women. The distribution source information of Phetchaburi desserts come from customer to
customer. Khanom-mokang is the most favorite of Phetchaburi desserts consumer. The buying
decision of consumer come from themselves. For the frequency of Phetchaburi desserts buying 1-
2 times per month and they like to buy in weekly holiday. (Begins 4.00 p.m. to evening) The cost
of buying once time 200-300 bahts were 47.3 percent. 2) The qualification of Phetchaburi
desserts that consumer wanted in taste, several of goods, store decoration, car park, location,
appropriate price and quality of goods by ordering and 3) The entrepreneur data of Phetchaburi
desserts were women in 40-50 of age. They were in this business more than 10 years located on
Phetkasem road. The ways of promotions were free of taste, using advertising paper, radio and cut
out. The market problems of Phetchaburi desserts were short time product. The top five of
Phetchaburi desserts store were Mae-Kim-Li store, Mae-Kim-Lung store, Ban-Kanom-Nuntawan

store, Poe-Keng store and Mae-Boon-Lon store by ordering.



