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The objective of this research is to study consumer preference,

viocor, the decision to buy milk powder, and brand loyalty. The researcher
also studies other relevant marketlng factors. Data are obtained from

parents of kinderkarten and elementary students in Bangkok Metropolitan area.

The result of the research showed that purchasers and.users of milk
powder are not the same person. Most milk powder consumers were children.
The quality of milk powder is very important for consumers to buy the product.

Information search is little; however, the decision to buy a certain brand
is made by a consul tation between wife and husband. Consumaey usuallvy hnv

LWt ma R L2 S WESDD Lo &L M= Al 4Ly

milk powder at the beginning of the month. The most popular size is the
large size (1201-2500 grams). They prefer to buy it from big department
stores. Brands are changed until they subsequently found the one they like

most. Price, then, is not a major factor to buy the product. Consumers
usually are not interested in selling promotion for the kind of product.

Problems and obsta cles at present are that people like to drink
“"ready to drink" milk. The adults feel that milk powder is narf'n cular food

for only young children. This is due to the fact that they have little
knowledge about the product. They must spend a lot more money to buy milk
powder than any other type of milk,



