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The objectives of this research were to study: 1) marketing factors influencing
the decision of consumers in Chiangmai on the purchase of the Royal Project’s “Doikham”
processed products and canned foods; and 2) problems in the decision of consumers in Chiangmai
on the purchase of the Royal Project’s “Doikham™ processed products and canned foods . The
research sample were 324 respondents.

The data were collected by close — ended questionnaire, open - ended
questionnaire and analyzed by using the Statistical Package for the Social Sciences (SPSS)
program, which included frequency, percentage, standard deviation, hypothesis T-test, F-test,
LSD and Chi-square.

The results showed that a majority of the respondents were female, single, aged
between 20-29 years, and bechelor’s degree graduates. A majority income was 5,001 — 10,000
baht per month. Most of the respondents worked in private companies and they lived in
Chiangmai province.

It was found that the marketing factors influencing the decision of consumers in
Chiangmai on the purchase of the Royal Project’s “Doikham” processed products and canned
foods were over all rated at a high level: price, personal selling, product, place or distribution and
service, respectively. The factors that were rated as a moderate level were promotion, image and
display, respectively.

Sub-factors that had the highest score on the effect towards decision — making of
consumers to buy the products were listed as follows: certificate of standard products; reasonable
price which was relevant to products quality and packaging; convenient accessment with parking
lots; having discount; clear price label; fast service; and friendly salespersons.

The problems that had the highest score were listed as follows: products were
not various; inappropriate price; inadequate parking lots; member card for discount; small store;

slow service; and inactive salespersons.





