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The objectives of this study were to investigate factors influencing potato chip snack
purchasing of students in Muang district, Chiangmai province and problems encountered. A set of
questionnaires was used for data collection administered with 400 students in Muang district,
Chiangmai province. Obtained data were analyzed in the form of descriptive statistics for finding
frequency, percentage, and mean. The Statistical Package for the Social Science Program was
used in this study

Findings showed that respondents in this study consisted of male (50 percent) and
female (50 percent). Their educational attainment were upper-secondary school, vocational
certificate, higher- vocational certificate, and bachelor’s degree and above (25 percent each).
Most of the respondents were studying in private schools and their daily allowance was 1-100
baht. The following were factors influencing decision making to purchase potato chip snack of
the respondents:

1. Product — most of the respondents purchased product based on famous brand name
and followed by product package which were convenient for them to consume the product.
Different sexes and educational attainments of the respondents had and effect towards factors on
decision making to purchase the product.

2. Price — most of the respondents purchase the product based on reasonable price of
the product brand, This was followed by reasonable price of the product size. Different sexes and
educational attainments had and effect towards factors on decision making to purchase the

product.
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3. Distribution channel — most of the respondents purchased the product based on
where they could find it easily. This was followed by a place where there were different types of
product with various flavors. Different sexes and educational attainments had an effect toward
factors on decision making to purchase the product.

4. Marketing promotion — most of the respondents purchased the product based on
advertisement through television and followed by selling promotion activities. Different sexes
and educational attainments did not have an effect towards distribution channel

5. Other factors — it was found that most of the respondents purchased the product
based on different levels of their economic status. This was followed by suggestions of their
companions. Different sexes and educational attainments did not have an effect towards decision
making to purchase the product.

For problems encountered, it was found that the respondents had a moderate level of
problems in the following: 1) inappropriate size of product package; 2) there was no discount ;
3) selling place had no constant product; 4) uninteresting selling promotion activities; and 5)
product presenters were out of favor.

It was advisable that entrepreneurs should strengthen their products by adding value of
product brand in order to be recognized by consumers. This is advantage to product market since

consumers are confident in the product widely sold in the market.





