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The objectives of this research were, to study (1) factors affecting the buying decision on
the pasteurized milk of customers in Lamphun municipality (2) the consumers' problems in
buying pasteurized milk. The data were collected by using questionnaires distributed to 400
samples of people living in Amphur Muang, Lamphun and analysed by using the Statistical
Package.

The results indicated that most of the respondents were female, 21 — 30 years of age,
completed at least high school education. They were employees in private companies, had
income between 5,000 — 10,000 baht per month, and single.

The samples respondents’ buying decision was health. Most of them knew and chose to
drink Betagen, promoted by advertisement on television. They always bought pasteurized milk
of the same brand. The convenient places of buying were stores closed to their home and they
bought it for themselves, others, and according to the taste.

The marketing factors which affected the respondents buying decision were good taste,
reasonable price, convenience of place for buying and marketing promotion by advertisement on
various medias.

The respondents’ problem in buying the products were spoilage of products before the
specified expiring date, high and unstable price, and shortage of products on sale; as for the
promotion there was shortage of reward.

The recommendations on products: increasing varieties of taste and on production:
* developing packaging of better quality, on price: various sizes of package with various prices
and on production: increasing sale volume by salespersons with understandable promotion and

more reward.





