) 193508

A { ¢ A a A o v
NITIVYATIU ﬁJfJﬁﬂﬂizﬁQﬂleJ ﬁﬂ'}:l'lwqmﬂi51Jﬂ']5°lfﬂﬁu7"|’ﬂu1ﬂ5Qﬂ’]i"l YD

9y a e’al 3/ a a 1 cidy ot dy 2 a o
tﬂ‘UiIﬂﬂ N uyta UYSuia 92921990 wazaNUD IUNITHO  LAZANYIANANNARHAY

v et [ v A Ay a b Y o £ a =4
luilvisniinadenmsaadulagedumlulasimisg voguslng uasinuiaNuANNAAAY

] b4
luilsduniinadonmsdadule ligedudlulasinisa vesduslnan  uazfnuilygmiums
¥ ¥

o d:’ a g Y a ao 9/ i":] A& A
wengedaumlulaianisg vesduilan Tumsiteasiilduvuasununiluniedielunis
o o o a @ 1 = { {

nudeya Taonudoyauuuiudey (accidental sampling) mWiztinvieufiv R R WU 10U

o o a = 4 t @ ot . . °
WITAMUNYNIATIFULIAU Tasuysdadu (proportion sampling) Lﬂuquun 1IUIU 200 AU

h-d

garu $117 100 A tazgaieu §1uu 100 au Tl 400 Au udlszuranadoyalay

1Fa8RTINTTUUN (descriptive  statistics)  1NBMIAIAND A3 DA ALRAY AURDENIS

v
L) o 1

~ aw da Y aa o d A aw
dmiln wazaudisauuiasgiu wamsitendnsizidislilsunsuadddusegiinenisisy
s o (9 dy
nudeauenaas agdlddai
k4 . 9
doyamuguilivesnguiiedis wudnfluiaunamouazimemds daulng

Y ' ay oA o A IS < 1 s Loy
fiogszndne 21-30 1 Taowawiiiulaa Wudemauiyns TmsAnuieglusedunlSaan
a3 IS wumingnluaseunsiszning 3-5 au dsznouoFugsnadiuai ivldmduae
A n’: J dy s ae 1 a a ]

Wounwa 7,001 uvm ull  uazligiduuegludmiavesnamiie

1 4
aunganssunmsFeduiivesdus Inalulasimsmunszsigdisa  wuh

¥
o M a o d

1 [} 1 a e ¢ 1 §
dulnainedondnduaivoslnsimsauazilegiudi¥endaiunveslnsinisasy Tnvde

Q
b4 ¥

a e 3 1 ~ 2 d v 1t A ar J ' ~
nanduavealnsanisa ludruhssaududy uasdrulnadotlazass Tag szdelugren el

4 o Y a = as o o ) a a  w o a =) -4
temsedmingRsnsiwiineml Saladosln Feidavendadusiidus Inalivudogags

Suunngqurdadaus 18y naaduainn fo uzdoma waldfe  dulsnu Fudwnlszide



133508

1Y

[] “ a -4 P =1 @
wlumiou uazduimaithdnde Ame lasdousidomanin 1.75 uia/au/nse sedulunu
- a v Q‘ll ¥ [ P =1 q’/l
iy 222 Alandwawmnis Sevlunieuinds 1.73 uRa/mu/mia uazfmeman 1.79 A /au/
S
A54
9 a [~ v Aad 1 @ a J a  w I’ ]
dunnuaamiuluileseninanemssaduladondasuanlulnienisg wun
o et 1 VN 4{‘ a o o [ 3 ] v Y a o 4
Heseniinanonsaaauledondasust iulassmsa luszavuin 1aun Nedudrundadum
( aunw dasaaisiy) Aulaine (anwdasadslumsuslnn A aiianw
Y o 4 o 3/ oy o ' o
wzay) A udansssy FeRnwa lll 1U1Useneue1misnIuntiu)  LasA1ugeIn1enIsIa
° 1 d‘u o 1 d-& = [] v ¥ ] = Y 9/
$1vne (arountas muel¥edes) druilsdeduaduasunisvie @asimdudiluuig
[] PN o v Y ° o
Tonia) a1unisauasunisaata aiums lava) uazdudiay (1asuduuziinn
s = 3 Y] q‘d 1 @ o 4 = s o o
asounsvanarieurq) iuileduiiinadenisdadulifondadmuailulnsimsa luszdy
runate
v =Y o v Aa 1 v A |¢!y = [ &
Aunnuaaiuluiledoniinadenisdaduls idendasus ulnsanisg
1 Y] d'd t LYY T Y a Y] & [ ' Q*
wud Jesentinanemsaadule ludendadust lulasenisg luszavthunars 1oun e
AUFDINMTIAIMUIY (Faunus mieiidos) dusadne (anudosnmsnaniuiuss
] = s LY L) 4 1 =
Tasanisiiio) aunmsduasunisaaial 11ans lavanlsznduiusriiude) suduasy
(] [} [ 9 [Y) a Y 9/
msvie (liaasian lisen Tuuew) Audausssy AseasuomIsMuNIL AUsIaT (311
4 o o o °© 1 a w 4
gudlafoufuiesaia) Audiay amsuuzihinndusismsuasiundadudl (113
Y] 's [ Y] S YA s/
ussyiuuRazszaus AN 1iidenion)
9/ A 4” a o 'L o =« 1 1 v
andlgmlumsidendondaiuai lu1nsnsaIuns s 1 wa134 wu daulng
= 1 a o o A a 9 d'sl 140 ] ayv dy 9 A
Ilgymdukdadun As dumifdeanis lidismiglunamdesnisde Jgmausian fs
o & = LY a W I'4 £ b4 ] @ o 1 &
simguiulliflefoudundadusiniuiesania  Jymidugeanianisiaiinuie fis
aumusmieiidessis uazilgmawmsdaasunisaaia ie Ms layanaudens q I
9
Yoy

bk
[V Y o

3
fau nagnivoamsudaiuveslasanisg siu suiudesimuigunin

Q

o ow o Y 4 @
Naﬂﬂmm1ﬁlﬂ5Qﬂllﬂ')‘\Nﬁﬂ\iﬂ']iilﬂ\iﬂﬂ‘]ﬂua“aﬂ?gh lﬁaﬁ%"lqﬂ'J’liluu(li]‘luﬂmﬂ’]Wﬂ'J']n

aoafvusInaniaa ums'usss)wammm‘lnmrawwmmmi‘lumsiﬂmaﬂmmmuwa

a o

c’: =)
HanduMneluoaa {lwuu HAZOUIAA 114?'1\166\5‘1’(1’]1“&1111'3 ua:mmimawamnmmauq

= a o ° 1 ; v o Ja o’;’ a o L4
lWUﬁ"JU LWHG]'JH‘VIN‘]']HH'\U‘IﬁlﬁJ'lﬂilu NﬁzT‘NHm‘lﬂ?a‘}‘]ﬂﬁﬂwuﬁ‘nﬂQTﬂiQﬂ’ﬁ"l HAZHARNUN

1 A v da a a d 9/ -3
‘Uﬂﬂﬂﬂmimu’damm ( Tm‘nﬁu My TINUN) 1”11'““!'“



133508

The purposes of this research were 1) to study consumers’ purchasing behavior on
products from Chiang Mai Her Majesty Queen Sirikit’s Initiated Project, in the aspects of product
category, quantity, purchasing time and frequency of purchasing 2) to study consumers’ opinion
toward factors affecting the decision making of product purchasing, 3) to study consumers’
opinion toward factors affecting the decision making of non purchasing products and 4) to study
consumers’ problems in products selection purchasing. The questionnaires were employed as
research instrument, the data were then collected by accidental sampling method. Four hundred
tourists who visited Bhubing Palace were targeted as research sample group, and were
particularly selected by proportion sampling which consisted of 200 tourists in winter, 100
tourists in rainy season and 100 tourists in summer. The data were then.analyzed by descriptive
statistics to investigate frequency, percentage, mean, weight mean score, and standard deviation.
The result of this research can be concluded as the following paragraphs.

As for consumers’ personal data, they were male and female, most of respondents
were between 21-30 years old, single status and practice Buddhism. They graduated Bachelor
degree and contained 3-5 family members, they were entrepreneurs and earned more 7,001 bath
monthly, and lived in the Northern part of Thailand.

In the aspect of consumers’ behavior of purchasing at Chiang Mai Her Majesty
Queen Sirikit’s Initiated Project, it was found that in majority, consumers used to purchase

project’ products in the past and continue to do so in present. The purchasing time were
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conducted during noontime to evening. Majority of consumers purchased products once a year on
their annual visit to Bhubing Palace, Chiang Mai province. The most favorite products purchased
can be categorized as the following: vegetable which consisted of tomatoes averagely 1.75
pack/person/time, fruits which consisted of oranges averagely 2.22 gilogram/person/time,
processed products which consisted of mulberry leaf tea averagely 1.73 pack/person/time and
weaved cloth averagely 1.79 pieces/person/time.

In the aspect of factors affecting ihe decision making of product purchasing, it was
found that the high level of factors affecting the decision making to purchase products were
products itself (non-toxic chemical products), psychology (safety consumption), price
(appropriate price), culture (purchasing product for in-house cooking) and distribution channel
(reputation of product outlet). The moderate factor affecting the decision making to purchase
products were sales promotion (price discount in particular products), marketing promotion
(seeing advertisement) and social circumstances (friends/relatives recommendation).

In the aspect of factors affecting the decision making of non-purchasing products,
it was found that those factors were in moderate level. They consisted of distribution channel
(insufficiency of sale agency), psychology (lacking demand of projects’ products), marketing
promotion (lack of media advertisement), selling promotion (non discount or options), culture
(in-house cooking), price (higher price compared to other markets), social circumstances
(insufficiency of government recommendation) and products itself (shortage of packaging in each
price).

In the aspect of consumer’s problems in product purchasing, they were mostly
found in products themselves. They were the unavailability of products on a demanded time,
higher price compared to other markets, distribution channel, lack of project sale agency and
problems concerning market promotion which were lacking of media advertisement.

Therefore, the competition strategy of Chiang Mai Her Majesty Queen Sirikit’s
Initiated Project should focus on the development of products quality to respond the needs of
markets and consumers to promote the certainty of products quality and safety. There should be
various size of packaging to maintain the consumers’ satisfaction, and increase of the project sale

agency and advertisement of project’s building location via various media.





