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The objectives of this research were to study 1) personal and economic
characteristics of consumers in fresh markets in chiangmai municipal area. 2) consumers’
purchasing behavior regarding coconut milk. 3) marketing factors affecting buying decision.
The data were collected by questionnaire from 400 samples, out of the total population of 151,011
and analyzed by the statistical package program for personal computer.

The findings revealed that the average age of the consumers was 33 years. Most
of them were female, had variety of education level and occupation. Their income was averagely
10,891.07 Baht per month and family’s income averagely 20,734.41 Baht per month.

Regarding the buying behavior, most of the consumers like to buy both fresh and
packed coconut milk. Most of the consumers used to purchased fresh and packed coconut milk
from the market, and purchased 3 times per month. The most popular size is 500-1,000 grams per
times. The major reason is for cooking at home.

The result from the study revealed that product is the most important factor.
Price, place, and promotion are the minor concerns, respectively. So, product and price are the
most important factors, while the moderate level of important factors are place and promotion.

The relationship among marketing factor between kinds coconut milk and
important buying decision revealed that: 1) Most of product factors are not significantly related
to buying decision, while sub-factors: odor, freshness, thickness, and cleanliness are significantly
related to buying decision. 2) Most of price factors are significantly related to buying decision,
the result showed only clearly price sub-factor is significantly related to buying decision.
3) Most of channel of distribution factors are significantly related to buying decision as following
factors: easy to purchase, well-known of shop, opening-closing times, environs of Aplace, and
whether the location is near house/ workplace. 4) Most of the promotion factors are
not significantly related to buying decision, while the result showed only sales promotion

sub-factor is significantly related to buying decision.





