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The purposes of this research are 1) to study the customer’s behavior in buying
Doi Kham products in Chiang Mai, 2) to study the marketing strategies that affect the customer’s
decision in buying Doi Kham products, and 3) to study the problems that affect the customer’s in
buying Doi Kham products. The study was done by collecting the information from 350
customer’s and analyzing the information by percentages, t-test and F-test. The result were as the
follows.

It was found that most of the sampling was female, average age of 30, living in
Chiang Mai. They got 14,399.90 baht average income. Almost all of them were students and
government officials graduating a bachelor degree level. In the purchasing behavior aspect, they
chose Doi Kham products firstly because of the quality. Secondly, they wanted to support His
Majesty the King’s project, Doi Kham. They bought the most products were the temperate
vegetable. There was not certainty in their period or frequency to buy but they paid around 101-
300 baht each time to buy the products at Suthep branch, Chiang Mai University.

They got the information from Doi Kham booth at the supermarket. Each time
they went, there were cousins or spouse along with them and they seemed to be satisfied to come
back another time.

In the marketing factors effecting to their decision to buy Doi Kham products, it
was found that the marketing factor affecting their decision in high level in all aspects: i.e.
products, publicity, place, and price, respectively. All problems about their buying were still in
the averagely medium level. The first two problems were that there was not the stimulation or the

motivation, and there were not satisfying products to buy.





