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The purpose of this study was to study the attitude of consumers in Mueang Phayao
district towards ready-to-drink milk products with nutrition claims. Data was randomly collected
from 400 samples who used to buy and drink ready-to-drink milk products with nutrition claims;
then those collected data were analyzed by descriptive statistics.

According to the study, it was found that the majority of respondents was female,
between 20-30 years old, bachelor’s degree holders, government officers and lower than 10,000
baht for monthly allowance. Regarding to total cognitive approach, it was found that most of
respondents in Mueang Phayao district had high level of cognition and understanding toward the
ready-to-drink milk with nutrition claims. The detail of consumers’ cognition which had the

highest level were these products should present the nutrition label. But respondents’ cognition

had the low towards the topic which was unable to compare the amount of food nutrients between
“one brand to another brand. On affective approach, the result suggested that the respondents
réverage scored their feeling towards these products was categorized in the uncertain level. Most
of them agreed that reading nutrition label affected their buying decision made to these products
because they could select the product which provided proper nutrition need. However, they felt
that these product groups had a small number of selected brands and higher price than other milk
products.  Moreover, they believed that related government organizations had provided
insufficient these products’ knowledge to consumers. On behavioral approach, the result
suggested that most respondents sometimes read the nutrition label before buying and understood
a bit of nutrition claims. Most of respondents read the labeling claims about calories, amount of
calcium, sugar, fat, and cholesterol contents, respectively which were used for their buying
decision. The main reason for their consumption was the e§sential mineral contents which were
important to human being. Most of them bought these prodﬁcts from 24-hours convenient stores.
Television had the most influenced for their buying decision. The marketing mix factors
affecting on decision of these products purchasing are high level. They are place, product, price
and promotion, respectively. Most of respondents agreed that the tendency of these products

should be more and more popular in the future,





