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The objective of this research was to study the factors affecting consumers’ acceptance
of the Royal Project’s Brand products in Chiang Mai province. The respondents were 500
samples. The analysis was based on the results of descriptive statistics, application of Logit model
using the maximum likelihood estimation (MLE) technique, and the marginal effects. .

This study found that the majority of samples who bought the Royal Project’s Brand
products were female (68.50%), 20-30 years old (37.0%), married (50.0 %), univeréity graduate
(66.75 %), employee/worker (40.5%), with average income of 10,001 - 15,000 baht per month
. (23.5%) and had family members between 4-5 people (46.25%).

On consumer behavior, the samples who bought the Royal Project’s Brand products
bought vegetable (40.80%), bought for household consumption and as a gift (48.5%), buying
frequency 1-2 times/week (41.25%), quantities of products bought per time 1-2 packs (47.25%),
time of visit the shop were between 14.01-17.00 hrs. (47.50%). Most of them visit.the shop on
Friday (41.5%). The most visited branch was Chiang Mai university branch (77.5%), the
respondents made the buying decision themselves (64.5%), and spent money at each visit less
than 500 baht (51.2%).

This study found that the most important factors affecting consumers’ acceptance of the
Royal Project’s Brand products in Chiang Mai Province were that the respondents would buy the
Royal Project’ Brand again (57.88%), followed by discount price to attract consumers, the
varieties of product and price for consumers to choose from, the Royal Project’s‘ Brand are
reliable and received HCCP, GMP, GAP standards (ranging from 20 to 40%), the consumers’
monthly average income, the numbers of family members, convenient location, the logo/label of
the Royal Project’s Brand, promotion, shop decoration, products categories’ signs, available
parking lot, occupation, packaging and the availability of all products. All these factors
contributed to an increase in the consumers’ acceptance of the Royal Project’s Brand (by 5 -

20%).





