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ABSTRACT 2 0 1 9 5 5

The purposes of the research were (1) to study demographic factors of
teenagers in Phitsanulok; (2) to study the behavior of teenagers in Phitsanulok towards
buying snack food products; (3) to study marketing mix affecting the behavior of
teenagers in Phitsanulok towards buying snack food products.

This was a survey research. The sample was selected using sampling
technique to draw 400 teenagers in 9 districts of Phitsanulok. Data were collected via
37 questionnaires with choices. Statistical data were analyzed by using percentage and
Chi-Square.

The research findings showed that the major group of respondents was

female teenagers, who accounted of all respondents, and the other group was male
teenagers, who accounted Most of the teenagers, were between 12-14 years old. The
major results of this study were (1) Most of the teenagers bought snack food
products at shops close to their houses, consumed snack food products every 2-3
days, consumed snack food products due to favorite flavors, consumed snack food
products after lunch, preferred to consume potato crisps, paid attention to expiry dates
of the products, agreed that snack prices were reasonable, expressed the opinion that
distributors should put the snack food products at convenient places for consumers,
and agreed that product advertising on television appealed to consumers ;
(2) Demographic factors did not affect the behavior of teenagers in Phitsanulok
towards buying snack food products at 0.5 level of significance; (3) The marketing
mix did not affect the behavior of teenagers in Phitsanulok towards buying snack food
products at 0.5 level of significance.





