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This objective of this independent study was to study marketing mix factors affecting
consumers’ decision to purchase milk products in Mueang District , Lamphun Province . The
data were collected from 398 sample by questionnaires. The data were also analyzed by
descriptive statistics, frequency, percentage, and arithmetic mean.

The results showed that the majority of the respondents were female, 20-30 years of age,
single, Bachelor’ s degree holders. The income is less than 10,000 Baht per month. Occupations
are government service and the state enterprise staff. They are the most buyers. The purchasing
purpose of milk is for their own consumption. Factors affect on the purchasing decision are TV
advertisement, own purchasin decision and regular drinking. The most frequent purchasing is
from the convenient stores, 7-ELEVEN and minimarts in the petrol stations. Each purchase costs
lower than 30 Bath. They bought Formost milk, Wall ice cream, Dutchmill drinking yogurt and
yougurt, .

The marketing mix factors affecting on decision of milk product purchasing are high.
They are milk product, price, place and promotion, respectively.

For the products, it was found that the respondents considered the first 3 most
import;mt sub factors which were the presenting of the certified symbol issued by Food and
Drugs Administration, cleaness, and food nutrients such as high calcium, and low fat content.

For the price, it was found that the respondents considered the first 3 most important
sub factors which were resonable price for the quality and quantity of the milk products, and clear
showed price.

For the place, it was found that the respondents considered the first 3 most important
sub factors which were the easy access to products, product availability at any time, and near by
to their homes.

For the promotion, it was found that the respondents considered the first 3 most
important sub factors which were the exchange of the defect products, the advertisement in TV,

radio, publication, others, and discount when purchasing to the desired quantity of the products.





