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ABSTRACT 21316 1

The purpose of this study is to study honey buying behavior of consumers in
Mueang Chiang Mai District, by analyzing consumer behavior and marketing mix
satisfaction. The data was collected by a questionnaire interview of 200 sampled
consumers and analyzed for descriptive statistics, including frequency, percentage,
and mean value. ‘

It is found that the majority of the respondents is female. The age is 20-29
years old and mostly single. The respondents had a Bachelor’s degree and worked as
company employee with average income of 10,000 — 20,000 baht a month.

For the consumers buying behavior, majority consumers the decision to buy
honey with oneself, they knew and chose to buy the DonKhom and Chitralada brands,
the product size is 501 milliliter — 1 liter, and to mix with beverages or used as sugar.
They got the information from expo. They usually bought the same brand, bought
from modern shops and expo, purchases were between 100 and 500 baht.

For marketing mix factor every many effect the decision to purchase the
honey in high level such as price factor was cheap, place factor was the atmosphere
in a shop, product factor was the clean of the product and promotion factor was
recommendation from seller. The problem of effecting the decision to purchase honey
in high level by sequencing mean of the marketing mix factor was product, price,

promotion and place factor.





