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ABSTRACT

The purpose of this independent study is to assess the consumer purchasing
behavior towards Thai sweets in Mueang Chiang Mai District. The data was collected using
400 questionnaires and was analyzed using descriptive statistics consisting of frequencies,
percentages, means and standard deviations, and using inferential statistics : one-way
ANOVA .

From the study it was found that most respondents were female, aged between 19
and 35 years of age, with a Bachelor’s degree or equivalent. Most were also single, students
and with a salary of less than 5,000 baht per month. The respondents like Thai desserts and
usually purchase the fresh boiled-in-syrup desserts such as Thong Yip/Thong Yord, the dried
boiled-in-syrup desserts, including Foi Thong Grob, stirred desserts such as Look Chup,
fried desserts such as Gluay Tord, the grilled desserts Khao Mun Ping, the steamed desserts
Khao Tom Mud, the baked dessert Kanom Krok, and other desserts such as Tubtim Grob.
In addition, they usually purchase their Thai desserts from Phung Noi bakery. The reason the
customers purchase Thai desserts is for personal consumption. The respondents stated that
they purchase Thai desserts when they want to eat them (their purchase is not dependent on the

presence of important festivals).



Furthermore, they decide to buy Thai desserts by themselves; buying them once or twice a month,
mostly at the fresh market and spending 21-50 baht per purchase. A taste test is the most
influential method used to entice the respondents to buy Thai desserts, most of whom are very
satisfied after the purchase. Overall, all four marketing mix factors have a large affect on the
purchasing decisions of the respondents. When focusing on each element in the marketing mix,
taste (in terms of the product), an appropriate price (in terms of the price of the product),
cleanliness of the sales outlet (in terms of place), and a taste test (in terms of promotion), are the

most influential factors in terms of the respondents decision to purchase the desserts.



