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ABSTRACT

The purpose of this study was to investigate the attitudes of customers towards buffalo’s
milk products in Mueang Chiang Mai District which influenced the consumption of buffalo’s
milk. The data was collected from 174 questionnaires.

The results indicated that the majority of the respondents were female with age range
between 20 — 30 years old and bachelor degree education level. The main occupation was
business owner with average income of more than 20,000 baht per month. They preferred
pasteurized milk products with uncertain consumption frequency. The main reason for
consumption was for health reason. The majority of respondents purchased milk’s product at
convenience stores the most. They recognized the buffalo’s milk product from the shops of Royal
Project Foundation.

In term of cognitive components, the majority of respondents possessed overall
knowledge and understanding towards buffalo’s milk products at moderate and high levels. They
also opined that the milk products were consumable in various styles and was not limited to only

fresh milk. These included milk processing into yogurt and cheese. The milk buffalo was raised



commercially in Thailand and the Royal Project Foundation was also responsible for milk
processing for sales.

For marketing mix factors on the aspects of the affective attitude, the respondents ranked
the importance of factors on buffalo milk products at high level. The majority of respondents
agreed with marketing mix factor on marketing promotion the most. This was followed by
distribution venue, pricing, and product aspects, respectively. The population characteristic
influenced the opinions of consumers significantly (p < 0.05). The majority of respondents whose
age range was between 31 — 60 years old with the average income higher than 10,000 baht per
month agreed that the packaging of milk products should include nutritional values and benefits
of buffalo’s milk. The milk products should be certified from the Food and Drug Administration
(FDA). Since the distribution venue of the milk products was limited and difficult to procure, the
sales distribution channels should be added. The advertisement and public relations of the milk
products should be carried out through the manufacturers via television and printed media. The
majority of respondents agreed that the price of cheese and yogurt from buffalo’s milk was more
expensive than the typical cheese and yogurt.

For the attitude on behavior aspect, the sensory test of consumers revealed that the
tendency of consumer preference behavior was significantly related to the population
characteristic (p < 0.05). The majority of respondents whose age ranges were 31 - 50 years old
with income of more than 10,000 baht per month preferred the odor of yogurt. The majority of
respondents whose age range were 41 - 50 years old preferred cheese products from buffalo’s
milk on taste and texture aspects of yogurt the most. The majority of respondents accepted but
was uncertain whether to consume buffalo’s milk products in the future or not. The principal
reason to choose buffalo’s milk product was for health and they preferred to purchase the
buffalo’s milk products from supermarket the most. The influential media for buffalo milk
products purchasing were through television and magazines. The population characteristic was

significantly (p < 0.05) related to consuming behaviors of buffalo’s milk products.



