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ABSTRACT

This independent study investigated consumer opinions on dried fruit after freeze drying
process in Mueang Chiang Mai District, Chiang Mai Province. The respondents were 350
consumers who recognized the freeze dried fruit in Mueang Chiang Mai District.

In term of consumption behavior, the majority of respondents were female during the age
range of 26-32 years old with a Bachelor’s degree education. They were employees of private
companies with the average monthly salary between 10,001-15,000 baht and single status. The
first top three most popular fruits among the respondents were jackfruit, durian, and strawberry.
The average single purchased price was around 101-500 baht with the purchasing frequency of 1-
2 times per month. The most popular brands were Wel-B and Fruit Kings. The main reasons of
purchasing were for their own consumptions and souvenirs for family members. These products
were easy to consume as snacks and were sold at supermarkets such as Tops. Some information
of products, which led to purchasing decision, included product labeling, and recommendation
from friends or acquaintance.

On the aspect of the consumer opinions towards the dried fruit after freeze drying process
in Mueang Chiang Mai District, it was found that the respondents had opinions towards the
marketing mix as followings. The respondents opined high level on the product factor in term of

long shelf life of crispy fruit (4.01), price factor in the aspect of matching price-quality (3.58),



distribution factor on the continual availability (3.55), and promotion factor on the advertisement
in health magazine (3.41). In terms of level of problems in accordance with the consumers’
opinions towards the crispy fruit using the freeze drying process and the marketing mix, these
could be divided into sub-factors of the marketing mix. The respondents recognized the marketing
promotion sub factor problem at high level was the absence of television advertising (3.52), the
marketing promotion at moderate level was the lacking of sales assistant at selling point (3.49),
and the distribution sub factor which included a relatively few grocery shops or wholesale stores

(3.42).



