4 A = - & 2w a
Foispanrsduauundase woARITUMIFRVULTLIREITUNT eansouvesdus lan

Twadnoise SamTaGaalmi
A =) %) o ot
FofTou HNAIAnYN @871

vimsgsfsumudia L RURE LRt EATR b AL

ﬂﬂl%ﬁﬂ‘i‘iljﬂ‘l‘iﬂﬂﬂﬂ'ﬁf’ﬁ"l.lﬂ’g'llmllgﬁ‘iz :

B.uqua Aunnsal dszrunssuns
WA.DIYS wélaadl AITUNT
LY S B
WRATNYIT  Aufilizan ASSUATS
-4 1
undinge

a & ad a o
asfinymgAnssuntdevuyvufeniudimeansouvesduilnn luwadune
] al [T 1 Ao o - 4 < A" ; ar
dins fonFedelnd fiTaqussasd 2 sz e 1) MeRnumgdnssumsdovuuvuifeniv
Himenansouveadus ina huvadwnodiss fimdadedlnd 2) Wefnuilefvhumsaaei
I L) J - 1 @ = ar A 1
finndonganssumsdevsaduiTna 1dud fededrundasiual a1 darufl wozmsdaeiy
M
g o « @ v oA & a5, % T
FmrAnywhmsfannguieduinodeunzys Innvuueumeniudimeansey
Tuwaduneiios SanTameslna $1um 200 au Sudtunrsdudeyalaifuuvreva
ol CON 4 o ] ] ] o o o te [] ) J]
funwalnguietamanuiimivluwasunediss Smiadoalnaidnon 6 uva laud
o o oo o 4 + o o 1o o ¥
Funfaneaauuda Isfuduusinefanarat maliTado a1dys ufinlas waz Toves udd
o a g9 aa a a 9 ' a o a
dndmneideyaluzduesadddwrraunioueduanud fesas uazdunauivduiay
atia Tnold lsunsud§egl spss
' Py o - ¢
nnmisfnymuhdssvuvuaeuniuidnsasia Uil dreuuvucovay
sz neudlsmamsunzimandeiosa 50 whiu uazfisneigiuandreiu 5 $3901 Aoe
o1510-15 %] 92901 16-21 T 2901y 2227 29079 28-33 T unega9e1y 34-40 1 Sovaz 20
¥ at L] 1 1 ar o 1 ol:i
wifunngaeety sagdung sumsfnuszdudiggraSinniige sesnaeumsfaw

@ = o A o Al a - o o o
i:ﬂ'ﬂﬁ‘}ﬁ. E)‘l{l’ifgiy‘l LLﬁ&"llE!‘th"l‘]uuﬂx‘iﬂu uﬂﬁﬂﬁ-lu-lﬂ“qﬂ Tﬂ\iaqn‘lnﬂ_!ﬂlﬁuwuﬂq-]u



uwnay uazinuld 5,000 LnTediniunfiga sesaqniineldegsenin 5,001-
10,0600 1N
() 9 = dy J ar a': =L o @t dv
AmiungAnsTunsdevunvuifoaiudianeanseulldnyaz Al
b4 ¥ ] W
mydenraniumnundrsunuuaetomienievunvufsiulTmennsou
» . k.
destlsznienalsunnurudsuuasuduninnafigs  sesnundamwizdsznnusuman
] ¥ -
dmiusanaifaeunuuaeuawdminginede ldud smafe sauniDfa unssedinde
e o o [) ady (] o 4’4" v & ar
1iTian awddy dausaanandaeunuvaeuniudiulng himedens Tdun sowsudadn
[l ] 5
seemin savzdome uazsaalUdFa mud iy anfaRendeunniiesns 80 tAun
T 5-6 LMABEDS 3IAT 18-25 LMABHBS UALTINN0-12 U masrerwdIRY toz Ling
Fofs1r145-60 mwaamwﬂmmn‘nqvw T.ﬂtmmqmaiumsmaﬂmeﬁuﬂ1ﬂui1ﬂ1mu1~ﬁun1ﬂ
figa -smaamﬂ“wmsmwmﬂwamm"ﬂam‘snﬂﬂﬂ“luunavﬂsa HAZHABLMULIADYAY
AondeRudiifmenuuresnniiqa
A o g 1 dw dy ' ' A Y o
msdenanfudmudiEiehdrouuvuaevoudnivginede laud wé maln
o o -3 4 4 1 1 T J 1
uagshuty  awdwy  uastdefidrenunuaeuading limeyons 1dud lemls

=

T isn aulinmod wazdmusm audiay

v
a

b4
asdenaaufisadmitonuidasvunuasvawduingifentodudien
¥ o o o o o
Yenlefunita Huazainde Sudnldaialy uagalalefiniia awdwin Tasiinsen
3 -] 1 1 5 o N ¥ A
anmfsmihefiazain Indhu aonufivau nieamufiow seasadw uaefidudduld
a &y ot a - S o 1A Py o
FonFodeuniiga sesauninsanamuisadimibeiidudhdesnsioue wazovay 50
4 ¥ 3 & :

himstomoninudndaiall,

nﬁmﬁ)nmﬂumicﬂawu'nmie‘uLmuﬁanmnummﬂumwmuuwmmuudia
veanseudilamag 1-2 ﬂsmquﬂ sosnaniinrndlumsdedouas 1-3 ads

o
mimamJin':mszfawmmﬁanuuuﬂanmwmuwmﬂmuuﬂswaﬂnﬁauﬂ%’ms
T 14 L4
1-2 94 W IANEA T0IRINITFBATIAL 3-4 WO
] r » } 4 .
wantsAnuIRsfuaioneanseataiilinadengAnssunmssevuvuneaiudis
9 = o = 1 a ] [ w q.y

noansey wuhdneuuuuseusufianuiamudeifonemsemaluudasdu de i

furdasudimuhdesuuunsevanaruddyduiitazes oeafadens

15 1na waziinieamnedusesnnes. luszdudihguiniigs
y 9

&rurauisadmienuidssuuuvaeunin WMarudwyduafideiiazain

awsomdeduldiv warfidudidsansnedmiwedoue lussdudwguiniige



n

3

Ausrmmutdesusuuasusiarudigydudidseumnzauiuguamiy
seRuddignige

¥ 1 Py ¥ 9/ o = & o4

audaasunsvionyhdasuuyuasuauanudidgnsiinonssueysnuda

adeu Nenssnemtedeau wazfenssumsansimduai lussAuddguin



bl

Independent Study Title Consumer Buying Behavior for Potato Chip Snack in

Amphoe Muang, Changwat Chiang Mai

Author Ms. Waraluk Khaewwat
M.B.A. Business Administration
Examining Committee : Lecturer Narumoen Kimpakorn Chairman
Assistant Prof, Orachom Manecsong Member
Assistant Prof. Dr, Patchara Tantiprabha Member
Abstract

The objectives of this study, “ Consumer Buying Behavior for Potato Chip Snack in
Amphoe Muang, Changwat Chiang Mai ™ are as follows : 1) to study consumer buying behavior
for potato chip snack in Amphoe Muang, Changwat Chiang Mai, and 2) to study marketing
factors which have the effect on consumer buying behavior such as product, price, place and
promotion factors. ‘

The study had focused on 200 respondents who stayed in Amphoe Muang, Changwat
Chiang Mai and had been bought and consumed potato chip snack. The data had been collected
from 6 distributing places as following: Central Kad Suan Kaw, Robinson Airport Plaza, Tesco
Lotus, Carrefour, Makro and Auchan by using questionnaire surveying method. And then the
overall data was analyzed as the descriptive statistic in term of frequency value, percentage value
and arithmetic means by SPSS program.

The respondents consisted of 50% male and 50% female and identified into five age
groups as 10-15 years old, 16-21 year old, 22-27 year old, 28-33 years old and 34-40 years old at
each 20% compdsitc. The education level of mostly respondents graduated at bachelor level and
diploma level respectively. The major group of respondents were students and non-government
organization employec. Most respondents, in addition, had the income level less than 5,000 baht

and 5,001-10,000 baht respectively.



The result of the study revealed consumer buying behavior for potato chip snack as
following:

The result of product selection showed that the majority of the respondents bought potato
chip snack on both type, ridge type and flat type, and bought only ridge type respectively. Most
respondents bought salt, barbeque and texas-barbeque flavour respectively. On the other hand, the
majority of respondents never bought Frenchsalad, seaweed, tomato and spicycheese flavour
respectively. Most respondents bought potato chip sanck at sale price at 5-6 baht per bag, 18-25
baht per bag and 10-12 baht per bag respectively. Most respondents never bought the product at
45-60 baht per can. Respondents bought the product because of appropriate price and appropriate
quantity respectively. The package type which bought by most respondents was bag type.

The result of brand selection showed that most respondents bought Lay, Tasto and Mun
Mun brand respectively and the majority of respondents never bought Idaho, Misterchip, Snackur
and Chipchap repectively. |

The result of place selection showed that most respondents bought potato chip snack
from hypermarket, convenient store, retail store and Supermarket respectively. The supporting
reasons were firstly, the location of place was adjacent to residence, office, education institutes,
parking lots were easy to find and various kinds of product were available. Secondly, those place
always had products that the respondents desired. 50% of the respondents never bought potato chip
snack from wholesaler.

. Purchase timing showed that consumer bought potato chip snack at the frequency at 1-2
times per week and then 1-3 times per month respectively.

Purchase amount showed that consumer bought potato chip snack at 1-2 bags per time
and then 3-4 bags per time_respectively.

The study of marketing factor which had the effect on consumer buying behavior
revealed that respondents had the opinion towards each of the factor as followings; |

in term of product elements, it was found that the respondents considered that product
hygiene, product safety and FDA sign guarantee were most important.

In term of place elements, it was found that the respondents considered that good
location which enabled the respondents to find product easily and availability of desired products

at all times as the most important element.
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In term of price elements, it was found that the respondents considered appropriate
prices compared to quality as the most important elements, '

In term of promotion elements, it was found that the respondents considered that
environmental conservative activities, social aid activities and sale-price promotion as very

important elements,



