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ABSTRACT

The main objective of this study was to find consumer behavior for products from direct sales
system in Chiang Mai Province, such as food-supplement , weight control , herbals , and treatment
accessories products,

Data used in this study were received from questionaire interviewing 100 direct sales
customers in Chiang Mai Province

The results of this study showed that more than two-third (79%) of customers made their
purchases from direct sales company’s representatives. The products which the customers make their
most respectively purchases were food-supplement ﬁmducts , weight control products , herbals
products and treatment accessories products. The study also indicated that (1) young male customers
favarite products were food-supplement 'and weight control products , while treatment accessories
products were favored among older male customers. Similar to young male customers , female
customers favor food-supplement and weight control products. (2) the important determinants which
encouraged the customers to make their decisions to buy direct sales product are (a) acquaintancy

with the sales representatives, (b) quanlity of product , and (c) the promptness of services provided



