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ABSTRACT

The objective of this study was to study consumer behavior towards purchasing blended
fresh vegetable and fruit juices in department stores in Mueang District, Chiang Mai Province. The
data was collected from questionnaires distributed 200 samples; 100 males and 100 females. The
results of this study were as follows:

In general, male consumers liked towards purchasing blended fresh vegetable and fruit juices
in department stores as much as female consumers. Most were company employees, 21-30 years old
with salary of 25,000 baht or more. Most held Bachelor's degree or higher and thus were interested in
health and could easily find health information, for example from magazines and the website internet.

Most questionnaire respondents preferred to buy towards purchasing blended fresh vegetable
and fruit juices at department stores. The factors that influenced buying decision were freshness of
vegetables and fruits, cleanliness, safety and taste. The most preferred recipe was tangerine, water
melon and carrot. The most important reason for buying was for health because most respondents
usually preferred to eat and choose high-nutrition foods. They made their own buying decision. As to

days of purchase, it varied for convenience reason but tend to fall on Monday-Friday. Apart from



buying from department stores, they sometimes bought towards purchasing blended fresh vegetable
and fruit juices from other shops and at open fresh markets. The most reason that influenced their
buying decision was freshness. The advertisement factors which influenced buying decision the most
were the availability of health brochure and satisfying price, 20-25 baht, which they thought was the
most appropriate prices at present. They felt that at the moment there were enough towards
purchasing blended fresh vegetable and fruit juices outlets in departments stores but also felt that
there should be more. They felt that there should be more outlets in educational institutions the most,
so that it responded to health trend in consumption behaviors. If educational institutions offered
towards purchasing blended fresh vegetable and fruit juices outlets, students would have more chance
to consume nutritious drinks instead of soda pops, ice creams, etc.

As for mixed marketing factors that influenced buying decision of towards purchasing
blended fresh vegetable and fruit juices customers, it was concluded that every factor influenced it at
the high level. For product, the important factors were freshness, cleanliness, and sanitation. For price,
the important factor was reasonable price. For place, the important factors were convenient location
of shop, cleanliness, and nice physical appearance. Finally for marketing promotion, the important

factor was the availability of regular health information on vegetable and fruit juices.



