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ABSTRACT

The questionnaire was launched to study the consumers’ behavior on buying decision
for fresh cut vegetables in modern trade stores in Chiang Mai province. The data were collected
from 246 consumers who purchased fresh cut vegetables in modern trade stores in Chiang,Mai
province. The results showed that most of the respondents afe females, 21-30 years of age,
bachelor’s degree, government officials, and single. Income is 5,001-15,000 Baht per month.
They make their own decision to purchase fresh cut vegetables. Quality and safety are counted for
their consideration. The highest purchased brand is Doi Kham. The most popular modemn trade
store is Tesco Lotus. They shop on weekends from 4.01 to 7.00 pm. The first marketing mix
factor is product. The product must be fresh, clean and free from toxic substances or chemicals.

The following factor is place. The modern trade store must be clean and convenient. For price, it



. must be reasonable price related to quality and closed to one in the fresh market. For promotion,

there must be discount price dtiring seasons and before the closing time.



