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ABSTRACT

The purpose of this study was aiming at the investigation of consumers attitude in
Mueang Chiang Mai District toward TESCO food products by applying attitude, consumer
behaviour, and market mixing theories. The collection of data was carried out by distribution of
questionnaires to 200 respondents who consumed TESCO food products in Mueang Chiang Mai
District. The outcome of this study indicated that the majority of respondents were male students
with age range between 31 — 40 years old, single marital status, and average income of lesser than
5,000 Bahts. The respondents had already known that the TESCO food products were sold within
Mueang Chiang Mai District. Some groups of respondents still misunderstood that chicken egg,
instant coffee powder and sugar were TESCO brand products.

On the aspect of consumers’ knowledge, the majority of respondents acknowledged the
presence of TESCO brand food products in Mueang Chiang Mai District. The beverage type
products were purchased the most while brochures, televised broadcasting, and newspapers were

the main sources of advertisement relating to TESCO brand food products.



The investigation of satisfaction on all four factors of market mixing revealed that the
distribution venue factor was rated highly among the respondents on the topic of products
availability and adequate parking spaces. On the products aspect, the consumers agreed highly on
the suitability of product quantity and packaging appearance. The majority of respondents
concurred highly on price factor, especially on the clear labeling of price and appropriate pricing.
The final factor relating to the marketing promotion was ranked at the middle on the
advertisement with brochures and poster signs.

On the consumers behaviour, it was evident that the majority of consumers preferred
beverage products the most, followed by seasonings and canned food. The purchasing frequency
was lesser than once a week. The majority of the interviewees based their purchasing preferences
on the standard of products that had been approved by FDA, safety of the products being
consumed, and the proper matching of products usefulness to prices. Furthermore, the majority of
respondents felt that the TESCO food products were cheaper than their counterparts in the
market. The distribution outlet that the majority of respondents visited regularly was TESCO
LOTUS Kumthiang branch with an average spending of 101 — 500 Bahts per visit.

The classification of respondents based on their genders indicated that male and female
had similar attitudes on various topics to the overall respondents. However, females tended to
make mistake on the type of TESCO food products than males. The classification based on ages

and income suggested that attitude of each group corresponded the overall respondents.





