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ABSTRACT

The objective of this independent study was to investigate attitude of consumers towards
canned bamboo shoot in Mueang Lampang District by following the concept of attitude, behavior
model of the consumers, and food hygiene. The sample group consisted of 250 consumers in
Mueang Lampang District who had previously consumed canned bamboo shoot. The convenient
sampling method was carried out by questionnaires from all respondents. The majority was
female (71.60%) whose ages were 20-35 years old (32.40%) with Bachelor’s degree education
(48.80%). Their occupations were government officials (43.60%) with average salary between
5,001 - 10,000 Baht per month (33.20%).

The survey on the attitude of respondents revealed that the majority possessed knowledge
and understanding (belief) in the level of “not sure”. The respondents had clear knowledge about
type of canned bamboo shoot, incorrect production methodology which posed consumption risk
and the consumption of such bamboo shoot could be dangerous and life threatening due to food
poisoning. The satisfaction of respondents towards products, price, distribution venue and
marketing promotion were at low level. Further analysis on consuming behaviors of respondents
showed that the majority preferred cooking of canned peeled bamboo shoot by themselves in the

form of fried bamboo shoot. The purchasing sources of canned bamboo shoot were markets or



shops in the community. Currently, 151 respondents had stopped consumption of canned bamboo
shoot while the remaining 99 respondents still consumed the product. The main reason of
persisting consumption was due to the availability throughout the year. The purchasing quantity
was in small amount (less than one container) from retailer. The consumption frequency was
irregular with purchasing amount of lesser than 50 Baht. The majority tended to consume the
product with family or relatives. Moreover, they were not specific to which brand of canned
bamboo shoot to be consumed.

The problems of respondents in the consumption of canned bamboo shoot on the aspects

of product, price, distribution venue, and marketing promotion were all at low level.



