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ABSTRACT

The purpose of this study was to investigate honey buying behavior of
consumers in Mueang Chiang Mai District by employing consumer behavior analysis
as well as marketing mix satisfaction theories. The data was collected through
questionnaires distributed to 200 respondents. The analysis was carried out by
descriptive statistics which included frequency, percentage, and mean values. The
results could be summarized as followed.

The majority of the respondents were female with age range of 20-29 years
old and single marital status. They were educated to Bachelor degree level whose
occupation were employees of private company with the average salary between
10,000 - 20,000 Baht.

Most of the consumers made their own decision to purchase honey. Doi Kham
and Chitralada brands were well known and regularly purchased for the product size
of 501 ml — 1 I. The respondents preferred to use the product for their own
consumption in order to mix with beverages or substitute for cane sugar. The
information about the products was obtained from product exhibition with each

purchasing amount varied between 100 — 500 Baht.



When the marketing mix factors were considered, pricing aspect such as
inexpensive price affected honey purchasing at high level. In addition, the distribution
venue aspect, for example, shop atmosphere also influenced buying behavior at high
level. Moreover, the contribution of product aspect, viz. product cleanliness, to the
buying of honey product was at high level as well. In fact, the suggestion of the sales
personnel which was considered as one of the marketing promotion also had the
crucial influence on the purchasing of honey. The problems which were encountered
during the decision to purchase honey were all rated at high level and ranked in the
ascending order as followed; product, pricing, marketing promotion, and distribution

venue aspects.



