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ABSTRACT

This Independent study was aimed to bakery purchasing behavior of higher education
students in Chiang Mai province. The data was collected from 398 samples by questionnaires of

consumers. The data was analyzed by frequency, percentage and mean.

Buying behavior of bakery, majority consumer is the female age least than 20 year old,
mainly 1 year student and have not exceed 5,000 baht incomes. What does the consumer buy? It
was found that most of sampling consumers bought bakery in kind of bread and Fai bakery. Why
does the consumer buy? The reason of buying was good taste. Who participates in buying? The
decisions of buying were made by themselves. When does the consumer buy? They bought
bakery on Friday in the time period between 12.00 to 13.00 pm. Where does the consumer buy?
They bought bakery from required brand of a bakery shop. How does the consumer buy? The
sampling consumers who suffered information to concern of bakery from shop sign followed

information from the poster of producer. Then, the purchase frequency was two-three time per



week. Bakery was specified one brand and several kinds. The buying was one day enough for
eating. Finally, each purchase was 51-100 baht.

All marketing mix factors were rated at the high level. It was found that the place
factor, promotion factor, product factor and price factor were also an influence, respectively.
When considered of sub-factors were rated at the highest level and the highest mean. The product
sub-factor was standard warranty. The price sub-factor was economizing price. The place sub-
factor was comfortable communication. The promotion sub-factor was complete employees who

served consumers all the time.



