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ABSTRACT

The objective of this study was to examine consumer behavior of buying a dog in
Mueang Chiang Mai District. The data was collected from questionnaires received from 200
customers, who bought and have raised dogs in Mueang Chiang Mai District. The analysis of data
was performed by descriptive statistics and inferential statistics.

The results of the study shown that most of respondents were single females aged
between 21-30 years old. They were company employees with a bachelor's degree and
approximate monthly income of 10,001-20,000 baht that live in a single house. They raised only
one small pure breed dog feeding it dry dog food. The monthly expense for raising one dog was
501-1,000 baht. Annual vaccination by a veterinarian was the most popular method to protect
dogs against diseases.

‘Desire for companionship’ was a main purpose of buying a dog. Most of them bought a
small breed dog paying more than 5,000 baht. ‘Physically characteristics of a dog’ was a major
factor for choosing a dog. Family members also got involved helping in decision to buy it. They
also bought a new dog so that a new dog can be a companion with their former dog. They bought
dogs sold in Chiang Mai, rather than outside Chiang Mai, via professional puppy shops and
amateur local breeders who have puppies they prefer. Internet was the most popular channel to
seek information before buying. They bought a dog in cash instantly after they found a dog they
liked. They were fully satisfied with the dogs they bought and recommend others buy the same

kind of dogs they have and to buy at the same place they purchased.



The most important determination factor of dog buying is 'product' (high level) while

'price', 'promotion’, and 'place' are respectively less important (medium level).



