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ABSTRACT

The objective of this independent study was to compare the purchasing decision
process for purchasing honey tangerines between consumers in Chiang Mai and Bangkok.
Questionnaire was used to collect the data. The samples were 384 consumers selected by
convenience sampling, 192 consumers from Chiang Mai and 192 from Bangkok. The collected
data was analyzed using the statistics: frequency, percentage, mean, chi-square, and t-test.

The results of the study showed that consumers in both Chiang Mai and Bangkok
were female, 40-49 years of old, employed and married with undergraduate education, with an
average income of between 15,001 to 22,000 Baht, with 4 to 6 family members. They would buy
some honey tangerines 11 to 15 times per year. The reason that consumers bought honey
tangerines was because they were good for health.

For problem recognition stage, it was found that consumers in Chiang Mai would
buy honey tangerines whenever they wanted them and focused on the retailers that were near their
houses or work places, while consumers in Bangkok would buy honey tangerines whenever they
saw them and focused on waxing or quality of honey tangerines

For information searching stage, it was found that consumers in Chiang Mai and
Bangkok would make decision to buy honey tangerines as soon as they wanted them and
consumers in Chiang Mai focused on taste and price of honey tangerines. Consumers in both

areas would inquire from retailers to help them in their selection.



For alternative evaluation stage, it was found that Chiang Mai consumers focused
more on price, while Bangkok consumers focused more on brand names.

For purchase stage, Chiang Mai consumers were more influenced by family, while
Bangkok consumers would make decision to buy honey tangerines by themselves. For the volume
of purchase, it was found that Chiang Mai consumers bought an average of half kilogram to 2
kilograms at a time, while Bangkok consumers bought an average of 2 to 5 kilograms at a time. In
cases where there were other fruits available at the vendor, at a similar price, Chiang Mai and
Bangkok consumers might consider buying other fruits as well.

For post-purchase stage, it was found that both Chiang Mai and Bangkok consumers
were more concerned with cleanliness and chemical contamination. For post-purchase behaviors,
it was found that Bangkok consumers in particular were inclined more to get the purchase

exchanged and to advise others in an event of any dissatisfaction with the purchase.



