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Abstract

The objective of this study was to investigate the purchasing behaviors of consumers in
Mueang Chiang Mai District towards crispy breakfast cereal involving 246 respondents. The
majority of respondents were female with age range between 16 — 25 years old and bachelor
degree education. Their occupations were mainly student with income less than 5,000 Baht and
family members of 3 — 4 persons.

On the aspect of consumption behavior, the respondents decided to purchase crispy
breakfast of Nestle brand with the characteristics of bake flake and high mineral and vitamin
contents. The products had chocolate flavor with medium size of 100 - 250 grams and price
ranges of 50-100 Baht. The majority of respondents decided to purchase crispy breakfast cereal
by themselves. The purchasing reasons included nutritional values and the presence of FDA sign.
The purchasing frequency of the products was once a month. The respondents consumed the
crispy breakfast cereal 1 - 3 times per week and decided to purchase crispy breakfast from retailer
or wholesale department stores. The respondents chose to consume crispy breakfast cereal during
rush hour or the period of limited time. The consumption period was during morning at home.
Most respondents also preferred to consume products as snacks and mixed with milk. The
respondents also preferred to consume crispy breakfast cereal within one week and purchase

crispy breakfast cereal between 1 - 2 units each time.



On the product aspects, the majority of the respondents chose to purchase crispy
breakfast cereal based on the aspects of flavor over pricing. In the situation where the regularly
purchased brand was sold out, the new brand would be purchased. On the marketing promotion
factor, the majority of respondents also chose to purchase crispy breakfast cereal with the
presence of gift within the box. The most influential public media was television while the
highest impact medium in the store was free tasting.

The investigation on factors that affected purchasing decision of crispy breakfast cereal
indicated that all factors were rated at high level. The product factors included the presence of
FDA sign (4.34 + 0.82). The pricing factors included the appropriate correlation of price to
quality (4.15 £ 0.75). The distribution venue factors included the purchasing availability and
convenience (4.32 + 0.68). The market promotional factors included the increased

contents/ingredients, for instance, vitamin and fruit, with similar pricing (4.13 £ 0.89).



