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ABSTRACT

The purpose of this research was to study social and economic characteristics and factors
influencing demand for Korean merchandise of consumers in Mueang district, Chiang Mai
province. The study collected the data from 400 consumers by a questionnaire and also adopted

descriptive statistics and a Chi-square test (X2?) for an analysis.

The demographic data showed that the majority of the respondents were female, between
26 and 40 years old, single, undergraduate, freelancer/employee, with an income ranging from
10,001 to 15,000 Baht per month. The study on consumption behavior towards each product
showed that first four demanded products were cosmetics, entertainment, health, and electronics,
respectively. Whereas, cosmetic, health, and electronic products were consumed once a year,
entertainment was consumed every three months. An average expense of electronic products
ranged from 5,001 to 10,000 Baht, while the others were lower than or as much as 1,000 Baht. In

addition, the payment condition for these products was usually based on cash.

The study on a relationship between the product consumption behavior and the

demographic data found that they had a significant relationship at the significant level of 0.5.



However, an average expense per consumption for entertainment product had no relationship with
such the data. The study on the most influencing factors showed that the product factor was the
specifications meeting their requirements; the price factor was their worth in comparison with
their utility; the distribution channel factor was advertising on several media, the motivation
factor was demand for new merchandise; the attitude factor was confidence in merchandise; and

the environmental and social factors was information received from friends and colleagues.



