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Abstract

The research on "UHT Milk Consumers’ Buying Behavior in
Chiang Mai Municipalifty"” had three chjeclives:
1. To study UHT milk consumers’ buying behavior in Chiang
Mai Municipality.
2. To study the factors that influence the determination of
buying UHT milk.
3. To study the consumers’ problems in buying UHT milk.
Data were collected by interview questionnaires from
200 people who 1lived in Chiang Mai Municipality using the
stratified randon sampling and accidental sampling method.
The population was equally divided into 5 groups by occupation :

students, government officers, businessmen, employees, and



housewives. All data from interview questionnaires were analyzed
by computer using SPSS/PC” progran. The statistics used were
Descriptive Statisties (frequency, percentage, and mnode) and
Non-Parametric Statistics{(chi-square). The results of this
.research vere as follows :-

1. Analysis of the first objective found that the
biggest g¢roup of interviewers bought UHT milk for themselves
rather than for the others. The strongest buying motive was the
high nutritional value (high degree of food nourishment). Good
nass media advertising was the reason most often used to change
the brand purchased. The most interviewers preferred Formost
brand, the sweet taste, and the size of ‘250 cc.. They usually
bought UHT milk once & week in the amount of 6 boxes or 1 dozen
and the place where they preferred to buy UHT milk was a

supermarket. )

2. Analysis of Lhe second objective found {hat ghe
factors which influenced the interviewers’ buying decision were
both external and internal factors. The external factor were the
marketing stimuli. The result of the study discovered that the
strong marketing stimulus which influenced the infterviewers’
buying decision was the brandname. The internal factors which
influenced the interviewers’ buying decision were as follows :-

Personal factors - the result of the study discovered that
the difference in age, income, education,
and occupation  influenced consuners’

buying behavior.



Social factor - the result of the study discovered that
nost consumers made their buying decision
by themselves and a significant group was
influenced by their children.

Psychological factor

- the result. of the study discovered that
the consumers bought UHT nilk becuase
they have confidence in the quality of the
product.

3. Analysis of the third objective found that the most
important problem the interviewers found in buying UHT milk was
the shortage of the product. The other problems were a few
flavors to choose from, preferred size not available, and the
expiration date of the products was too close to the purchased
date, respectively.

Fron this research, the recommendation to the UHT Milk
manufacturers are as follows :

1. Production - they should produce the high quality, highly
nutritional product and wore choice of flavors to choose from
vhich serves most consumers’ need and builds consumer confidence.

2. Price - they ought to offer nore different sizes and
sizes of multiple packages to increase sales by offering more
choice of purchase quantity and price.

3. Distribution - they ought to pay more attention to super-
parkets and visit the retailers’ shops oftenly to check stock of
the produet in order to solve the problem of shortage.

4. Promotion - they ought to spend more money for advertise-

nents though mass media especailly television.



