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Abstract

The objective of this independent study was to find out the attitude of teenagers
towards Thai dessert in Amphoe Mueang, Changwat Chiang Mai. The sample group consisted of
325 teenagers aged 15-24 years old. The technique used for gathering information in this study
- was questionaire. The data obtained were analyzed by frequency, percentage and means.

According to the cognitive component of attitude, most respondents knew the That
dessert and understood that they had no brands. They also realized that the Thai dessert had
fullfill of nutrition, a taste that varied according to the manufacturers, and the product was
available in fresh market.

According to the affective component of attitude, major marketing mix factors that
influenced on buying decision of most respondents were as follow :

In term of product mix, all product factors have influenced the respondents buying
decision with the overall average of mean at high level and the most important factor was various
type of product.

In term of price mix, all price factors have influenced the respondents buying decision
with the overall average of mean at low level and the most important factor was different prices
of the same item in different stores.

In term of place mix, all place factors have influenced the respondents buying decision
with the overall average of mean at high level and the most important facter was cleaned location

of the Thai dessert shops.



In term of promotion mix, all promotion factors have influenced the respondents
buying decision with the overall average of mean at high level and the most important factor was
advertising of the Thai dessert,

According to the behavior component of attitude, in term of consuming behavior , the
often consumed of Thai dessert by most respondents was Foi-Tong which was in boil-in-syrup
type and rarely consumed was Ka-La-Mae which in stirred type. Most respondents were willing
to buy the Thai dessert. Lastly, in term of buying behavior, they mostly bought the Thai dessert

from fresh market and spent 11-20 baht each time.



