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ABSTRACT

The objective of this independent study was to investigate the behavior of customers on
purchasing Thai sweets in Mueang Chiang Mai District. The study focused on the customers who
bought and consumed Thai sweets in the area. Data were collected from 200 questionnaires
distributed to customers. The analyses of data were carried out by descriptive statistics and
presented in the format of frequency, percentage and arithmetic mean.

The study indicated that most of the respondents were female of 20 — 30 years old whose
occupation was staffs of private companies with monthly income of more than 20,000 bahts.

Regarding to the customer behaviors, the majority of customers preferred a number of Thai
sweets, particularly “Buad” type. The well known Thai desserts included “Baan Ajarn”, “Baan
Kwan (In home)” and “Vilai Kanom Thai” brands. Thai sweets were usually purchased as gifts to
friends. The amount of money spent in each time of purchasing was 51 — 100 bahts at a frequency
of once to thrice per month. Most of Thai sweets were bought from convenience stores and
advertised most effectively to the customers through the billboard.

The marketing mix factors of Thai sweets suggested that customers valued the product,

price, distribution place and marketing promotion highly.



When the customers were asked to rank the problems of the marketing mix factors, the
highly rated factor was the distribution place. This was in contrary to problems that were related to

to product, price, and marketing promotion factors in which the lower ratings were obtained.



