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ABSTRACT

This independent study aimed to study the buying behavior of consumers towards
canned pickled-mustard greens in Mueang Chiang Mai district. The research population was
determined to 250 canned pickle-mustard greens consumers. Data collection was convenience
sampling through those specified consumers who bought the canned pickled-mustard greens
from shops in Mueang Chiang Mai district such as Seven-Eleven, Tesco Lotus, Carrefour,
Macro, and Big C. Then all given data was analyzed by the descriptive statistics composing of
frequency, percentage, and mean.

Based upon the findings, most respondents were female in the ages between 26 —
35 years with Bachelor’s degree and worked as employees in private companies with 5,001 —
10,000 baht for their salaries.

According to the study results on buying behavior, it was found that for the canned
pickled-mustard greens, the majority had chosen to buy Pigeon brand which was also described
as their most favorite brand. The reason of buying this brand was mentioned to the fame of the
brand itself. The respondents mostly got to know the canned picked-mustard greens product
from advertisements on television and people influencing their buying decision the most was
referred to family members. Generally, most of them bought the same brand they regularly
bought and the type of pickled-mustard greens they normally bought was the big-core type

containing in a small canned size with pulling ring (90 grams) in Hua Nam Chay favor. The



frequency in buying this product was 1 — 2 cans a month from Seven-Eleven shops where
located in community areas, that was convenient for consumers to reach to, with the purpose of
domestic consumption. The promotion that the respondents preferred the most was the price
reduction while the most favorite product premium was glass. Therefore, if there was such a
promotion, they would buy the canned pickled-mustard greens more.

Regarding to the study on marketing mix factors which influenced the purchase of
canned pickled-mustard greens of those consumers, the findings were shown here below.

In terms of product, the first three sub-factor which respondents paid average at
high level concern on taste, quality, and color and smell of pickled-mustard greens.

In terms of price, the first three sub-factors which respondents paid average at
high level concern on clear price label, price per unit, and price per pack.

In terms of place, the first three sub-factor which respondents paid average at high
level concern on the easy access to product, the availability of product at all time, and the shops
where located nearby community area.

In terms of promotion, the first three sub-factor which respondents paid average at
high level concern on the documents informing product’s properties and benefits, price

reduction in special occasions, and good human-relation and politeness of sale persons.



