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ABSTRACT

The purpose of this independent study was to study Behavior of Dog Owner in

Purchasing Dog's Product in Mueang Chiang Mai District

In this study, questionnaires were used as tool to collect data from dog owner who
used to buy dog products in Mueang Chiang Mai District. There were 200 samples. All obtained
data were analyzed by descriptive statistics which were frequency, percentage and mean.

The results showed that almost dogs owners were women aged 21-30 years old,
education level were bachelor degree, work as a company employees, average income were more
than 20,001 bath/month, own 1 dog per person, pure breed dogs, the most popular race were
small dogs : Shizu, reason of raise dog was to be friend, get dogs by buying, almost dog owners

breed only one dog and dog grooming as a hobby but never bring dog to any dog fair.

The most recently product that buy per month was shampoo, the place that dog
owners would buy the dog product from were pet shops, for dog product would make a decision
by themselves, there were no plan before buying but would make decisions by urgently within 1
day, making decision about product attribute, the buying reason was by need of owner and
opportunity of purchasing was when used up or rotten and would go to buy with other consumer
products, media that make them know about dog product was seeing on shelf, paying by cash and

average payment was lower than 300.



For factor that influence to dog owners in Muang Chiang mai about dog product
decision making, found that every factors influence to dog owners at high level. The highest
average ranking of those factors were Product factor, Price factor and Place factor and promotion

factor in equally level, respectively.



