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Abstract

The objectives for this independent study were as follows:
1. To study consumer buying behavior of powder milk.
2. To study factors used to select powder milk.
3. To study problems in buying powder milk.

The sample was selected by nonprobability sampling ;
classified according to 4 occupational groups( business firm
- employees, business owners, government state authority officers
and homemakers). Each group consisted of 50 samples , all
together 200 samples.

The results of this study were as follows :

The consumer buying behavior was found out that most
of them bought powder milk contained in cans of the largest size
{(than 1,200 grams) average once a month from super-markets in
department stores. The most favorite brand was Nespray. Most of
the buyers were mothers who han high brand loyalty. Types of
powder milk they bought regularly was 100 % cow powder milk.



The consumer buying behavior of powder milk were difference
according to personal factors, income and educational levels.

The most important factor of marketing mix consumer used
to select powder milk was product qualification. For the product
factor the consumer interested in its cleanness safety, and lack
of contamination. The following factors were chamnels of
distribution that they prefered to buy from the store in
convenience location, according +to marketing promotion they
prefered to have more quantity at the regular price.

The most important problem of consumer in buying powder
nilk was so much difference in price among stores. Next
considered important problem was channel of distribution, they
could not found the éize and brand that they need. The product
problem was the can easily-dented. Finally warketing promotion
program provided uninteresting premiums.

From the study,the recommendations were divided into 2 parts.

For the manufacturers: Product 1label should be shown a
detail of the ingredient and expire date. Packaging should be
made from good material. Quantity of producktion should he
considered according to customers’ needs. Standard price should
be set according to size of container. The teievision commercials
was a8 well-suit advertising media to show the high nutritional
value of powder milk. Public Relations should be concentrated
on social activities related to product benifit.

For the distributor: Each outlet should have variety of
brand and size of powder milk. They should order in large
quantity to get a special option, product display should be
neated and attractive Finally, manufacturer should directly

support retailers in every steps of promoticnal activities.



