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Abstract

The purpose of this study is to study consumer
s purchasing behavior regarding 100%
drinking fruit juice in cartons in Mueang District,  Chiang Mai  Province.  The data were
collected by questionnaire from 350 people who used to buy 100% drinking fruit juice in cartons.
The data were analyzed by descriptive statistics and inferential statistics.  Frequency, percentage,
and mean were presented as well as Chi-square test, Independent-samples T-Test, and One-way
ANOVA.

The study found that the major group of consumers buying 100% drinking fruit juice in
cartons are between 16 7 21 years old. They are either students or people who have already hold
bachelor degree.  Their incomes are 5,000 bath per month and below.

Regarding the buying behavior, most of the consumers drink 100% drinking fruit juice in
cartons which are produced in Thailand.  Orange juice is the most popular fruit juice.  The most
popular size is 200 ml because it is mostly available at any places. Most consumers buy 100%
drinking fruit juice in cartons 1 7 2 times per week. Each time they usually buy only 1 carton.
They often buy 100% drinking fruit juice in cartons when they have a trip.  The major reason for
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drinking is the good taste of the fruit juice.  Hypermarket is the place where the consumers buy
100% drinking fruit juice in cartons most often.

Marketing mix is highly concerned by consumers. Product is the most important factor.
Price, place, and promotion are the minor concerns.  Consumers concentrate in product
s quality.
Moreover, reasonable price is attractive to most consumers.   The first choice of the place to buy
is stores with various products. For the promotion, advertisement plays the greatest role.

The opinions of consumers toward the importance of marketing mix in buying
100% drinking fruit juice in cartons related significantly to personal factors. The product related
to genders of consumers. The quality, cleanliness, safety, pulp of fruit, nutrition, taste, brand
name, guarantee mark from sanitary ministry, beauty of package, and expiry date are significantly
related to genders of consumers. The expiry date and sizes are related to educational level of
consumers. The price of product is also related to educational level of consumers.  People at
different level of education are different in choosing to buy cheap fruit juice.  People earning
different income per month are different in concerning product
s quality and the price. The
channel of distribution are significantly related to genders of consumers especially for the
availability of product varieties. The convenience of parking is significantly related to the age of
consumers.    The promotion are significantly related to genders of consumers by  the advertising
through various media, in-store girl, discount  or price-off including sweepstakes, rewards and
premiums.  The promotion by using super stars as presenters of the product, sweepstakes, rewards
and premiums are significantly related to educational level. The discount or price-off are
significantly related to occupations of consumers.


