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Abstract

The purpose of the research study was to examine factors affecting selective
buying of snack products by Chiang Mai University Demonstration Schools students.
The Cluster sampling at a reliability level of 95% was used to select the 279 students’
sample from a total of 1,132 students who were studying in the first semester of the 2000
academic year. A questionnaire instrument was used to collect the data and the return
rate was 100%.

The results indicated that the majority of the respondents (90.32%) received their
daily allowance directly from their parents or guardians, lived in their private homes, and
were driven to school by their parents or guardians. The respondents had tried all types
of snack products. The most preferred snack was potato chips and the least preferred
one was nuts products. They usually had the snacks during their leisure time and after
lunch. The respondents always bought their snacks from the school canteen, and they
bought a five-baht-bag each time. They agreed that the price was reasonable and the
factors affecting their selective buying of smack products were flavor, eating
convenience, advertisements through various media, price, and the amount of snack
contained in each bag. The respondents indicated that advertisements through various
media had highly influenced their buying decisions. Additionally, the advertisements

provided just enough useful information concerning those snacks.



Moreover, the respondents also agreed that artificial coloring, aroma, and flavor
were harmful to their health if over consumed. They rate the snacks’ nutritional value at
medium level.

Overall, the data showed that factors influencing their selective buying of snack
products were flavor, eating convenience, media advertisements, price, and the quality of
the snack itself, but the respondents were not concerned with the health and nutritional

information on those products.



