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Abstract

The purpose of this study was to examine the consumer buying behavior of Chiang Mati
university student for dessert and snack. Questionnaires were used to collect the data from 318
respondents. The data were analyzed by using descriptive statistic namely frequency, percentage
and average.

The study found that the ratio of male and female respondents was nearly equal.
The average income of the respondents was 2,501 - 3,500 baht per month. Most of them lived in
university's dormitory and traveled by motorcycles.

The results for consumer buying behavior indicated that the majority of respondents
spent their money for food and beverage less than 50 baht per day. They had dessert and snack
once a day on average and paid for them about 11 - 20 baht each time. The reason for buying
dessert and snack was due to the desire and leisure time. The most preferred item was snack that
they usually bought. They always bought dessert and snack from shops near their residences
depending on the convenience. They usually had dessert and snack in the afternoon and in the
evening with their friends. The respondents indicate that they made their own decisions for
choosing dessert and snack while the advertisement from television is the important media which
had highly influenced their buying decisions. Moreover, the respondents agreed that the main

problem for having dessert and snacks were low nutritional value and fat.




For consumer buying behavior of packed dessert, the respondents usually ate wafer,
cookie and biscuit when the kind of packed Thai dessert they frequently ate was Thai style
chicken flavor biscuit. They always had ice cream cone and the most preferred flavor was
chocolate chip. Chocolate mixed with nut was the most frequently kind of chocolate they had.
Moreover, they usually had wafer that was sandwich cookie.

For fresh dessent, the respondents showed that they seek for freshness and had short shelf
life. They preferred boiling dessert, which served with ice. Bua Loy is the most preferred Thai
dessert for boiling which served when hot while Ruammitt was the most preferred which served
with ice. They also had Tong Yord for Thai dessert, which boiled in syrup, Tar Koe from stirring
kind and Khao Tom Mud from steaming kind. While Kluay Tod, Mun Tod were usually had for
fried Thai dessert. They always had toasted and baked Thai dessert that was Mor Kaeng. The
respondents frequently had cake that was chocolate cake and scoop of plain chocolate ice cream.

Product from potato was the favorite snack for the respondents when the most preferred
snack from flour was fried flour product. Crispy baked corn, potato fired chip, line baked fish,
shrimp slice crispy rice, crispy baked green nut were the product from comn, potato, fish and
cuttlefish, crispy rice and nut respectively that they usually had and paid for 6 ~ 10 baht package
size.

Place was the most important factor in marketing mix, when product, price and
promotion were minor factors affect consumer buying behavior respectively. The data showed
that the most important factor influencing their consumer buying behavior for dessert and snack
‘was flavor. Freshness and permission from food and drug administration were also factors

influencing consumer buying behavior respectively while the least important one was premium,



