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ABSTRACT

The objective of this independent study was investigation of consumers’ behavior on buying
decision for fresh cut fruits at modern trades in Chiang Mai province. Date were collected from
200 consumers, who used to eat fresﬁ cut fruits. Data were analyzed by using descriptive statistics
in terms of frequency, percentage, and means. It was found that most of the consumers were
working males and females, 20-59 years of age, bachelor’s degrees, their occupations were
government official. The salary was more than 20,000 Bath per month.

From the consumers’ behavior study, it was found that most of the consumers bought
local season fresh cut fruits in uncertain quantity, frequency and time depending on the occasion.
The main reasons of buying were varieties of products, inexpensive and quality confidence. They
decided to buy by themselves. The expense was 50-100 Bath at a time.

For marketing mix factors, place is the first important factor in terms of cleanliness of
stores and enough parking arca. The following important factor is product factor in terms of

freshness, cleanliness, sanitary and safety guarantees. For price factor, it is equivalent price to



)

fresh markets and the obviously price tag. The Iast factor is promotion factor in term of good

services of staff,



