d‘l d'l k4 = = j" o LY g o ] ]
¥ersesmsftuniuuvdase WaAnssuAIsoa lveuudsrosfusInn ludunadle

verdazualny
¥ & =
il UNEADDING  F5UDTTY
Wgyan vimsgsfiwmidudia (Mssamagaamnssunyns)

angnssmMIfivInmmstunuuudas:
Awmansins g as, Wy dufssm  Uszmunssums
Awrneas1ntsd B5AR uafan wegsen nssums

’El'l‘t)']if] AT, TUYY BUAN FEFI N
LI v
unaeEn

4 = d? o 3 ¥ - s ] I o
nsfnyuTeangAnssunisded Toouutwwesfus Innlusunaidos Santa

)

(] -3 ]
#ealmi daqulszmediiefnumnAnssunsBedt loouuts uazilosuiinademsdaduls

R

Foth loouudevasfuiing ludunaiios SanSaFesln vanguirediediam 400 aulay
Yo - toa " o 3 4 o o -
¥ nmdenndudeduauazan Mimsifusawsamdeyaleslfuuuaeuan Fedoyad
Tdvzriminsizd TavadaiFons sann Jud A1aud drdesas tazsunde
19 : i t o -1 ! =1
wantsfinumuhidnounvuaeuondilngiumamegs fimysgnine 21301
. o o o a A A A L} = LY - 4
amunwlaa dufamsfinur luszdlSygriaindodfoum Townnamussnienyy
uaziswldsznd1e 5,001-10,000 11N Aefew
wan1sAnE Mo RnsunIsSed lso L wu wmammuﬁﬂunmmu“lmyuau
ﬂﬁmsﬂumwmﬁﬂnmmﬁuﬂ 130 Galingeuda ﬂsvmwammamsﬂaammmua
! oy o ¥
fihananes Yinandslunisde s 0521 Alanfuilaz2 ad lunsdodlootits
-3 ]
Tagszldawddgdusendususuusn Tnetaguszaedlunsdooduvewinuas
Fudszniumg m:rﬁmsmTnﬂmu“lmgﬁ]vﬂmﬂumamq lunsdaduludonde daulng)
Hugdaduladendeoudiundn uawm“lummﬂaumﬂgmu daviny nnamaae e
%’msumphnTﬂﬂnmsﬁaumumﬂmauﬁﬁaﬂuﬁfnﬂﬂamwmi‘lumﬁm*ﬁ’ana?ummﬂﬁu%

o A
Lﬁﬂﬂ“h"ﬂ uama1"luammmmamu“&mywﬂammuﬁaUmuummwawa’lﬂ HAZNIUNTINILADN



o

Fodnlvovurts gmammuﬁanmnmu‘lwmmmwwmwmuﬂﬂaauiwmaﬁﬂaauuﬁaﬁ'au
Tudauvesilymiumsdadulodod  loouuis g lvglszavilymdmsin uastlaym

ﬂ'nmfr‘mmmmam"luauum

13
wamsﬁﬂmﬂﬁumuﬂimumamammmﬂﬁuwamamiﬁﬁﬁu%eﬁaﬁﬂu

=

UL wu:i'l"ﬂ*a%’Udaﬂﬁ'wuwamﬂmﬁwnﬂﬁﬂﬁﬂ'uﬂﬁssvﬁummﬁﬁtﬂurﬁ'ﬂmn i

{ 9 Aa s

TadvgvaSewmsdudvsosno mmmansmummmﬂm“lmwﬂnﬂmﬂaN adudovdu
nmfisumfeszdunrudidyluszduunynileds Thisdesdudeinianisiaiivyieis
Aundenwdiylusedunn 1dun Jedvdoasosnnuasornvesanuinesmi Hude |
g T a1 A o o W ' w 3 @ 1A

veumUmMIAUTSUMIAMANIANRGYIYAUA NG Heylus AN Tdun PesadonSeq
mi"lﬁ'wﬂaaa%nwﬁmﬁ'mq{w?mmnﬁ‘“uf’fﬁqad‘lquasé'ﬁmﬁ’ﬂmmpﬁmww%‘awﬁ’mmmw?a

uuzaud s iRy



Independent Study Title Consumer Buying Behavior of Dried Longan in Mueang

District, Chiang Mai Province
Author Miss Auvangporn  Surindharm

Degree Master of Business Administration

(Agro-Industry Management)

Independent Study Advisory Committee
Assistant Professor Dr, Patchara Tantiprabha Chairperson

Assistant Professor Theerakiti Navaratana Na Ayudhya Member

Lecturer Dr. Somchai Jomduang Member

ABSTRACT

This independent study aimed to study consumer buying behavior and factors
affecting on buying decision of dried longan in Muecang district, Chiang Mai province. A
convenience sampling was conducted with 400 samples. Data were collected by using
questionnaires. The data were analysed by descriptive statistics e.g. frequency, percentage and
mean.

The study found that the majority of respondents were females, 21-30 years of age,
single, bachelor’s degree holders or equals, private company employees. They eamed 5,001-
10,000 Baht a month, |

The study on buying behavior of dried longan found that the majority respondents
usually bought golden brown dried longans, unpeeled and peeled, in sealed plastic bags. Average
buying was 0.5-1.0 kg. at a time, and twice a year. Price is the first important in buying dried
longan. The purpose of buying is as the gift and consumption by themselves. Dried longan is
mostly consumed as snack. Most buying decision is made by themselves. In addition, Buying is
performed during July—August from fresh markets or shops. Information is asked from friends or

known persons before buying decision. Most of the respondents were satisfied with the longans



they bought and would recommend dried longans for others. Problems upon buying decision of
dried longan, the major ones are price and flavour of the dried longan.

The study of marketing mix factors affecting consumers’ decision in buying dried
longans revealed that all product sub-factors ranked at the high important level, except brand
name which ranked at the medium important level. All price sub-factors ranked at the high
important level. The place sub-factor which ranked at the high level was the cleanliness of
premises. The promotion sub-factors which ranked at the high important level were product

testing, giving of product sample and staff’s friendliness.



