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ABSTRACT

The purpose of this independent study was to investigate consumer buying
behavior for alfalfa chlorophyll products in Mueang Chiang Mai District. The data
was collected from 400 consumers who bought alfalfa chlorophyll products. The
sampling was carried out by quota methodand analyzed by descriptive statistics
including frequency, percentage, mean and standard deviation. The summary results of

study were as followed.

Most of the consumers bought alfalfa chlorophyll products of Unicity brand in
the powder form. The purchasing motivation was based on health concern. The
consumers bought products for themselves with their own decision. The average
buying frequency was once a month. One bottle or one box of 500 - 1,500 baht was
bought each time. The consumption period of the products was between 1 — 6 months.
The consumers purchased products from distribution representatives and were
satisfied with the selling prices. The source of chlorophyll product information came
from friends. In case of product unavailability, the consumption would be halted
temporarily. The consumers were willing to recommend others to buy alfalfa
chlorophyll products.

Marketing mix factors affected the overall decision of the consumers to buy
alfalfa chlorophyll products at high level. Most consumers ranked the importance of
product factor as their first priority and following by price, distribution place, and
promotion factors, respectively. The sub factors with the highest average value of
each factor could be summarized as followed. For product factors, the importance of
product certification from FDA was crucial to the consumers. On the opinion of
consumers towards the product price, most of the consumers ranked the appropriate
matching between product quality and its price as the most important. The emphasis
of place factors was concentrated on the buying convenience and public availability.
Concerning the promotion factors, the importance was given to knowledge and
recommendations from the distributors.



