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ABSTRACT

The investigation of chocolate consumption behavior of the consumers in Mueang
Chiang Mai District was carried out by conducting interviews from 255 respondents through
questionnaires which were chosen by quota sampling. The majority of respondents were educated
in bachelor degree level with the average income of lesser than 3,000 baht per month. They
preferred Fereo Rocher chocolate the most and was followed by glico brand. The chocolate
purchasing decisions were made by themselves with an average spending of 51-100 baht each
time. In fact, the general reason behind the purchasing was for individual consumption and the
transaction was usually occurred at franchised convenient store such as 7-eleven by purchasing
2-3 brands in rotation. The reception of information regarding chocolate products was mostly
from the radio or television. Besides, the consumers would choose the alternative brand of
chocolate in the situation where the preferred brand was unavailable.

The marketing mix factors in which the consumers valued the most with the overall
average at high level included product, pricing, and distribution venue aspects. This was
compared to the marketing promotion aspect which was rated at medium level. The crucial minor

factors that influenced chocolate purchasing decision were good flavoring, reasonable price



matching with quality, discount during the festive season, and various price ranges. The minor
factors of sales promotion aspect were ease of purchase, general availability, location of
distribution venue in the vicinity of community, clean and spacious shop, the display of goods in
an orderly fashion which aided choosing, and the sufficient stocking of product to avoid market
shortage. In addition, the marketing promotion aspect included discount, product advertisement
through various types of media, the presence of tasting booth prior to purchase, and the

availability of premium.



