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ABSTRACT

Abstract of special problem submitted to the Graduate Sc*ool Project of Maejo University in

partial fulfillment of the requirements for the degree of | Master of Science in Agricultural

:conomics

CONSUMER DECISION BEHAVIOR IN PORK BUYING FROM MUANG-MAI
MARKET AND AUCHAN cmAx-c-M,q COMPANY LTD.
By
DARAPORN WONGVU|T
JUNE 2001

Chairman Assistant Professor Dr.Varaporn Punb'awadee
Dcpartment / Faculty : Department of Agncultural Economi%s and Cooperatives. Faculty

of Agricultural Business

The purposes of this research were to srudy)l) consumer decision behavior in
pork buying from Muang-mai Market and Auchan C hiang-mki Company Ltd.: 2) factors related
to consumer behavior in pork buying from Muang-mai ‘Market and Auchan Chiang-mai
Company Lid.: and 3) consumers” problems.

The data was collected by means of que%tionnaires from 100 samples of
consumers i.e. 50 samplels at Muang-mai Market and 5(* samples at Auchan Chiang-mai
Company Lid.. and analyzed by using the SPSS.

The results indicated that most consumers at‘Muang-mai Market were female.
40-49 vears old. married and had 4-6 household membel#s. They were employees with a
bachelor’s degree. They had an average income of 12.001-\15.000 baht per month. Most of

them bought pork daily for household consumption. at an av*rage of 501-1.000 baht per moth.



(6)
'frhcy went to the Market mostly during 01:00-06:00 a.rh on weekdays. The main reason for
Huying pork there was low prices.

Most consumers at Auchan were female, 30-49 years old, married and had 4-6
Houschold members. They were private company cmployces, with a bachelor’s degree and had
an average income ovet 20,000 baht per month. They b¢ught pork there more than 2 times per
\+cck for home consumption, at 501-1,001 baht per moqth. Most of them bought pork during
6:00 — 12:00 p.m. on Saturday and Sunday. The main rea$on for buying was also low prices.

For consumers at Muang-mai Market the\ level of education was found to be
significantly correlated with their average consumption v*lue while age and occupation affected
their buying frequency. In the case of Auchan’s consu:ﬁers, personal factors did not have an
cffect on average consumption value except for sex whi#h affected their buying frequency at a
OLOS significance level

For marketing components, differences in education level of consumers at
Muang- mai Market were found to be correlated wﬁfb their attitudes towards products
Occupation and income were correlated with distributiqn channels while age was correlated
»\}ilh prices and marketing promotion. For consumers at }Auchan, marketing components were
nbt correlated with their decision-making.

The consumers at Muang-mai Market had ﬁroblems of frequent changes in prices
o{ products as well as cleanliness of the Market while c’onsumcrs at Auchan had problems in
insufficient types of products.

For Muang-mai Market, the follo‘ﬁving récommendations were made  group
fqrmation by small pork sellers to negotiate with pig prc*duccrs to attain changes in price and
pleice stability to benefit the consumers ; and clean selli.l*g areas, free of insects causing rapid
pork deterioration.

Auchan Chiang-mai Company Ltd. shouﬂd solve the problem of insufficient
vqriew of products, compare profitability coming from ccbain customers with the loss resulting
from unsold products, transfer unspoiled unsold produc# to cook and sell in the take home
section, or negotiate with pork producers to return unsolh products to sell in fresh markets or

other distribution channels.



