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Abstract of special proplem submitted to the Graduaté School of Maejo Wniversity in
partial fulfillment of the fequirements for the degree Master of Bu: iness Administration

1 Business Administratjon

CONSUMEF‘Z BEHAVIOR UPON “MILK" BEV$RAGES AND SNACKS
By
ATCHARA CHUWATTANAKHAJOHN
November 1999

Chairman Assistant Professor Dr.Patamd Sitthichai
Department/Faculty: Department of Agricultural Bu$iness Administratidn and

Aarketi 3, Faculty of Agric ural Business

The objecti\yes of this research were to stqdy 1) consumers’ behavior upon
Milk beverages and srnlacks 2) their satisfaction wi.th marketing mix; \and 3) their
sumption problems  1e data were collected by means of questionnaires from 390
:onsumers a analyze{j by using the SPSS.
The resultsl revealed that most consume#rs were female qndergraduate
students, 15-25 years 1fd, and ad an income not exceleding 3,000 baht per month
The consuniers were mostly aware of this shop fro  friends and had bee
there over 7 imes Friehds were their most influencing factor They speht less than 1
Ir each time and thelr consuming frequency was |ess thar imes a m ith; they
spent 26-50 baht each tjme The consumers went to |the shop mostly & 7:01-20:00
o'clock on Saturday ancji Sunday to relax or chat witd friends and atmosphere of the

shop was the top inﬂUenhing factor.




(6)

The consurlners were most satisfied with the shop’s location [i.e it is close to
the shopping center anb cinema,; it is also clean, con%enient and comfodable and has a
pleasant atmosphere.

The consmfners' most frequent problem Was insufficient public relations to
introduce the shop andlits products

The results] also indicated that differendes in sex, age, occupation and
income did not caus¢ differences in purchasing \frequency while |differences in
education led to differertces in purchasing frequency

For satisfaction with marketing mix, diffefences in personallfactors of sex,
age, occupation and ir{come did not cause differenqes in satisfactionl with products
and prices while differe|nces in education led to differénces in satisfacti¢n. Differences
in sex and age signiffcantly affected satisfaction ‘Nith place while Idifferences in
occupation, education|and income did not lead|to significant Bifferences in

satisfaction. Differences|in personal factors did not afféct satisfaction with promotion




