msAnsUkuuANNsaImaiEinAs laranaathuane
THE STUDY ON CONSUMPTION PATTERN OF LONGAN
OF THE TARGET MARKET
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ABSTRACT

This study was aimed to 1) investigate the characteristics of consumers,
causes of motivation and the behavior on making decision on buying fresh longans and
longan products of both in-season and off-season to target consumers and 2) marketing
mix of fresh longans and longan products in order to find out consumption pattem of
fresh longans and longan producis of target consumers. The researcher had collected
data from consumers living in varnious provinces in the northem, northeastem, eastem,
southem and central regions of the country. Four provinces were chosen from each
region and one hundred respondenis were taken from each province with the totai
number of 2,000 respondents. The obtained data were then analyzed through
SPSS/PC+ program,

The following were found out : 1) Most of the sample groups in every
region were female, aged 21-30 years, single, bachelor's degree graduates, and had

household member of 3-4 persons. They had an average income of 5,001-10,000 baht



per month and they preferred buying fresh longans to baked longans and canned
longans. 2) Most respondents preferred to buy in-season and fresh longans regardless
of longan vareties. On the item factors effecling the buying decision of consumers
toward the taste of longan, most respondents of the target marketing group bought
longan for their own consumption; 1-5 times a year or 1.01-2.00 kilograms each time and
with the price of 16-20 baht per one kilogram. The respondents liked to buy longan in
the fresh market due to their convenience in traveling. 3) Most respondents of target
marketing group liked to buy baked longan without seed and peeled. On the item
factors effecting the buying decision of consumers toward the taste of baked longan,
most respondents bought longans for their own consumption and without a certain
period of time. They usually bought baked longans for 1-2 times a year and not more
than one kilogram each time with the price of 21-40 baht per on kilogram. They liked to
by baked longan in fresh market due to their convenience in traveling. 4) Most
respondents of target marketing group liked to buy canned longans containing only
fresh longans; particularly Malee brand due to its reputation on quality. Lastly, on the
item factors effecting the buying decision of consumers toward the taste of canned
longans, most respondents bought canned longans for their own consumption and
without a cerfain period of time. They usually bought canned tongans for 5-6 times a
year and 1-2 cans for one time with the price of 21-4C haht per can. They liked to buy

canned longan in the supermarket due to their convenience in traveling.



