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ABSTRACT

The objective of this independent study was aimed to investigate the factors affecting
yoghwurt purchasing behavior of undergraduate students in Chiang Mai University, The st@idy
focus.ed only on the students who were the undergraduate students in Chiang Mai University t:hat
bougtat 150 gram cup yoghurt, The data were collected from questionnaires of 377 student's. ’I’he

data <were analyzed by descriptive statistics and presented in the form of frequency, percentag:e‘.s,

;
L
and means, !

The study found that most of the respondents were female, 19 years old, 1* year students
in humanity and sociality subjects and study in year 1. Their monthly income was 5,000 or less
than 5,000 Baht,

Regarding to the customer behaviors, the study found that most of the students bought
yoghuirt because of advertisements in various .media. Every student knew Dutchie, Meiji, Nestle
and Foremost brands. The most popular brand was Dutchy, Most of student ate yoghurt with

Nata De Coco.Most of them bought yoghurt from convenience store such as 7 — ELEVEN Fresh



The most factor that affecting on the consumers’ behavior was the quality. Most of the
students regularly bought the same brand. If it was not available, they would not buy any. They
would buy the new brand when they wanted to try the other brands. The advertisements was the
most useful data base for them to make ’purchasing decision. Television was the mean that they
mostly memorized.

Regarding to the rharketing mix factors, It was found that the importance of the
marketing mix factors of yoghurt was high rated. Sequencing of each factor was as follows :
product, price and place respectively. While the overall promotion factor was moderate rated.

Regarding to the problems of the marketing mix factors, it was found that the problems
of product and price were high rated, respectively. While problems of place and promotion factors

were moderate rated,



