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ABSTRACT

This study has the objective to explore the consumer behavior in buying corn milk in
Mueang District, Chiang Mai by analyzing consumer behavior and marketing mix or 4Ps
satisfaction. The data were collected by questionnaire interview of 270 sampled consumers of
corn milk and analysed for descriptive statistics, including frequency, percentage, and mean
value.

The consumers under study were both women and men (56.3 % and 43.7 %). The
majority could be described as aged between 20-29 years old (53.0 %), holding bachelor degree
(55.6 %), being student (36.3 %) or business employee (18.9 %) earning 5,001-15,000 Baht a
month (46.7 %). Consumers were found to prefer buying contained in the bottles (pasteurized)
(68.4 %) and in box (U.H.T) (41.7 %). Some consumers choose to buy corn milk regardless of its
brand (46.5 %) but some specifically choose Fresh corn’s brand (26.1 %) or Malee icorn’s brand
(18.7 %). The place where most consumers bought corn milk was convenience stores and
minimaﬁ (46.9 %) on their own decision (76.2 %). The major buying reason was for health

reason and for trying new product (67.6 %). Their most popular buying was during 13.00-19.00



p.m (76.0 %). They usually bought one bottle or box at a time (78.1 %) and no more than once a
week (65.3 %).

The target consumers were found to be more than 40 years old, self-employed or em
ployed in private business, earning more than 25,000 Baht a month. They bought corn milk
contained in the bottles (pasteurized) (56.4 %) and in box (U.H.T) (56.4 %), either regardless of
its brand (48.7 %) or specific to Fresh corn’s brand and Malee icorn’s brand (51.2 %). The place
where most consumers bought corn milk was convenience stores and minimart (64.1 %). The
major buying reason was for health reason and for trying new product (89.8 %). Their most
popular buying was during 13.00-19.00 p.m (69.2 %). They usually bought one bottle or box at a
time (59.0 %) and did the buying of corn milk at least one a.week (59.0 %).

For marketing mixed factor, the consumers put high priority to the product factor, the
price factor .and the place factor and considered the promotion factor as moderately important.
The problem concerning marketing mix was found most crucial in the price factor and

moderately crucial in the place factor, the product factor, and the promotion factor.



