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ABSTRACT

This independent study aimed to study opinions of consumers towards Doi
Kham canned fruit at Doi Kham shop in Mueang Chiang Mai district. Data were collected by
using a questionnaire with 341 respondents.

The study showed that most of the respondents were female students, aged
between 21 and 30 years old with a salary between 5,001 and 10,000 baht. Most of them never
received any information from the media, access to services less than once a month with less than
100 outgoings and never buy canned fruit. However, some respondents who purchased canned
fruit brand Doi Kham would buy 1-2 cans per time.

The respondents knew that the canned fruit brand Doi Kham product were
available at the Royal Project shop and Doi Kham shop. Very few of the respondents knew about
(below a threshold) the pricing that was canned fruit brand Doi Kham price was fixed.
Respondents felt that the distribution channel (Doi Kham shops) had clean and airy atmosphere.
However very few of them knew that (below a threshold) the marketing for the canned fruit brand
Doi Kham had an advertisements in local newspapers.

Studies towards satisfaction of the respondents found that the product, pricing,

distribution channel and marketing of Doi Kham canned fruit had a below average satisfaction



level. However, sub factors were highly satisfied which were: the safety in consuming canned
fruit brand Doi Kham, price tag on the package, well organize product placement, and staff
uniform.

Studies of the behavior found 3 factors when choosing canned fruit brand Doi
Kham in as follows: pricing, taste, and quantity. They bought canned fruit for themselves, last
purchase within one month and continuing purchase canned fruit. The reasons they continuing
purchase canned fruit brand Doi Kham in the following order: quality, trademark, and pleasant
taste. They also intended to recommend to others. The reasons for those respondents who decided
not to buy canned fruit brand Doi Kham were: they afraid that canned fruit brand Doi Kham does
not taste delicious, they already have their own favorite brand, and this brand is more expensive
than another brands.

The results of this study will be applied to improve the marketing management

of Doi Kham for reaching the demanding of canned fruit consumers.



