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Abstract

This independent study aimed at examining the behavior of secondary school
students in Mueang Chiang Mai District towards buying bakery products. Questionnaires were
used as the tool to collect data from 300 secondary education students, in which 150 of them were
secondary school students and another 150 of them were high school students, as the customers of
bakery products in Mueang Chiang Mai District. All data obtained were analyzed by the use of
descriptive statistics, including frequency, percentage and mean.

Based upon the results of the study, most respondents were female studying in
Mathayomsuksa 6. For the group of respondents who studied in public schools, they were mostly
from Wattanothai Payap School. For the group of respondents who studied in international
schools, they were mostly from Chiang Mai International School in Mueang Chiang Mai District.
For the group of respondents who studied in private schools, they were mostly from Prince
Royal's College Demonstration School. The range of daily allowance that they mostly received
from parents was 81-100 Baht.

The results of the study on behavior of secondary school students in Mueang Chiang
Mai District towards buying bakery products were showed hereafter. The majority selected to buy
bread, specifically to Fai brand. Reason in choosing the mentioned brand was its good taste. In
each buying, they selected to do it by themselves and the people influencing to their buying

decision the most was also the respondents themselves. The medium which they learned about the



bakery products from was their friends. They preferred to follow up bakery news from television
the most. Frequency in buying bakery products was 4-5 times per week, especially on Monday
after 16.00 hrs. They bought the products for self consumption and the place where they bought it
frequently was at the bakery shops. They preferred the following brands of bakery: Fai Bakery
Shop, Phung Noi Bakery Shop, S&P Bakery, Farmhouse Bakery, Bakery Land, UFM, Thai
Airways Bakery, Gateau House, Yamazaki, Mangkorn Thong, Dang Bankery, Nui-Nai Bakery,
Kanom Baan Ajarn, Secret Bakery, Baby Bee and etc. In each buying, they bought the products in
different brands and different types, without specifying to brands and types, for 1-day
consumption and spent about 51-100 Baht. The sales promotion that they preferred the most was
the discount for membership.

The results of the study on marketing mix factors affecting buying decision of the
respondents towards the bakery products presented that all factors namely place, product,
promotion and price affected to their buying decision at high level, in orderly.

Sub-factors of each marketing mix factor affecting to buying decision of those
respondents towards bakery products at the highest level were as follows. In product factor, it was
the nutritive value that affected buying decision of the respondents at the highest level. In price
factor, it was the appropriate price comparing to its quality that affected buying decision of the
respondents at the highest level. In place factor, it was the cleanliness of product display area that
affected buying decision of the respondents at the highest level. In promotion factor, it was the
proper number of staff to serve customers that affected buying decision of the respondents at the

highest level.



