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Abstract

The objectives of this study are to 1) study consumers' purchasing behavior of pasteurized milk
products, 2) study opinions on marketing mix factors affecting consumers' purchasing decision of pasteurized
milk products, and 3) compare personal data with consumer behavior and marketing mix factors. The sample
group for the study includes 400 consumers of fresh pasteurized milk products in Sukhothai Province.
Questionnaire was used as a tool to collect data. The statistics used in the data analysis are frequency,
percentage, mean, and standard deviation.

The results of the study reveal the purchasing behavior of most consumers that they prefer buying
fresh, pasteurized milk products, Dutch mill brands, tasteless flavor. They buy every week during 09.01 - 12.00
hrs. The most popular selling place for consumers is general stores. The purchase is 2 - 3 bottles at a time, at
amount of 180 ml./bottle, and the person influencing the purchase decision is themselves. In addition, the
consumers' overall opinion regarding the marketing mix factors affecting the buying decisions is in high level.
The factors with the highest average level are products, followed by price, distribution channels, and marketing
promotion, respectively. The results comparing general information with consumer behavior reveal that

consumer behavior varies with consumers of different gender, age, educational level, and occupation.
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Additionally, consumer groups of diverse age, educational level, and income affect marketing mix factors for
price and marketing promotions differently.

Keywords: behavior, opinions, marketing mix factors, purchase decision, pasteurized fresh milk
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Table 1 Analysis of consumer socioeconomic data

Lists Frequency Percentage

Gender

Male 157 39.25

Female 243 60.75
Age

20 - 29 years 138 34.50

30 - 39 years 116 29.00

40 - 49 years 87 21.75

50 - 59 years 50 12.50

Upper 60 years 9 2.25
Status

Single 263 65.75

Married 118 29.50

Divorced 16 4.00

etc. 3 0.75
The highest level of education

Lower than elementary school 3 0.75

Elementary school 37 9.25

Junior high school 19 4.75

High school/vocational certificate 64 16.00

Diploma/High Vocational Certificate 37 9.25

Bachelor's degree 205 51.25

Posteraduate 35 8.75
Main Occupation

Farmer 31 7.75

Trading / Personal business 68 17.00

Government officials / Employees of 85 21.25
government agencies

Private Company Employee / Permanent 152 38.00
Employee

Daily Worker / Freelance 27 6.75

Student 37 9.25
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Table 2 An analysis of consumers' purchasing behavior of fresh pasteurized dairy products

Lists Frequency Percentage
Brands
Foremost 111 27.75
Dutch Mill 143 35.75
Thai - Denmark 60 15.00
Meiji 59 14.75
Chokchai Farm 6 1.50
Nong Pho 10 2.50
Chitralada 2 0.50
etc. 9 2.25
Flavored
Plain flavored 251 62.75
Sweet flavored 106 26.50
Strawberry flavored 74 18.50
Cocoa flavored 117 29.50
Green tea flavored 31 7.75
etc. 5 1.25
Frequency
Everyday 46 11.50
Frequency
Every week 149 37.25
Once a month 50 12.50
2-3 times a month 54 13.50
Some months 101 25.25
Period
6.00 - 9.00 76 19.00
09.01 - 12.00 106 26.50
12.01 - 15.00 33 8.25
15.01 - 18.00 61 15.25
18.01 - 21.00 96 24.00
etc. 28 7.00
Location
Sukhothai Hospital Market, Sukhothai 11 2.75
Farmers Market, Sukhothai 17 4.25
General store 217 54.25
Supermarkets 233 58.25
Department store 166 41.50
etc. 90 22.50
Purchase amount
1 bottle 129 32.25
2 - 3 bottles 181 45.25
4 - 6 bottles 45 11.25

7 bottles or more 45 11.25
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Table 2 An analysis of consumers' purchasing behavior of fresh pasteurized dairy products

Lists Frequency Percentage

Purchased quantity

180 ml./bottle 197 49.25

250 ml./bottle 148 37.00

450 ml./bottle 21 5.25

1,000 ml./bottle 23 5.75

2,000 ml./bottle 3 0.75

etc. 8 2.00
Persons who influence purchase decisions

Myself 237 59.25

Family 128 32.00
Persons who influence purchase decisions

Friends 8 2.00

Salesperson 4 1.00

Online media 20 5.00

etc. 3 0.75
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Table 3 An analysis of opinions on the marketing mix, including 4 aspects

Marketing Mix Factors X S.D. Level
Product a.27 .845 Excellent
Price 4.24 .851 Excellent
Place 4.17 919 Good
Promotion 4.03 .965 Good
Total 4.18 .895 Good
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Table 4 Compare general information with consumer behavior

Significance level

. Educatio Average
Consumer Behavior
Gender Age Status n Occupation Monthly
level Income
1. Pasteurized fresh milk
512 092 244 213 075 .064
brands
2. Taste .031* .033* 451 .021* 017* .094
3. Frequency .052 .145 .064 136 173 392
4. Period .830 071 092 .064 .053 113
5. Location .081 .356 .245 255 342 .432
6. Number of purchases per
) .052 .245 134 .056 134 134
time
7. Quantity purchased per
) 192 632 211 074 372 .443
time
8. The person who
213 .051 341 .042* 182 .355

influenced the purchase

*Significant at 0.05 probability levels
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Table 5 Compare general information with marketing mix factors

Significance level

. . Average
Marketing Mix Factors Education .
Gender Age Status Occupation Monthly
level
Income
1. Product .063 .035% 228 .043* .053 .024*
2. Price 532 .063 .052 011 .042* .031*
3. Place 225 112 .057 162 .654 .052
4. Promotion 513 .053 .064 .036* 472 .024*

*Significant at 0.05 probability levels
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