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ABSTRACT

This study was purposed to find relations of consumption behavior of ready to drink
mitk consumers in Muang District Area, Mahasarakham Province with those consulﬁers’
personal characteristics 400 of the present and previous target consumers in the target area as
the representative of population. They were obtained by using convenience sampling
technique. Frequency, percentage, and ¥ ? test for Independent were applied for data
analysis. The results were as follows;

1. The majority of those respondents were female (56.80 %), being students
(67.00 %), 20 — 25 years old (43.50 %), holding bachelor’s degree (45.50 %) and having
monthly income less than 5,000 baht (70.20 %).

2, Those consumers did not regularly drink such type of milk. Mostly were UHT
ones, no flavour, box type or single bottle, ready to drink milk products for self health.
Motivation to consume those products comprised advertising media, prevailly used and
well-known. They bought themselves to consume. Affected promotion towards such those
product consuming decision were getting discount coupons and premium stuffs which were
informed via television media. They preferred to choose “Ducth Milk”brand name from
covienent stores. Box type was mostly favourite package and decoration. Most of them

consumed such products 2-5 times monthly which were 3 boxes up weekly. Modely time of



consuming was in the morning during 07.00 AM - 11.00 AM. They liked to buy during
Monday-Friday.,

3. There were statistical significant relations at .05 leve] between consuming
behaviour and each of consumers’characteristics comprised gender, educational level and
monthly income. The contrast results were found under considering to difference of age and

oceupations,



