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Consumers’ Perception and Behavior towards Karanda Products in

Khon Kaen Province
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Abstract: The objective of this research is to investigate the perception and consumers’ behavior
towards karanda product in Khon Kaen. The data were collected from 400 consumers by quota
sampling, according to the proportion of gender and age and face to face survey by convenient
sampling between October and December 2018. The descriptive statistics and Chi-square test
were used to analyze data. The results showed that about 76.25% of consumers have known
karanda fruits, 51.32% of consumers have eaten karanda fruits, and only 26.49% of consumers
have bought karanda fruits, which are prefer karanda preserve product. Moreover, the relationship
between marital status who have kid(s) and purchasing behavior toward karanda fruits found sta-
tistical significant at 0.05. The marketing mix factors which affecting consumers’ buying behavior
are price reduction when buying in large quantities (3 boxes /100 baht), product delivery, Price tag
is available, and product should be clean and hygienic.

Keywords: Karanda, consumer behavior, intention to purchase

Received July 30, 2019
Accepted October 11,2019
! uﬁﬂ@m@iﬁ@m?mwm mmﬁ‘mLmiiﬂgmmm%ﬂwm‘ﬁm AUZINHAIANERT NIINENALURULAY 40002
2 mmmmgmmmrmimwm AUZINHAIANERT NIINENALURULAY 40002
Corresponding author: parisan@kku.ac.th



406

UNI

uzalnaunanzuali  (Karanda) fl3a
WeNAERTIN Carissa Karanda L. @ﬂmﬁﬁf
Apocynaceae @ﬂiuﬂ@um@iummfammymmm@u
VIUTTﬂﬂVLﬂVNLﬂ@‘ﬂﬂLL@yNN@L@ﬂ A biasulng
TRANTN  AnrIeNatslALAEeudnAREU
nrdemAndl A vilsamATesaRLasisa TR
wrenAeudann mum@aﬂ%ﬁimﬁﬁmm %N
mqwmq‘mummuummﬂuﬂivimummmﬂ
mﬂmﬂLL@”Lﬂum@”mewwqﬂmLmu‘wmmm G}
uennlaenii (anthocyanin) uagiuean (phenolic)
duwis FelgnuantAlunduanssiueyadasy
viraaaFnLaanTuAL (antioxidant) Bnvistezan
MadaNYRNTAY LINATINNIINIUTeIANDY An
NNFBNLALIIBIND (NNANNRNLL WaZATE, 2559) u@ﬂﬁ
dailns@nulunisinenmansiainieiansgns
FuauaBasTIAzANTLsznaLNWeAn tatlszTem]
mansuane idusatas lunisilesiunianalea
nanalen |l lsAnsdy lsawnuauw lsaiiala
(uigas, 2561) Nranwnanzunlvaunsnlgn
”Lﬁ’ﬂ,uwﬂwuw muiumﬂ@ﬂ’lul,mumummmmu
aruvaatinug m@ﬂ@mlﬁnumuﬂ"l,ﬂﬂuwmﬂmﬁm
Iuwummeﬂmwuumn”l,qnummmmimwm
ﬂzgﬂmemmmammwmmmmmgm ANNITLIL
n13dan AN NN RN 9N TN 1A
duduivg (GAP) Nvuisanriutlszunni 50 15 uag
doulnnjilgnluiuinianans (nesdannisinues,
2561) ANNNIATFILAUAINIMTNELNIINLUII
T,mmLﬂumummwmmﬂlmauwmm T9uug
fedudneasiinisudnieauazinisuiing
wantdaendnderas 0.50 weeifEuininisiing
ansedsespuinesedl (@rinauninsgau
AUPNEATUATRIMNTUITNR, 2559) atinals
ﬁmNu:mmwmmqwﬁﬂﬁﬂﬁfumwmu%
anfusinaningunn wiseriaensnunlsasias
wnelunulng TneldNaaywlnsasudiuegiun
faqiiy (Wusn? uazAME, 2561) Anvieesdl
wandusiulsgLanuinung ieiiuyadn iy
nzaanaNzun i iy Aee uTaN e Lg@?}l
WAZLATRIAN (NNANWAY WaTADLY, 2559) 1N

unuNEmT 48 AUfuf 2: 405-416 (2563)./doi:10.14456/kaj.2020.36..

¥ a

= o o Ay o
Lﬂu‘ﬂf]ﬂL@'ﬂﬂ'&']ﬁﬂ“ﬂNU?II‘IF‘WWI’LN"H@UVHHN@

al
a

u:m\mwmmq‘ﬁvi (mﬁwqﬁ 2556)

q
¥ ¥

annanaundedunaafuauantizes
uvmqmquvmqiwummﬂ@yimmmvmmwm
muqu:rmﬂmmnqamﬂ@nuwmwwu?umiu
Tuiuiinsmsnannay  uideddayaineaiug
wWlnaliuntdn  Wasnnuzsismnanzuna il
AuAnnemaAsgia uaziunaldiulgniesus
Tuafaeuniti gAnuldinendniuaiaes
aqunud-aing - TesedlulnAuansLay
BUNDLHAIOULNY AWTATDULAN LHeT 9.50
18 yimsinemsuuuNaNEay Tlgnuzaicamg
nzuali 100 M ldnan@mszuns 400-600
Alansusiell wazdiuzasenionzualvinnig
yaAlnensulagilifdunzaitamnanzunalvnau
4 98 AduwIpuAnnazulsglludanndiael
atglafinudayaniudenisresuiinadedl
aganmin muumﬁnmwmu%ﬁﬂmmﬁum@w
wqmma‘mmmmimﬁ‘wmﬂmmnmmuymwm
nzunal uariladeiinedautlszaamnanisnann
SuasensTanAniusizimanzunali e
Wuunanslunisdiudgaeandnailiaenndag
fuavnsaansedusinasely

A8N15ANEN

dsrmnsidwanglunisdinen fa {using
Tudwinvauuiu ﬁnuﬂummiﬂﬂwumﬂ 15 T
4 Lfluwn\‘immmmMu‘lﬁm‘lﬁﬂﬂmmwmm
m@g@ﬂa‘xmmmmu 1,805,895 A (An1inneidle
VesumALIauAsIaULNY, 2561) HANE LS
muummmuﬂ@um@mq‘l}mﬂmﬁmammmmm
871U (Taro Yamane) Tmm”mummm@‘uu 95%
LLm"Lngum@ﬂNLmuimm (quota sampling) e
Wlsdayansunungueny aun 15-19 T, 20-29
1, 30-39 1, 40-49 11, 50-59 11,6069 T lnaiLie
mudndautlszrnaludmdnreuuniy uazduuy
ANNAZAIN (Convenience Samgling) Tunnsaait
fausndayauuuindowin aeldmumudesys
A nguFinAfaatnaIwIL 400 AL NMIANHIATY
ul,ﬂmam‘l,wmammrﬁm 04 fUAN WA, 2561
mimmqummmm‘imu”lmmmumumuLflu



KHON KAEN AGR. J. 48 (2): 405-416 (2020)./doi:10.14456/ka}.2020.36.

wisaaiialunissumndayaludesesdnemns
dszansAans nafuiuaznginssuaesgiiing
nilfengniusiuzicmaNzua - waziladud
Hnasietendniusfuzicamanzuel - g
LUUARUAINANITATIAABLAINELTEI T8y
UATNAGBLANAANNITEN Y (Reliability) Iaeyinnng
nageLniew (Pretest) 411U 30 IA NENANAIN
ety MdABmstamnAndulszAvadanaesase
u‘]_lﬂ (Cronbach’ alpha coefficient) Imm’mmmm
smildnanndnnadluday Tasefitiuasanste
ARz vnow 4 58 SRy
0.946 mmlummmmimmwemu NN3ATIEN
faya ARRTE 2 WUL Ae ATAEINIINN
(Descriptive Statistics) LW@@ﬁ‘LI’]F;I@ﬂ‘]:rthﬂjJﬂm
tazmne mafufuasnginssunisuiinanise
Hanniuzaiaanazuna v uaziladanienig
mmmur;mmmmﬂ@ﬁmmmnmﬁmymwwmymfa
i I a5 m*ma AnSREIAY (Percentage) ANRRE
(Mean) LL@vﬂ’]L‘i_lf;lx‘iL‘]_luN’]m‘ﬁ’m (Standard Devia-
tion : S.D.) LL@J@LL‘}J@m’mumwmmLfa@ﬂ‘ﬁmﬂmi
eunneduiien  0.80 AnATILNN(Inferential
St?tistics) Ennmegavlpgwans (Chi-Squalre test)
iWenAuduiusrzndenguguilnaniae iy
deznunzaisamnanzabitungAnssunisie
nzaanansunlY Ineldnaniusinzdaani

i I's a I's =] v v
nzurlvanasunud-aingidunsaldnun i
u?é‘imwmmmmm@@mmﬁmLﬁuﬁﬁﬁiﬂmamﬁmﬁ

Fegnunus-ainsiseg luassuanszdl ene
Wesauuil Asdnaauul

Table 1 type of consumer group (n=400)
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Used to have eaten karanda products 201 50.25
Used to have bought karanda products 98 24.50
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Table 2 the information source request of consumers have known karanda products (n=305)

Consumer request information source

Number of cases Percentage of case

Internet 152 49.84%
Familiar people 83 27.21%
Recommender in OTOP shop / Product exhibition 63 20.66%
Printing media such as news, magazine 54 17.70%
TV/Radio 41 13.44%
Have not received any information 64 20.98%
Total 457 149.84%

Note: Multiple response set
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Table 3 The relationship between demographic factors and purchasing behavior of consumers

towards karanda (n=201)

Variables Number of Purchasing behavior Chi-Square test

consumers Ever bought  Never bought

(n=98) (n=103)

Gender (X?=0.142)

Male 96 54.17% 45.83% p=2.153
Female 105 43.81% 56.19%

Marital status (X°=12.618)
Single 54 55.56% 44.44% p = 0.004*
Married 79 35.44% 64.56%

Married and have kid(s) 63 61.90% 38.10%
Others 5 20.00% 80.00%

Education level (X°=4.318)
Secondary 14 50.00% 50.00% p = 0.505
High school 22 54.55% 45.45%

Diploma 13 38.46% 61.54%
Bachelor's degree 119 50.42% 49.58%
Master’s degree or over 33 42.42% 57.58%

Personal income/month (Baht) (X°=6.004)
Less than 30 43.33% 56.67% p=0.199
10,001 — 20,000 60 45.00% 55.00%

20,001 - 30,000 24 33.33% 66.67%
30,001 - 40,000 32 53.13% 46.87%
Over 40,000 55 60.00% 40.00%

Note: *significant differences at 0.05
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Table 4 consumers’ perception towards fresh karanda (n=98)

Perception towards karanda Number of Percentage of
case
consumers
Karanda is herbal fruit that health benefits 78 79.59%
The soft fruit has a light pink color and gradually darkens 67 68.37%

to red

when ripe fruit will be become purple-black color

58 59.18%
The ripe karanda has antioxidants

55 56.12%
Karanda has rubber and sour taste

20 20.41%
The ripe karanda has a sweet, soft tongue.
Total 278 283.67%

Note: Multiple response set

Table 5 consumers’ perception towards processes karanda products (n=98)

Consumer’s perception of processed karanda Number of Percentage of
case
consumers
Karanda preserve 26 26.53%
Karanda juice 18 18.37%
Karanda stirring 15 15.31%
Karanda yam 5 5.10%
Unknown karanda processed 22 22.45%
Total 86 87.76%

Note: Multiple response set
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Table 6 consumers’ purchasing behavior towards processes karanda products (n=98)

Karanda processed purchasing behavior Number of Percentage of case
consumers
Karanda preserve 21 21.43%
Karanda juice 14 14.29%
Karanda stirring 5 5.10%
Karanda yam 3 3.06%
Not buying karanda processed 29 29.59%
Total 72 73.47%

Note: Multiple response set
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Table 7 The important level on product factors towards Karanda products (n=98)

Product factors X S.D. Important

Product is clean 3.97 0.710 Extreme
Logo is beautiful, easy to understand 3.86 0.799 Extreme
Product can be stored for 6 months 3.85 0.804 Extreme
Product is good taste 3.83 0.774 Extreme
Product has production date and expiration date 3.81 0.916 Extreme
packaging is good looking 3.80 0.849 Extreme
The size and wrapping are beautiful 3.61 0.857 Extreme
Mean 3.82 0.816 Extreme
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Table 8 The important level on price factors towards Karanda products (n=98)

Price factors X S.D. Important

Price is clearly identifying on shelf 4.01 0.650 Extreme
Reasonable price for its quality 3.94 0.730 Extreme
Reasonable price for its quantity (price 35 baht/ 130 g.) 3.89 0.798 Extreme
Mean 3.95 0.719 Extreme
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Table 9 The important level on marketing channel factors towards Karanda products (n=98)

i

Marketing channel factors S.D. Important
Delivery 4.03 0.805 Extreme
Convenient location for travel 4.03 0.759 Extreme
Distribute online 3.96 0.759 Extreme
Easy to buy products 3.93 0.777 Extreme

Mean 3.99 0.768 Extreme
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Table 10 The important level on promotion factors towards Karanda products (n=98)

Promotion factors S.D. Important
Reduce the price when buying in large quantities (3 4.21 0.777 Extremely
boxes /100 baht)
Online promotion
4.13 0.768 Extreme
Product displays at the point of sale and try it for free
4.06 0.771 Extreme
Brochures
3.97 0.792 Extreme
Salesperson recommendation
3.92 0.782 Extreme
Mean 4.06 0.779 Extreme
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