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ABSTRACT

This study has two objectives. The first one is to know consumers purchasing behaviors
in purchasing chicken meat in modern trade. The second one is to know chicken meat attributes
sold in modern trade that consumers looking for. The study used primary data collected from
consumers who buy chicken meat in modern trade in Chiang Mai province. Chicken meat were
separated into 4 parts: the wing, the hip, the chest and the drumstick. This study collected data
from 100 samples for each part of chicken meat. The study used conjoint analysis method for
analysis of consumer satisfaction with various attributes.

The study on consumer purchasing and consuming chicken meat behaviors showed that
consumers consumed chicken wing, chest, hip and drumstick about 1-2 days per week (60, 62, 65
and 53 percent of consumers buying respective part of chicken meat). Consumption of chicken
meat per time was is 0.5-1 kilogram (54, 62, 69 and 62 percentages for respective product). They
purchased chicken meat 2-3 times per week (39, 54, 41 and 53 percentages for respective
product). Most of consumers purchased from supermarkets (56, 49, 62 and 49 percentages for
respective product). They used mainly the freshness and quality of products in deciding to buy
chicken meat (53, 69, 58 and 61 percentages for respective product). Majority of consumers (70,
61, 61 and 53 percentage for respective product) liked price reducing promotion campaign.

The results of conjoint analysis found that consumers focus on quality assurance label
attribute (important weight ranged 26-27 percent) when they decided to purchase chicken wing,

hips and drumstick. For chicken chest, those consumers focus on the brand's attribute (important



weight of 23). The analysis of market segmentation using cluster analysis techniques revealed that
there were market segments for each product. They were: (1) The first market segment for
chicken wing was characterized by male consumers working as officer, preferable in buying
chicken meat in the fresh market and focusing on packaging attribute (important weight of 27
percent). These consumer did not concentrate on nutrient and energy label of the product. The
second market segment for chicken wing was characterized by female consumers with variable
occupations, , preferable in buying chicken meat in modern retail store (super markets) and
focusing on quality assurance label features of the products (important weight of 29 percent). (2)
The first market segment for chicken chest was represented by consumers with high level of
income. They focused on energy and nutrients information (important weight of 29 percent). On
the other hand, consumers with lower income level represented the second market segment for
chicken chest. These consumers focused on the packaging attribute of the products (important
weight of 33 percent). (3) The first market segment for chicken hip was characterized by female
consumers who focused on energy and nutrients information of the products (important weight of
22 percent). On the contrary, the second market segment for chicken hip were dominated by male
consumers who focused on the brand attributes (important weight of 33 percent). (4) The
drumstick consumers in first market segment were normally big families (equal or more than 4
people) that focused on quality assurance label (important weight of 30 percent). While
consumers of drumstick in the second market segment were smaller families (equal or less that 3
people) that emphasized on price attribute (important weight of 31 percent).

The results of simulated chicken market that consisted of existing chicken meat and new
designs in modern retail stores using Bradley-Terry-Luce (BTL) method found out that chicken
meat with new designs gained more market share than existing ones in every case. It implies that
existing designs can’t satisfy consumers needs and new designs from this analysis will help
satisfying consumers needs and have better market opportunities than existing designs. The
details of proper chicken meat attributes in each market segment for each product are as follows:
(1) For chicken wings in the first market segment (male/officers/purchase mainly in fresh
market), the product features that has high market opportunity was the upper chicken wings in
foam pack wrapped with a plastic, price of 120 baht per kilogram, with producers’ brand and

without energy and nutrition label. In the second chicken wing market segment (female/variable



occupation/purchase mainly in modern trade), the proper product design can be the middle wing
in sealed plastic bag with the price of 80 baht per kilogram, and with a display of energy and
nutrients information / quality assurance label / the manufacturer's brand printed on the bag. (2)
The first chicken chest market segment (high income consumers), the product features that have
high market share, were chicken chest in foam pack wrapped with plastic, price of 110 baht per
kilogram, and with energy and nutrients information / quality assurance labels / the producer’s
brand on the package. In the second chest market segment (lower income consumers), the proper
product features were chicken chest place in large container with available plastic bag where
consumers can select and put the product in, price of 130 baht per kilogram and providing energy
and nutrients information / quality assurance label / the seller’s brand placed on the container. (3)
The first hip market segment (female consumers), the proper product features were chicken hip in
foam pack wrapped with plastic, price of 75 baht per kilogram and with energy and nutrients
information / quality assurance / the manufacturer's brand labels on the package. The second
chicken hip market segment (male consumers), the proper product features were chicken hip
packed in sealed plastic bag, price of 75 baht per kilogram, and with energy and nutrients
information / quality assurance label / the producer’s brand on the package. (4) The first
drumstick market segment (consumers with big family), the product features that have high
market potential were chicken drumstick packed in sealed plastic bag, price of 60 baht per
kilogram, and with energy and nutrients information / quality assurance label / the producer’s
brand on the package. Finally, the second chicken drumstick market segment (consumers with big
family), the proper product features were chicken drumstick in foam pack wrapped with plastic,
price of 60 baht per kilogram, and with energy and nutrients information / the producer’s brand

on the package.



