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Abstract

The purpose of this research was to study longan products buying behavior and
factors affecting the decision to purchase longan products. The study focuses on consumers
in current markets, the Republic of China, Hong Kong, Malaysia, and Singapore and in new
markets, the United State and Canada.

The data were collected by documentary reviews, depth interviews, focus group
interviews, and self-administered questionnaire surveys. Results of the study indicated that
most Chinese, Hong Kong, Malaysian, and Singaporean respc;ndents are used to purchasing
and consuming longan products. They knew fresh longan and knew that they were products
of China and Thalland, but they did not know the longan cultivar. The reason to buy was to
consume as a fresh fruit. Considering all the marketing mix sub-factors being studied, taste
and flavor which was a product sub-factor was the most important factor affecting the

Chinese and Hong Kong consumer’s decision in buying longan products. Chemical additives
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and taste and flavor were the most important factors affecting the Malaysian and
Singaporean consumers' decision in buying longan products.

Most American and Canadian respondents were not aware of longan products but
were interested in trying them. For those who knew longan products most of them knew
about fresh longan and knew that longan were products of Thailand and China, but they did
not know the langan cultivar. The decision to buy was influenced by their families and friends
as well as an individual decision. Their reasons to buy were to consume as a fresh fruit.
Considering all the marketing mix sub-factors being studied, taste and flavor, free from
chemical additives, and texture of the fresh--the product sub-factors--were the most important
factors affecting the Canadian consumers’ decision in buying longan products. For the
American consumers, the influences of all marketing mix sub-factors were not significantly
different.

Respondents from the Republic of China, Hong Kong, Malaysia, and Singapore had a
strong intention to buy fongan products in the future and respondents from the United State and
Canada indicated that they might buy longan preduct in the future.  This suggests there's a great

marketing opportunity for longan products in both the current and new markets.,



