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In this thesis, the researcher investigates the behaviors affecting the
decision to purchase pre-mixed dog food products in Bangkok Metropolis and
it environs.

Using the accidental sampling method, the researcher selected a sample
population of 400 subjects on the basis of an extrapolation of Taro Yamané’s
formula between December 2008 and March 2009 who were purchasers of the
Smart Heart brand of pre-mixed dog food.

In surveying the demographical characteristics of the respondents to a
qﬁestionnaire, the researcher found that most respondents reared foreign
breeds. Most reared one or two dogs and the mean purchasing rate for dog

food was once or twice monthly.
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In respect to the aspects of dog food purchasing behaviors, the
) fé’s’e"ei’réher found that media information concerning the Smart Heart brand of
dog food carﬁe from television and radio advertisements. Supermarkets were
the place where Smart Heart dog food was purchased. The reason for
pﬁfchasing this dog food was its reasonable price. The highest amount of
‘money spent in purchasing dog food each time was less than 500 baht. In
regard to the aspect of satisfaction, it was found that the levels of satisfaction
in descending order were convenience in purchasing, food quality, the
reputation of Smart Heart, and advertisement media, respectively.

In testing Hypothesis 1 concerning the relationship between
demographical characteristics and behaviors evinced in the decision to
purchase, the results were as follows:

1. Gender was found to be correlated with the media providing
information concerning Smart Heart dog food and the amount of money spent
on purchasing dog food each time purchases were made.

2. Age was determined to be correlated with the amount of money
spent for purchasing dog food each tirhe purchases were made.

3. Marital status was ascertained to be correlated with the objective of
purchasing Smart Heart dog food. |

4. Occupation was found to be correlated with the amount of money

spent on purchasing dog food each time purchases were made.
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5. Income was determined to be correlated with the location at which

‘Smart Heart dog food was purchased and the amount of money spent on

purchasing dbg food each time purchases were made.

) In testing Hypothesis 2 regarding the relationships between
demographlcal characteristics and satisfaction with purchases, the researéher
determined the following:

1. Gender was correlated with the aspect of beautiful packages.

2. Age was correlated with the reputation of the Smart Heart brand and
convenience in making purchases.

3. Marital status was correlated with the reputation of the Smart Heart
brand, food quality, and convenience in making purchases.

4. Occupation was correlated with the reputation of the Smart Heart
brand, convenience in making purchases, and being motivated by promotions.

5. Income was correlated with the reputation of the Smart Heart brand
and convenience in making purchases.

In testing Hypothesis 3, the researcher concluded that there were
relationships between container format and packaging, size and color, and
purchasing behaviors and levels of satisfaction.

Findings are as follows:

(1) Container format and packaging, size, and color were correlated
with the behaviors of purchasing Smart Heart dog food in the aspects of

location at which purchases were made, reasons for purchasing this brand of
dog food, and the amount of money spent on purchasing dog food each time
i)grchases were made at the statistically significant level of 0.05.

2 Cdntainer format and packaging, size, and color were correlated
‘with the satisfaction evinced in purchasing Smart Heart dog food in the
aspects of the quality being commensurate with price, advertisement media,

and convenience in making purchase at the statistically significant level of

0.05.





