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ABSTRACT 210772

The purpose of the study was to 1) examine factors affecting the customers’ decisions in the
'purchase of products from Tarinee Bakery; 2) investigate the levels of their decisions; 3) compare levels of
purchasing decision in relation to personal factors; and 4) compare their decision levels in rel:#ition to buying
factors. The sample group consisted of 288 customers in Phranakhon Si Ayutthaya Province. The research
mstrument was a questionnaire-based survey. Statistical analysis was performed in terms of frequency,
percentage, mean, standard deviation, t-test, F-test, and LSD. The findings were as follows:

1. The type of baked product preferred from regular bakeries was cake. Delicious taste was the
reason for buying. The customers made their own buying decision. They bought from bakeries 2-4 times a
month, spending 50-100 bath for each purchase. They usually shopped between 3.01 — 6.00 p.m.

2. Products and price were the most important factors that affected the customers® buying
decision. Marketing promotion, service, and other factors were also considered important in the customers’
decision-making.

3. Difference in gender yielded a difference in levels of buying decision as a result of marketing
promotion with a statistically significant level of 0.05. Difference iﬁ"zi;’grg yielded a difference in levels of
buying decision owing to marketing promotion, price, service, and other factors with a statistically
significant level of 0.05. Difference in marital status corresponded to a difference in the levels of customers’
buying decision in all aspects with a statistically significant level of 0.05. Differences in customers’
educational background caused a difference in the levels of their buying decision as a result of marketing
promotion and service with a statistically significant level éf 0.05. Difference in customers’ occupation
yielded a difference in the levels of their Buying decision with regard to product choice with a statistically

significant level of 0.05. Difference in income yielded a difference in the levels of buying decision as a

result of marketing promotion, price, and service with a statistically significant level of 0.05.

4. Differences in customers’ preferred products affected the different levels of their buying decision as a
result of marketing promotion and price with a statistically significant level of 0.05. Difference in location of
bakerics yielded a difference in the levels of their buying decision owing to other factors with a statistically
significant level of 0.05. Difference in customers’ buying reasons yielded a difference in the levels of their buying
decision owing to marketing promotion, price, and services with a statistically significant level of 0.05. Differences
in peoples influencing the customers’ buying decision and frequency of buying yielded differences in the levels of
their buying decision as a result of marketing promotion, price, service, and other factors with a statistically
significant level of 0.05. Difference in the amount customers spent on baked goods yielded a difference in the
levels of their buying decision as a result of price and service with a statistically significant level of 0.05. Difference
in the customers’ shopping time at bakeries yielded a difference in the levels of their buying decision in all aspects
with a statistically significant level of 0.05.





