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ABSTRACT 187173

This research aimed to : 1) study the behavior of buying decision of customers; 2) examine the levels
of opinions on the management; 3) investigate the buying decision for wickerwork; 4) compare the levels of
opinions on the management according to personal factors; 5) compare the level of buying decision for
wickerwork according to personal factors; 6) compare the level of buying decision for wickerwork according to
buying behavior; 7) examine the relationship between personal factors and buying behavior; 8) find the
relationship between the level of opinion on management and the levels of buying decision. The sample group
consisted of 385 customers. The research tools were percentage, means, standard deviation, t-test, F-test, LSD.,
the Chi-Square and Pearson’s correlation.

The findings indicated the following:

1. Most customers purchased baskets because they wanted to support Thai products. They bought
once or twice a year and received the information from OTOP fairs. They bought them at OTOP dealing centers.
The customer’s preferences were the pattern of Phikun (Bullet wood flowers) and wickerwork made of rattan.

2. The customers’ levels of opinion on the wickerwork makers’ management were high when they
were considered as a whole and individually.

3. The customers’ levels of wickerwork buying decision were high when they were considered as a
whole and individually.

4. Difference in age, marital status, occupation, educational background, and monthly income yielded
different opinions on management with statistically significant level at 0.05.

5. Difference in age, marital status, occupation, educational background, and monthly income yielded
different purchasing decisions with statistically significant level at 0.05.

6. Difference in reasons for purchasing, kinds of wickerwork, and materials of wickerwork yielded
different buying decisions with statistically significant level at 0.05.

7. All customers’ personal factors related to the behavior in buying wickerwork with statistically
significant level at 0.05.

8. The customers’ levels of opinion on management related to the levels of buying decision in every

aspect with statistically significant level at 0.01.





