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ABSTRACT
174029

The research aims to: 1) examine customers’ behavior in buying firebricks; 2) study
customers’ levels of decision to buy firebricks; 3) compare levels of customers’ decision to buy
firebricks, categorized by their personal factors; 4) compare levels of customers’ decision to buy
firebricks, categorized by their behavior in buying firebricks; and 5) examine relationship
between the customers’ behavior in buying firebricks and the personal factors. Data was gathered
from 400 customers purchasing firebricks. It was analyzed using SPSS with descriptive statistics
of arithmetic means, an independent sample t-test, and One-Way ANOVA. Minimum significant
pairwise mean differences were tested by the LSD and a chi-square test.

Findings indicated that:

1. The examination of customers’ behavior in buying firebricks showed that most of
them bought firebricks for the use in contracted construction services. The reason for purchasing
was that firebrick prices were low. Mostly 50,001-100,000 firebricks were bought in each
purchase. In terms of buying frequency, the customers made over 11 purchases per month. Each
purchase was worth between baht 15,001-30,000.

2. The customers’ levels of decision to buy firebricks were moderate in all aspects:
products, prices, distribution channels, and marketing promotion.

3. The comparison of levels of customers’ decision to buy firebricks, categorized by
their personal factors indicated that difference in customers’ gender resulted in difference in
levels of their decision to buy firebricks in terms of marketing promotion. Difference in
customers’ age resulted in difference in levels of their decision to buy firebricks in terms of

products, prices and marketing channels.
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4. The comparison of levels of customers’ decision to buy firebricks, categorized by
their behavior in buying firebricks, showed that difference in their purposes of purchasing
firebricks, reasons for purchasing firebricks, amount of purchases, frequency of purchases, value
of each purchase did not result in difference in levels of customers’ decision to buy firebricks in
terms of products, prices, distribution channels, and marketing promotion.

5. The examination of relationship between the customers’ behavior in buying
firebricks and the personal factors indicated that the customers’ gender, age, status, and education
levels related to purposes of purchasing firebricks, reasons for purchasing firebricks, and amount
of purchases. Also, the customers’ age, status, and education levels related to frequency of

purchases.



