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ABSTRACT
173892

The purposes of this study of were to : 1) study consumers’ behavior in buying bakery,
2) examine levels of satisfaction which affected the consumers’ purchase decision, 3) investigate
the business administration factors which affected the consumers’ purchase decision, 4) compare
consumers” satisfaction levels with the administration factors, categorized by the personal factors,
5) study the relationship between personal factors and consumers’ behaviors in purchasing the
bakery, and 6) examine the relationship between the business administration factors and
consumers’ satisfaction levels. Data were collected from 400 consumers, and analyzed by SPSS
using frequency, percentage, mean and standard deviation. Differences were compared by t-test,
and One-way ANOVA was analyzed by F-test. Statistical significance was tested in pairs by
LSD. Correlation was tested by X,2 and Pearson’s product — moment correlation coefficient was
used.

Findings indicated that :

1) Consumers had behavior in buying cakes from general bakery shops because it was
delicious. They influenced themselves in buying the bakery and bought it twice to four times a
month. Expenses in buying was 101-200 bahts. They paid by cash and buying time was during
12.01 p.m.to 3 p.m.

2) Consumers had the highest level of satisfaction on aspects of products, and services,
but had a high level of satisfaction on the aspects of prices, shop locations and sale promotion.

3) The studying of the bakery management factors that affected choices in purchasing
showed that consumers had the highest level of satisfaction on organization management,

customers’ motivation and quality control, but it was at the high level on marketing planning.
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4) Different ages, education levels, and occupations of consumers showed different
levels of satisfaction in choices of buying the bakery, but different genders, ages, education
levels, occupations and monthly incomes did not show any differences when comparing the
administration factors that affected choices in buying the bakery.

5) Consumers’ personal factors did not related to the their choices in purchasing the
favorite bakery, places of buying, reasons of the choices in buying and people who influenced
them in buying the bakery. Ages related to number of times and expenses in buying the bakery.
Additionally, consumers’ occupations related to time duration in buying the bakery.

6) Studying the relationship between the business administration factors and the
consumers’ levels of satisfaction showed that marketing planning, organization management,
consumers’ motivation and quality control related to their satisfaction on the aspects of products,
prices, and services at moderate to low levels. However, places of the bakery shops did not relate
or related at the low level to the consumers’ satisfaction. However, marketing promotion highly to

lowly related to the satisfaction levels.



