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This study has two objectives: (1) to study customers’ purchasing behavior of cut
flowers from a florist in Muaeng District, of Chiang Mai province; and (2) to study what are
factors affecting their decision in buying. Primary, data were used in this study. They were
obtained from a random sample of 200 buyers using questionnaires. Descriptive statistics were
used in the analysis of data.

For the first objective, customers’ behaviors during the festival season of Buddhist
Lent, and in non festival or normal time were compared. Data on frequencies of purchase, amount
of money spent on each purchase, objective of purchasing, type of flowers / flower arrangements
bought were collection.

The results of the study showed that for most customers, average number of buying
was three times per month. During the non festival season average amount of money spent per
each purchase was less than fifty Bath while the amount spent during the festival season was in
range of 51- 100 Baht. Main objective of buying was found to be the same for both during festival
season and during non festival season, i.e. to be used for religious rites. There is no difference in_
types of flowers or flower arrangements bought whether during festival season or non festival
season. Most customers preferred to buy flowers with vivid colors and in bunch. Lotus was
preferred regardless of the season.

On the second objective, customers were asked to rank factors affecting their decision
to buy in order of importance. The results of the study showed that on controllable factors, those
relating to product were found to be the most important. Most customers gave highest importance
to the freshness of flowers. Next important factors in their decision to buy were those relating to
price. Prices appropriate to quality and quantity of flowers were mostly cited as important price
factor affecting their decision to buy or not to buy.

On the study of uncontrollable factors affecting customers’ decision to buy, Chi-
square test was used. The results of the study showed that customers’ sex, income, and
occupation were significantly related to frequencies of purchase but were not significantly related

to the amount of money spent on each purchase.





