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Abstract
Title Consumer behavior and Factors affecting buying decision of bamboo handicraft products
toward consumers in the Northeast
By : Dr.Tanyamai Chiarakul
Nopadol Pattanasitubon
242337

This research aims to 1) to study consumer behavior of bamboo handicraft products 2)
influencing factors to customer buying decision of bamboo handicraft products, also marketing factors ,
environmental factors and demographic which effect directly to consumer’s buying decision toward
consumers in the Northeast.

This rescarch is quantitative research. The 420 sets of questionnaires to collect data from
consumers who buy bamboo handicraft products in 7 provinces of the Northeast. The results found that
Cronbach’s Alpha is 0.9266. The sampling group of 413 are male more than female, the age is mostly in
between 21 — 40 years. Most of them work in public sector. The salary of sampling group is 5,001 -
10,000 baht mostly. The education background is mostly at bachelor degree level. The siatus is mostly
single. Tue hobby of them is mostly in reading and tree planting. Most of sampling group is watching TV
on their Jeisure time. Both male and female popular buy chopsticks and rice box. But popularity does not
buy container bamboo and bamboo bag. But when that sort of passion, bamboc craft that was popular was
a bed, bamboo baskets and bamboo chopsticks, respectively.

The purpose of purchasing bamboo handicraft products are mainly purchase for their own and
followed by purchase as souvenirs. The reason for buying the bamboo handicraft product are cheap,
convenience to buy and like in product design accounted 21.1 %, 20.8% and 17% respectivelv, and the
reason is not used in the purchase decision is variety in product design representing only 9.5 percent.

For the purchasing behavior, consumers are buying more than one time per year with duration of
usc of each product over a year. Mother is consumer who uses bamboo handicraft products. Buyers
purchase bamboo handicraft product is often introduce by the member of family itself. But, buyers are
making decision by their own and most of them is using the bamboo handicraft products in their home.

Factors that affect the purchase decision bamboo handicraft products are focused on the
marketing mix factors, or 4 P's as Product, Price, Place and Promotion, respectively. For environmental
factors, the most effect to buying decision is "the uniqueness of Thai culture” followed by "the value of

the Thai" and "product to help them in social acceptance .
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Factors (including marketing factors and environmental factors) that affect buying decisions, it
was found that the main factor is "the unique of Thai" (Mean = 3.52), followed by "product quality"
(Mean = 3.34) and "the suitability of the product price" and "the values of using Thai Products " (Mean =
3.32).

According to gender, found that male and female have the same opinion. The most important
factor is the unique of Thai, followed by product quality and the suitability of the product price,
respectively.

According to the age, at least two age groups have different opinions to only factor "easy to buy
products”. Other factors, opinion across all age groups are the same.

According to occupation, at least two age groups have different opinions to only factor “Values of
Thai products”. Other factors, opinion across all occupation groups are the same.

According to income, at least two groups have different opinions to 6 factors of 11 factors is the
"product quality”, "marketing promotion”, “the unique of Thai”, “values to use Thai products”,
“Promoting the use of Thai products of the Thai government” and “social acceptance”. The remaining
factors, opiruon across all income groups are the same.

Accoring to the level of education, opinion across all level of education groups is the same with

all factors.

Keywords: Bamboo handicraft products, Consumer behavior, Marketing factors, Environmental factors



