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ABSTRACT

This research aims to: 1) examine the customers’ behavior of purchasing Buddha images; 2)
study the customers’ levels of the decision to purchase Buddha images; 3) compare the customers’
levels of the decision to purchase Buddha images according to their personal factors; 4) compare the
customers’ levels of the decision to purchase Buddha images according to their behavior of purchasing
Buddha images; 5) investigate the relationship between the customers’ personal factors and their
behavior of purchasing Buddha images; and 6) study the production management and marketing of
Buddha image producers. The sample group consisted of 50 Buddha image buyers and 10 business
owners. The research tool was questionnaire. It was statistically analyzed with percentages,
frequencies, t-test, F-test, LSD and chi-square analysis. Findings indicated that:

1. the examination of the customers_ behavior of purchasing Buddha images showed
that primarily Buddha images were purchased from the Buddha image market at Wat Suthat
Thepwararam. Meditating/enlightening Buddha images were mostly bought.

2. the study of the customers levels of the decision to purchase Buddha images indicated
that the buying decision concerning exquisiteness of Buddha images was at the highest level.

3. the difference of the customers’ gender, ages, education background, marital status,
incomes, and occupations affected their buying decision levels.

4. the difference of places of purchasing, types of Buddha images, purposes of Buddha
image purchasing, and sizes of Buddha images affected the customers~ buying decision levels
regarding forms of Buddha images.

5. the customers’ gender, ages, education background, marital status, incomes, and
occupations did not relate to their behavior of purchasing Buddha images.

6. in terms of the production management of Buddha image producers, it was found that
the management was undertaken by one person. Workers were hired in the business operation. The

study of the marketing revealed that meditating/enlightening Buddha images were primarily produced.
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