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ABSTRACT

This research aimed to : 1) study buying factors of customers; 2) examine the levels of
opinions of customers; 3) investigate the buying decision for Ekkharad drums; 4) compare the levels of
opinions according to personal factors; 5) compare the level of buying decision according to personal
factors; 6) compare the level of buying decision according to buying factors; 7) examine the
relationship between personal factors and buying factors; 8) find the relationship between the level of
opinion and the levels of buying decision. The sample group consisted of 384 customers. The research
tools were percentage, means, standard deviation, t-test, F-test, LSD., the Chi-Square and correlation.

The findings indicated the following:

1. Most customers knew the products by visiting the stores, the reason in for buying was
because of its beautiful format. The type of drum bought was tom-tom. The amount buying was
lower than 500 baht for one purchase. They bought it for one time.

2. The customers’ opinions levels were high concerning the organization arrangement, the
motivation, and the quality control. The planning was at the moderate level.

3. The customers’ levels buying decision were high concerning the products, the prices,
the distribution channels and the marketing promotion.

4. Difference in sex, age, educational background, occupation, monthly income, and
marital status yielded different opinions with statistically significant level at .05.

5. Difference in age, educational background, occupation, monthly income, and marital
status yielded different buying decision with statistically significant level at .05.

6. Difference in reasons for purchasing, kinds of Ekkharad drum, and the frequency of
buying yielded different buying decision with statistically significant level at .05.

7. All customers’ personal factors related to the buying factors of customers with
statistically significant level at .05.

8. The customers’ levels of opinion on management related to the levels of buying

decision of customers with statistically significant level at .01.



