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ABSTRACT

This research aimed to : 1) study customers’ behavior in purchasing shoes; 2) explore levels of
customers’ purchasing decision; 3) compare levels of customers’ purchasing decision classified by personal
factors; 4) compare levels of customers’ purchasing decision making classified by their purchasing
behaviors; 5) investigate the relationship between customers personal factors and their purchasing behaviors.
The sample group consisted of 400 customers shopping at Saharattananakorn Industry Park. Statistical
analysis was performed in terms of percentage, mean, standard deviation, t-test, F-test, LSD, and the
Chi-square test. The findings revealed as follows:

1. Most customers bought shoes for their own wearing, considering quality as the most important
reason. They bought approximately one to three pairs in each purchase. They bought a new pair every
5-6 month at an average price of 1,000 to 2,000 baht.

2. The customers’ level of purchasing decision was high in terms of product, price, and channel
of distribution, while that of marketing promotion was moderate.

3. Customers with different occupations had different levels of purchasing decision, regarding
product, price, and channel of distribution with a statistically significant level of .05.

4. Customers with different reasons for buying and frequency for each purchase had different
levels of purchasing decision, concerning product, price, channel of distribution, and marketing
promotion. Customers of different amount of shoes bought each time and number of the highest amount
shoes bought each time had different levels of purchasing in terms of price. Customer buying different price
per purchase had different purchasing decisions in terms of price, and marketing promotion with a
statistically significant level of .05.

5. Considering the relationship between purchasing behaviors and personal factors, it revealed
that each purchase related to occupation and income. Reason for purchasing related to gender, age,
educational background, occupation, and income. The highest number of shoes bought for each purchase
related to occupation and marital status. Purchasing frequency was in accordance with gender, age,
occupation, and income. Price was associated with age, education background, occupation, and income

with a statistically significant level of .05.



