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ABSTRACT

This research aimed to : 1) study the customer’ basic factors of their purchasing
decisions and behavior that influenced their purchases from traditional retail stores in Phranakhon
Si Ayutthaya district; 2) compare the level of purchasing decision of the customers buying goods
at traditional stores categorized by their basic factors and the level of purchasing decision
categorized by their purchasing behavior behavior. The sample group consisted of 250 customers
of 5 traditional retail stores in Phranakhon Si Ayutthaya District. The research instrument was a
questionnaire. Statistical analysis was performed in terms of : percentage , mean , standard
deviation, t — test and F-test. The findings were as follows :

1. Most customers were female between the ages of 36-50 years. Their educational
background was high school. They worked as employees with a monthly income of less than
5,000 baht. Their status was married having 4-5 family members. They came to shop at the stores
every day because the goods there was cheap. The stores chosen was near their residents. The
time shopped was around 5.01 — 9.00 p.m. Each purchase was about 51-100 baht. The customers’
purchasing decision level was high regarding distribution channel, while that of product, price,
and marketing promotion was moderate.

2. Difference in the customers’age, educational level, and marital status yielded a
different purchasing decision in terms of product, price, distribution channel, and marketing
promotion. The difference in customers’occupations and income yielded a different purchasing
decision in terms of product, price and marketing promotion. Difference in the customers’
shopping frequency, and amount for each purchase yielded a different purchasing decision in
terms of product, price, distribution channel, decision and marketing promotion. Finally,
difference in the store location yielded a different purchasing in terms of product, price and

marketing promotion.



