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PERSONAL FACTOR, MARKETING MIX, AND THE PURCHASING BEHAVIOR
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Abstract

The purpose of this study is 1) to examine the factors that affect the purchasing behavior of
dragon jar pottery buyers in Ratchaburi province, Thailand namely gender, age, salary, education,
career, and the companies’ marketing mix 2) to study purchasing behaviors of the dragon jar pottery
buyers in Ratchaburi province, Thailand 3) to study the relationship between the demographic factors,
marketing mix and purchasing behaviors to dragon jars pottery buyers in Ratchaburi province, Thailand.
385 consumers who bought dragon jars pottery in Ratchaburi province were surveyed by using the
questionnaire. The data was analyzed using the descriptive statistics, mean, standard deviation, and Chi-
Square.

This study found that gender of the customer correlates with the purchasing duration and
quantity, customer’s age and education level correlates with the size of the jar and the buying occasion.
An income level of the buyer correlates with the pattern and size of the pottery and the purchasing
objective. All marketing mix correlates with the purchasing objective and occasion and the pattern of the
pottery. In addition, the distribution channel also affects the size of the purchased pottery and the

purchase time. The promotion also affects the purchasing time.

Keywords: Behavior Dagon Jars
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