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ABSTRACT

This independent study aims to focus on factors affecting customers buying decisions and
satisfaction with regard to cotton woven products in Mueang District, Chiang Mai Province. The data
used in this study was collected from questionnaires distributed to 300 Thai customers who were
randomly selected at two locations selling all three categories of cotton woven products at the Sunday
Walking Street and Night Bazaar markets on Chan Klan Road in Chiang Mai, with 150 questionnaires
being distributed at each location. The information was analyzed and processed using descriptive
statistics and the Likert Scale evaluation.

The study shows that most of the customers lived in Chiang Mai Province. Most of the
samples were female, aged 20 - 35 years old, single, with a Bachelor’s degree and working for a
private company; with a salary below 10,000 Baht.

Most of the sample customers bought cotton woven products in the accessories and
decorative items category, with total of 320 pieces being bought (a percentage of 72.33) at an average
of 1.47 pieces per person, with an average spend of 136.40 Baht per person. This is followed by the

clothes and garments category with a total of 195 pieces (percentage of 49.33), at an average of



1.32 pieces per person and an average spend of 284.12 Baht per person. The third category is pieces of
cloth with a total of 35 pieces being bought (percentage of 11.67), at an average of 1.64 pieces per
person and an average spend of 1,180.80 Baht per person. The average total spends for all categories
together were 337.23 Baht per person. In other words, 66.33 percent of the samples spent less than 300
Baht on each purchase. The purpose of buying the products was for self-consumption, with a buying
frequency of 2-3 times a month and with the buying decisions made individually. The reason for
making the purchases was due to the variety of products on offer.

The study shows that for those customers at the Sunday Walking Street, the most important
factor affecting their buying decision with regard to cotton woven products in the ‘piece of cloth’
category, was the cost. For clothes and apparel, the customers from both locations gave most weight to
the quality of products themselves. For accessories and decorative items, the customers at the Sunday
Walking Street thought the product quality/design was the biggest influence while at the Night Bazaar
on Chan Klan Road, customer gave the highest weighting to cost.

In terms of distribution factors, the study shows that the selling points being located in the
tourist areas was the biggest influence on customers’ buying decisions for cotton woven products.

The study also shows that, for all three categories of cotton woven products, the highest
satisfaction factor affecting the customers’ buying decisions was the quality/design of the product
itself.

For distribution channels, the study shows that the customers from both locations were

satisfied with the fact that the sales points were located in the tourist areas.



