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ABSTRACT

This study has three objectives: 1) to examine consumer behavior when buying goods
made from ‘Mor-Hom’ products in Thounghong Sub-district, Mueang District, Phrae Province, 2)
to study the factors influencing consumer decision making when buying such products, and 3) to
assess consumer satisfaction and feedback.

The primary data for this study was compiled using questionnaires across 300 sample
buyers in Thounghong, 191 buyers from Phrae Province and 109 buyers from other parts of the
country, as identified through the use of an Accidental Random Sampling technique. The analysis
was made based on descriptive statistics, including frequency and percentage, chi-square and the

Likert Scale.



The study found that most buyers could be characterized as residents of Phrae Province,
female and under 30 years old. Most were married, had completed their undergraduate education
and earned an average 5001 to 10,000 baht monthly income.

Most of those questioned as part of the study chose to buy apparel such as clothing for
their own use, spending about 201 to 500 baht per purchase and buying less than five times a year.
Their source of information was through word of mouth, though they made the buying decisions
themselves.

The most influential factors for both groups of consumers under the study when making
their purchasing decision were: (i) the quality and modern design of the products, followed by (ii)
friendly, hospitable and knowledgeable service sale clerks; providing a high standard of
explanation to the customers, and (iii) price factors; whether the price was reasonable for the
quality.

In terms of consumer satisfaction, the buyers under the study stated that they were most
impressed with product design and product quality followed by service factors, especially the

characteristics of the sales persons, and then lastly the match between product quality and price.



