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ABSTRACT

The objective of this independent study was to study purchasing behavior of wooden toy
customers of Thai Wooden Games Co, Ltd. The data was collected from a questionnaire
distributed to 30 customers of Thai Wooden Games Co. Ltd. This number included 14 Thai
custorners and 16 foreign customers. The data was then analyzed using descripti*;fe statistics,
namely percentage, frequency, and mean.

The results of the study showed that most customers were foreigners and had sole
proprietorship business. Their business was wholesale and they had been in the business for more
than 10 years. They had more than 20 customers and most of their customers were in retail.

In terms of purchasing behavior, it was found that most customers had conducted
business with Thai Wooden Games Co, Ltd. for 1-5 years, and 6-10 years, respectively. The
wooden toys they bought the most were puzzles and games, respectively. The cost for each
purchase was less than 120,000 baht. They placed orders for products which were not available
in the inventory and only those they specifically wanted. They examined their inventory in the
stock before making a purchase. They preferred both paper and plastic packages. Generally, they
resold the products in their own store under their own brand. The owner made the purchasing
decision. They made 2-3 purchases per year, mostly between October and December, The reason

they bought from Thai Wooden Games Co, Ltd. was for the quality and standard. They knew



about the company from the Night Bazaar. The transportation cost for each purchase was 5% of
the product cost.

The factor that influenced purchasing behavior at the high level was personnel and the
sub-factors which were ranked at the high level were product acceptance and preference;
satisfactory service; and good relationship between customers and manufacturer, respectively.
The factors which influenced purchasing behavior at the medium level were the fol]ov:fing 4
marketing mix factors: product and service, price, place, and marketing promotion. In product
and service, the sub-factors. which influenced purchasing behavior at the high level were products
were of good quality and standard; raw materials we.re free from toxic substances; and prompt
delivery, respectively. In price, the sub-factors which influenced purchasing behavior at the high
level were price correlated with quality; volume discount; and competitive pricing, respectively.
In place, the sub-factors which influenced purchasing behavior at the high level were fast
communication via ¢-mail; manufacturer stocked a great amount of products so that customers
did not have to do so; and manufacturer’s showroom resulted in convenient contact and easier
ordering, respectively. In marketing promotion, the sub-factors which influenced purchasing
behavior at the high level were sample products were regularly sent to customers; factory visits
by customers resulted in confidence in the products; and 2-3 installment payments, respectively.
In inter-personal relationship, the sub-factor which influenced purchasing behavior at the high
level was good understanding between customers and manufacturer. In internal organization, the
sub-factor which influenced purchasing behavior at the high level was customer’s objectives and
ordering policy. In environment, the sub-factor which influenced purchasing behavior at the high
level were customef’s demand and raw materials availability.

The problems faced by customers were late delivery; not many new products were

introduced; little flexibility; unclear instruction on how to play with the products; and low

inventory in storage.



