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Purchasing Behavior of Consumers in Bangkok Metropolis Area

Shopping for Avorderm Dog Food

Saw R TUCIEY

Ratana Auamyaem

(7] L a nr [ 1 & s
mIawandasshillndmnisrasnisAnsiananangasdiggn

U3 INANMIT RN G gonUwsaan1Ag

Un1s@nsn 2557



WATaNMIANBIABAINDETE

= lr a { k3 =
Wﬂﬂﬂi'ﬁuﬂ’lil,aaﬂ‘ﬁaﬂ']ﬂ'ﬁ'ﬂ;%ﬂﬁﬂE}LBIULﬂ{NﬁEN

Q’Uﬂﬂ ﬂlul.’llﬂﬂ?‘\‘l NWUATUAT

lag Jaw  aauudy
Wangas vImImiiaumntindia (MIvans)
fd =X a & =
219138 3nn a3 TiAUNT Jrmae
o
TndnSansdnm 2557
...... .x.z...-.—?i...%«.ss.fi...................ﬂi:ﬁ'mﬂ‘swmﬁ

(TIMFATINTEFUIAT ™ UAY)

er'ﬁrm F j"? £ 2
................................................. nssan1s / 219138EndInen

B .= it A ] e AB WA NI THANG AT

@7. NE8 niwdifia)



a

o W = [ v oa a - & a v af
KIVDNIFANEIARAINDATS Wﬂﬂﬂ?j”ﬂqilﬁﬂﬂ‘ﬂﬂaqﬂqfquﬂﬂ“ﬂLﬂI?Lﬂjumﬂ'ﬁ

duslnalwananwamuas

Tay Jauw1 gy

UNAALYD

nIfnwTaangdnssunindendeemisgisdaialidiuresduilnaluiye

5 P a v a & v
npsinwamuas ddaglizsed NiadnmanwazvesdTauszngdnssumuieniaamiiguy

v

Bdateludfuluanzanwuniues 2afnmanuduiuivasfdefudamsgiaivelal

v

= - t: as i - J
WfunazngAnTrumaiiandasmnsgiadvaaludfuluaangamwumiues lasnmanngs

A3 v

A8 11I% 250 A Lﬁmqmwﬁ’agﬂﬂn'h‘s’uuuaaunwua:ﬁwnwsﬁ‘mm:ﬁ BNRALYA

o a J e i ) ' i '
Tunwsddiafiaumand dfess: Aawisauwanangmussila-suadf

= i 1 e [} DA‘ a ° DA’ ar li' v s
NANTIANIWUT 1) nﬁgumamawammsqmmﬁagﬂLtazgsﬁamwmgumwmah CH

samngiduwnendgs sounwlan Jegaglugae 2080 1 sraunsfinwnazaudigyas

v
o

a = W J v ] -
pdiwidwwinanuuidniensusziiannfiga Tasime'ldaaud 10,001-20,000 1IN 2) WHANTTY

L% g

A‘ o o l!' ] A’ a A v 3 AJ IJ‘ 1 ]
mwamquwuaﬂumwamquwwata'[’umu puaz 38 lasmauad lddadmlngiily

» A - dd]j"i]yuu

1Y & o ada & & ) o~ a -
LWT’]:‘].;JE‘%T} Wimagn ﬁﬁﬂ‘inﬂ%ﬁﬂuﬂ&lmﬂﬂ‘ﬁa A8 HARBLNWAANT ﬂﬂﬁ']ﬂtgluﬂ’ﬁﬂﬂﬁ%lﬁllﬂﬂﬂ

Y o [ a s ' da A & v 4w )
‘JIBE]’]WI‘JE:(‘I-I.‘IJ \lﬂllﬂ AUREAIN ﬁﬂquﬂﬂqﬂuqﬂﬂuﬂu\lﬂLﬂﬂﬂTﬂ ‘lﬂLLﬂ TIRVILDTVRITEAILRE

P g & & “ o & i o vl
Tasfloudanianz 300-500 1 n Feamniguaduiaglaioes 1-2 daldan 3) anwmeTadIu

¥

P o a a & | a
Ingdamusuiusiungdnssumsfeegiuivaialuddy
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Abstract

The objectives of this research were to study 1) personal factors of consumers in
Bangkok Metropolis shopping for Avoderm dog food , who were target population under study
2) their purchasing behavior 3) the relationship between personal factors of population and
their purchasing behavior . Samples included 250 dog food shoppers . Questionnaire was used
to collect the data . A statistical software package was used to perform the analysis. Statistics
used in this study included both descriptive statistics(percentage , mean , standard deviation)

and inferential statistics( Chi-square test).

Outcome of the study revealed that the majority of respondents were female, single ,
20-30 years of age , bachelor degree graduates , working for private firms with monthly income
between 10,001-20,000 baht. Study of their purchasing behavior revealed that 38 percent of
them never purchased Avoderm dog food. The reason given was that they did not know the
product . Another reason given was the difficulty to acquire such product. Their most preferred
product was “Pedigree” . Factors influential to their decision to purchase dog food were
convenience of shopping . Pet food store was their most favorite place to shop for dog food.
They normally paid 300-500 baht for each purchase and their monthly usage was between 1-2
bags . Hypothesis test showed that personal factors of consumers were correlated to their

purchasing behavior of Avoderm dog food.




