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Factors Influencing the Purchasing Behavior of Cloth Dolls among Consumers
in Bangkok Metropolis
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Abstract

This research was intended to study: (1) purchasing behavior of cloth dolls among
consumers Bangkok Metropolis; (2) population features influencing purchasing behavior of
cloth dolls among consumers in Bangkok Metropolis; and (3) marketing mix factor
influencing consumer purchasing cloth dolls in Bangkok Metropolis.

This survey research was conducted in consumers purchasing or having
purchasing cloth dolls in Bangkok Metropolis. The confidence level of 95% defined the size
of 400 samples. The Sample wererandomed by multiple stage with sample. Tools used in
this research was a questionnaire with reliability of 0.945. Basic statistics for data analysis
were percent, mean standard deviation, inferential statistics were chi-square test and multiple
regression

Research had found that: (1) most samples were female, aged 19-23 years, under
graduation student, monthly income 5000 — 10000 baht Purchasing behavior of cloth dolls
among most consumers Teddy Bear , brown color , medium size , purchased from a
department store , because there were many style , to give on birthdays , by considering
purchasing of cloth dolls based on style/color, deciding to purchase , by comparing several ,
with friends , paid less than 500 baht a time (2) population features were found that sex,
education, occupation and income influenced purchasing behavior with significantly
statistical level of 0.05; and (3) marketing mix factors in terms of product, price, place, and
promotion influenced purchasing behavior of cloth dolls among consumers with significantly
statistical level of 0.05

Keywords: Purchase behavior, Marketing mix, Clothe dolls, Bangkok
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