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ABSTRACT

The purpose of this study was to examine the relationship between primary process
The decision to buy the buying behavior of One Tambon One Product: A Case Study of
Bamboo Product Muang Bua SubDistrict, Chumphon Buri District, Surin Province. The
study and use quantitative data by means of questionnaires from consumers who visit and
purchase products. Bamboo various projects under the One Tambon One Product "of 288
people use the case method of calculating an unknown number of people. How to select the
sample accidental. The data were analyzed by using descriptive statistics include frequency,
percentage, mean, standard deviation. Statistics and chi - square to examine the relationship
of the study showed that,

Behavior of consumers who visit and purchase Bamboo products. The bamboo
basketry product category selection, Most types of products, bamboo basketry hat The reason
for buying. Most purchase decisions, not because the demand for wickerwork own. The kit
purchased separately. The times that have bought. Frequency of purchasing products, wicker,
bamboo, more than 5 times the source of the information received by radio advertising. The
place to buy Bamboo products from manufacturers, The idea that features selected products
Bamboo influence buying. And consumers that there are many kinds of products. Needs.

Decision-making process of consumers who visit and purchase products, basketry,
wood. The process of buying bamboo products, bamboo basketry. The awareness of the
problem. Most wicker, bamboo products for your own use. In search of information.
Consumers can obtain information from customers who have purchased products before,

bamboo basketry. Alternative assessment. The workmanship is found that the sophistication



of the buying decision. The purchase decision with a partner who helps you buy. Based on
high quality. Behavior after the purchase. Consumers expect to recommend it to others to

know more products, bamboo basketry. Satisfaction and think that will continue to use

bamboo basketry product anymore,

Test the relationship between personal Decision-making processes.
Select products Bamboo's customers. When classified by gender, age, marital status,
education, occupations and incomes showed that personal factors. The overall process was
not correlated with the decision to purchase bamboo basketry. Significant at the 0.05 level
revealed the personal status. Education, occupation and income did not correlate with the
process of purchasing products Bamboo in recognizing the problem. News archive search.
Evaluation of alternative Decision making. And subsequent behavior, Purchase, but found
that personal factors such as gender and age is associated with decision-making process in
buying the products Bamboo concerns, News archive search. Evaluation of alternative

Decision making. And behavior after the purchase.

Test the relationship between purchasing behavior. The process of purchasing
products of Bamboo, When classified by the type of product to buy bamboo basketry. The
reason for buying. The times that have bought. The source of the information received. And
the place to buy Bamboo products found that the behavior of products Bamboo overall
decision-making process related to purchasing products, bamboo basketry, Significant at the
0.05 level showed that the behavior of the types of products Bamboo products Bamboo to
buy. The reason for the purchase. And the place to purchase Bamboo products. Decision-
making process relating to purchasing products Bamboo in recognizing the problem. News
archive search. Evaluation of alternative Decision making. And behavior after the purchase.
But found that the behavior of Bamboo products that have bought the times. And the source
of the information received. Did not correlate with the process of purchasing products

Bamboo in recognizing the problem. News archive search. Evaluation of alternative Decision

making. And behavior after the purchase.



