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Abstract

The purposes of this research were to study the customers consuming behavior, factors influencing
customers purchasing and compare the factors influencing customers purchasing in G.Q. Nom and Kanompung.
The sample of this researck was 310 customers. The instrument used in this study was a set of questionnaires.
Data was analyzed by frequencies, percentages, arithmetic means, standard deviation, t-test and F-test.

The result of this research were that (1) most of the sample groups were (62.90%), 20 — 30 years old
(30.97%), working as the officer(44.19%), and their monthly income was approximately 10,001 — 15,000 Baht
(30.97%), the frequency of purchasing was 1 time a week (29.03%), they liked to come to the shop on Sunday
which was 35.81 percent, at 13.01 pm. — 15.00 pm. (34.84%). They liked to come with their friend (46.77%)
and decided to purchase by themselves (45.30%), their favorite taste was butter with milk toast (34.84%)and
their favorite beverage was fresh milk (37.10%) the average purchasing was 41 — 70 Baht per time (49.30%),
the reason of their consumption was the good taste of product (66.45%), (2) the customers concerned about the
marketing factors which influencing their purchasing in G.Q. Nom and Kanompung at high level (;(- =3.62),
the first, second and third factors they concerned at high level were price, product and place (§ =3.86,
X =3.84 and X = 3.78 in order); the last factor they concerned at medium level was promotion (; =3.03).
(3) comparison between the factors influencing customers purchasing which were product , price, distribution ,
marketing promotion ,classified by demographic found that, the customers which were different in sex thought
in different way in 4 aspects at significance level 0.05, the customers which were different in age thought in
different way especially marketing promotion factor at significance level 0.01, the customers which were
different in career thought in different way for product factor and marketing promotion factor with significance
level 0.05 and 0.01 in order and the customers which were different in income were not thinking in the same

way for all 4 aspects with significance level 0.01.
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