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Abstract
179595

This research, the Consumer Behavior of Ostrich’s Products in Thailand aims to
investigate consumer behaviors of some ostrich’s products in Thailand. To compare buying
behavior of ostrich’s products in consumers who have different demographic backgrounds, to
assess the relationship between marketing mixed and buying behaviors. This is a survey research
which required information obtained by standard questionnaires. The sample group consisted of
400 convenient randomized cases from 4 different parts in Thailand. All obtained data were tested
statistically by using frequency, percentage, means and standard deviation. All hypothesizes were
tested by using t-test, F-test and Chi-square test. The respondents consisted of female more than
male and most of them are over 40 years of age, married or widower, Buddhism, Bachelor’s
degree graduated. Most of them are government officers have average income 10,001-30,000 baht
per month, |

The result from this survey study shows that most of consumers from this sample
group preferred to buy ostrich cooked meat which available at any restaurant more than other
ostrich’s products. The results also show that ostrich’s meat will be consumed only in some
special occasions or at any convenience because of new experience required and the decision was
done by themselves. Price of ostrich’s meat to be consumed is in between 201-500 baht. For other
ostrich’s products, most of consumers preferred to buy leather, egg, oil and feather, respectively.
Most of consumers were took these ostrich’s products from department store with the reason of
attractive aspect and the decision was done by themselves. Price of ostrich’s products are in
between 101-1,000 baht.

There was found a significant difference of buying behaviors of ostrich’s products in
this sample group. The association between buying behaviors and marketing mix (related to
product, price, place and promotion) as well as the demography backgrounds were found in this

study.





