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Marketing Factors and Consumer Behavior in Purchasing Process of Orchids

in Northern Provinces
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Abstract

Research topic is Consumer Behavior to Buying Process of Orchids in Upper North
Provinces. The objectives of this research were to study the factors of marketing that affecting
with the selections for buying orchids and to investigate the personality of consumer behavior in
the Upper North. The data of this subject was collected randomly by sampling 500 people buying
the orchids. The results of the study were as follows

Regarding 4P’s marketing mix in product factor, respondents gave precedence to
orchid buying behavior in Northern provinces, namely, in producers’ popularity, fame, variety of
orchids in terms of specifies, assurance of orchids product and popularity of orchids. With regards
to price factor, respondents gave precedence to orchid selecting buying behavior, namely, suitable
price with its quality, various prices and clear pricing tag. With regards to distribution channel,
respondents gave precedence to buying behavior in this respect, namely, orchid store location,
broad store space, enough parking lots, store located in community and standing out store sign.
For promotion factor, respondents feel that this factor is of high importance; namely, appropriate
manners to customers, ability to recommend to customers about orchid products and nice
packaging. Regarding orchid purchasing behavior, majority of respondents bought xxx orchids
cata the most. Orchids were bought from nearby markets, namely, orchid markets with no regular
shops. Majority of respondents buy from 1-2 stores and select colorful orchids without certain
time frame. Buyers buy 3 times per month and spends 100-500 baht each time by cash.
Information on orchid has been given by sellers and they normally made decision in buying by
themselves. Majority of respondents own 1-3 orchids and they bought 1-3 orchids each time of
purchasing. Factors in buying decision are format and beauty of orchid. The length of time for

orchid information was one day and the satisfaction level after the purchase was medium.
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