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Research Title: A Study of Consumers Behavior towards Thai Silk Products
Researcher: Associate Professor Dr. Walailak Atthirawong

School of Statistics, Faculty of Science, King Mongkut’s Institute of Technology Ladkrabang

ABSTRACT

Thai silk is one of Thailand’s most well-known products, which is considered as
the best silk in the world. It is famous for its bearing uniqueness features, beautiful
designs, bright colors and elegant quality. Silk weaving is«a long-established folk craft
passed down from generation to generation that resembles-the region’s cultural heritage.
It pays an important role to! the ! foundation of'\Thai’ local, economy' for centuries.
However, without grasping.into’understanding of what factors affecting.buyer behaviors, it
would be difficult t6 identifythe right market segments.. Studying customer-hehavior will
help relevant agencies and marketers-improve their strategies to provide customers with
better goods and “services. Therefore,<this research aims “at addressing factors affecting
consumers’ behaviors on Thai silk.and Thai §ilk products.| Structured questionnaire was
employed to gather,infermation from, 312 Bangkok and Metropolitan respondents. The
data obtained were then.analyzed using descriptive statistics, factor‘analysis and cluster
analysis. Form the analysis;wit“was ‘reveated that ‘there were™ six factors influencing
consumers’ behaviors on Thai silk and Thai sitk products i.e. ease of shopping, attractive
of product, advertisement, convenience, character of product, and promotion. A cluster
analysis indicates that there are two major consumer decision-making styles which are

“taste-oriented” and “convenience-seeking”.

Keywords: Thai Silk, Consumer Behavior, Factor Analysis, Cluster Analysis.
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nanfsidotneeudlsidatenolud 1) | (raniusnsasvesadnfud (Product
Differentiation) %3 8 AHKAARIINIIN 151299 W (Competitive Differentiation)
2) 03AUsENAY (Aouandi) vosmannnial (Product Component) 1y Usrlotifiugnu gUse
dnway AU MsUssYialelesaus sy 3) msfvuasumindniug (Product
Positioning) \luMsagnuuunan s gasuTenilouanssumisiunning uazilnneilu
InlavesgnAntvane 4) nswalsaniue (Product Developraent) wielvindn At 3
anvaurlniuazuiulln 4y (Netv - and  Improved) Sssassdefieannuanansalunns
navAuBIAIFDINTYEINAlARBILLAY 5) nagsiieaiuduy staundnfausi (Product
Mix) wazanendnsini (Product Line)

2. 511 (Price) munefs Sruaudidesinoiitelildndnsusi/usnis wiailunudn

[

wanuafignérfufidelilinausslovdainnisldndnfusi/uinasduiuiiuisne

U (Armstrong and Kotler. 2009) w3amunefia AauAmdndaeiluguiitu siandu P dain
da £ o v Y v a a o i
aaeiinTu 9910 Product 1ATusuNU (Cost) ¥09gnA HuilnAdsiuTeuisusEning
Arue: (Value) veanandiadaifusian (Price) vemwdadnsiiu Samargininsaguilnesy
Y a & Q. & 9o s v L o & <% Y [t )
sodulade saludiivuanagusaiusimaosiiatie 1) guAmivzluangmvegnan Sades
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¥
Y

funsanniseeuiuresgninluguAvemdninsiingenimandusiuu 2) funudunua
T Qv A 1% ) o
ANIeNeITed 3) NuUtu wae 4) Uadedu 9

3. nrsdaasun1saann (Promotion) ulasesilonsdeansiioasneninunelafens,

Fudmiousnns uieauAnvieseyana laegdlaliiinanusieinsvseiiaifiouanuns

a 1

o . a o (3 1 aa =1 P a
91 (Remind) Tundnfun Iﬂﬂmmwzuawﬁwamammgaﬂ ANULYD WASWEHRNIIUNIT

& - a 14 a Y v @
g8 (Etzel, Walker and Stanton. 2007) ﬁsaLQUﬂqiﬁﬂmaﬂaaqiLﬂﬂqﬂUmaN‘jasgﬂfJ’N%mqﬂﬂU

Y a

J P i 4 a &I a | ¥ o/
FDNDATNVIAUARLATNEANTIIUNITVD ﬂ’]imﬂﬂﬂﬁaﬂﬂiﬂﬁﬂ‘l‘ﬁWUﬂﬂﬁu%'}U (Personal

ee

. ° a 14 Iy} . o
Selling) vhn1sweuazn1sansedeaislaeliildnu (Non Personal Selling) 1a3esilalunis
a 14 a ¢ - Y | ot ~ - P % Y v - v
AndedeansilvateUssns ssderaidonldniavionatsiniesfiefesldndnnisidenly

A4 o« o ) . . .
1ASeYlaN1sanasNIsnaakuuYITaNUsYa unu (Integrated-Marketing, Communication

[ (3 (N

IMC) Tnefinsauttannumsngauiugnd wandosigidstulagussgymisanesuiuld

- o

a4 A | a P o &
LATDIUDNNISNLE U mwa’]ﬂ'ﬂﬁ'} £l WENU

" - ! o o I3
3.1 n15lawaln (Advertising Junanssnlun niausyiiansniieinueInng way

% (3

dnasunsaaaigItusdnd e vinas uie annaa Aessiinasdne dulaudgudus
s1ems (Armstrore. and Kotler,  2009) nagyslunislewandgiaendeaiy 1) nagnsnis
a$reassraulaivan (Create Stratedy) Hagunsisnaslaman (Advertising / Tactics) wae
2) ﬂaqwé?ia (Media: Strategy)

3.2 nsuelagldininiiuene (Personal- Selling) Wumsdeansseninsyprany

'
=

o v ' v a o ¢ a a v
uﬂﬂaLW'?JWEJ']EJ']N?\TIQF‘J,‘U'E—JVILﬂUﬂqutﬁqﬂuqﬂlﬂ%aNamﬂm‘n'ﬂia'ﬂiﬂqiﬂﬁﬂﬂqiﬂqﬂLLUU

wlgmiilaensavieldinsind (Etzel et al. 2007) visalunsiausvielagmiisnuie

v a v 14

4 v a % v o € =
WelmiAnnsvelazasenudunusouanugna (Armstrong and Kotler. 2009) %93y
a 1% Y ¢ [ Y) .

WNYIVBINY 1) naqwamsma‘lm’twumwuma (Personal Selling Strategy) uag2) N3

UIMIUUIBULE (Sales Force Management)

1 = » =< a 5 Q vV a
3.3 ANSAASUNI5UE (Sales Promotion) wmanmﬂumga‘l%sazauwnisﬁu'lmnm

9

& o« a e o6 & a o4 e v
MstevioaenaniuvIausnas (Amstrong: and Kotler., 2009) slhuipiasfionseAunaim

FosmstolFativayunislavantaginsviblagldwilnaauey Etzel FetV at - 2007) §a
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v A & v " 4 |
annsonseuawaule msvaasld viensvelasgniaugavine wisyaradulugons

Msdasamine msdaasunisne § 3 suuuu Ae 1) MmInseduiuilaa Seniinisdasy

£

nsvefidsgiuslna (Consumer Promotion) 2) MINTEAUAUNATN L38NIINTANATUNIS

e‘ & 2/ LY - 1 1 a
P8NLdAUnans (Trade Promotion) uag3) AMFNITHUNUNNTUUIY LIBNINTAUAIUNT

T v

d 1 1 LY .
eiyagniinauy (Sales Force Promotion)

3.4 nslivnuaryseanduius (Publicity and Public Relations) #A13mung

[

& ¥ 1 [ a a [ a [ & & a = a 1% =) a o M
MU 1) AT UNISIAUANUAALNEINUNANNUNVTBUINIT ‘ViiE]Gli']ﬁUﬂ'TWi’e)Ui‘UV\mN

Fosinmsteiu QummafuResseradesinsdiotu) lagiumsnsynedsmviededaiun

v ¢ a

2) Useanduius (Public” Relations) ninefeanineenulunisdeansniinisinauaulay

sdnsviluiteaiairuniissessdins Monandast wiadeuleyisliiAndungulanguwila
(Etzel et al. 2007) Inefiqesimmeifoduadsuviatotinmnadnionanindivesuien

3.5 N150a1AN RS (Direct- Marketing #3e Direct 1 Response  Marketing) 1S
TawanitelfAnnnsnauduslngns T(Direct Response Advertising) ak NSRANALToNASY
wian1slarpiouase (Onlipe Advertising)ﬁmmwmac«iwﬁuo’faﬁ 1) A15na19
n14m59 (Direct Marketing #38-Direct Responise Marketing) Jursandedeansiu

nauitmnealiiansnevausslasnss viovanedyianseine 9 Mminnsnaalddaaiu

v
b4 o 4

a L2 L 4’ [} YV a L7 = é’v ¥
mamnmvﬂmamsmﬁ%LLazmI‘wmﬂmwauauaﬂumuw ilfesfugiudeyagniuasly
desine 9 WedeanslaensadugnAt iy 1ddelavanuazuanaen 2) nslavuieliin

nsmevauedlagnse (Direct Response-Advertising)sbutmiansnislasandaniuge {3

v

v Y

3 gy WAnntsaavaussnaulpunsludiidirnais vsethelavan  3) n1seana

v

WBoumnsansonislavmi¥aunsa (Online Advertising ¥30n15Ma1ANTUED

o L4

S18nnsofind (Electronic Marketing #38 E-Marketing) 1Jun1slaiwatnuszuuiaiedng
aauameiviodumeiiin iledeasduasunarurendniuniviouinisiagsianiananiils

wazn1sA wndesilefidrdgludeiiusenaudie 1) nsvienisinsdwi 2) n1svielagly

) L a

WmnenTy 3) msvslagidurnnnden waza) Arsiennalnsim Ang wibnidlidenuy 39

VoA

galalignAndiianssiinamoUaues

Y
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4. N15595 MUY (Place 3@ Distribution) nu1884lATId519989189119N1590
Uiy FeUsznoudisanttukazianssuldiieindouinudufuazusnnsaneennsiuds

Y ) a L% (3 ! - LY 1 a a0
23419 amuuuwmwasmmmaaﬂqmamt’]mmaﬂaamuumwam ﬁ’JUﬂ‘UﬂiﬁJVI‘U'JEJ‘LUﬂ'ﬁ

nSEANEFAUAT USENaURIENISTLEY MIARIALAT Kazn1SIAUSITIAUAIAIART AILUNITIN

[

SeSaUsenouseanUsznauiddy 2 du il
4.1 9911901533 1mine (Channel Distribution) Manefis NFuveyARANIESAY
frnuieatesiunsindeudenanfusivieuinsdmiunmsldvieuilan (Kotler and
Keller. 2009) vievineiadumefinanits uasnssiansirdnsiusigniuasuiieludmans
TusvuutomnmsdadmiieTasyneusne dnan Aunane duslna uiegldmegnamnssu
Faprnarlddeanngs (Direct Channel) 3ndnantudaguilam iegldvasgaamnssunas
Tddomesanannyransauaunansildefusloaviodidnsgnannssy
4.2/n15nseEMANAT MSoNTsatuayuniIsnILIIERIAURgae0a(Physical
Distribution W38-Market|- Logistics) vanpfaaumineadesaiumsanauin nsujifinisnia
uHuLazNIIAIUARNISAFUNe Taghy Uedenisude uavauandaisagy MnyAFuRlU
gavhelunsustaaiesayaussniamfeinsvesgnilagsianiafals (Kotler and Keller.
2009) viemneianenssuiiATdosiumIpdaud e AR Fandrdn Ll guilnavie
N

flémsgravnssundsnstawiandindidgide 1) asvuds 2 msiuinunauduas

ASASIAUAN WAL 3) NNSUTMITALAIAGGE

2.3 nguijuazuurAnineanunginssuguilg
waAnssuvesiEaisusuaInMsiidasn (Stimulus) annsgdu (Stimulate) Aamgdniii
Yy e v v o v ad v oa d v i o
Trfandarnudesmsudonhmemdeyaifnafudiozannsansuausinudesnisiveri
v a & a a 4 o a aa =
mssndulareuaziiangiinssunsdeduilunismouauss (Response) luiign (325504 13

$mul. 2538)
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L

1. Aud (Stimulus) mneds defidmnnssnusasnszduiuiion Ssorainiuldan
dudrnelu (nside Stimulus) #isumeiennuliaugansmenmuienaiala deliia
AsInsTiaginwaLRaty wiedudrannteuen Outside Stimulus) Fautsoanifu

1.1 Audmenisnan (Marketing ~ Stimulus) sududusiietestudiu
Uszaumnenismain (Marketing Mix) %3 4P’s finnisnanadeafmuniusiuaziihunls
nszfuuslaafinmsnssmindsmniliaunauasiinaudeinistedausznaudae

1.1.1 Aufreundndost (Product) 1w nmsesnuuunanfasilaisnin
nouly

1.1.2 Aufaiusinl (Price) Wy msimunsaauiilvne funanfoust
lng#ansangnAtavging

113 Aussursmnanisiasamiag (Distribution or Place) 1y nsdn
aiwm'wNﬁmﬁmvﬁﬁdﬁmmasmmm'cﬁu%Im

118 FaFaumsdauasunisnain 1y mslasen dauanvisesun

12 dudiduq Wudndaiidudnunndennoreniieguanniiammpaunuus
dwasiemsindulovifiiansdsld iy anwiaswgieia waluladisiugmiuazan
Tumnsefudnn Assrdug Aidnuaslunndaverssslineliifnnstouiaedanudenis
AT annzAsyghaannsy [usy

2. naeash (Buyer's Black Box) Lusyuuvesmieidn natudoens waznseuiuns
ﬁﬂau’laﬁl,ﬁﬂ“ﬁuumnmmﬁﬂLLaxﬁm'lwmé'%aLU%‘aULaﬁama'awﬁ %‘aéw%mw?aﬁma‘lﬁmmm
sl Fadomerewdnuineivtedesine Alnadenginssumsfaduladovesduilan
swﬁaﬁaaﬁnmﬁﬁv’uma'wuENr“mnsiunismunwsluﬂﬁﬁﬂ?lu'la%amw"{u%‘[nﬂ

3. NMInoUAUDY (Respond) wefls woRnssufiiinisuanisenvesyarandiniia
dudunnsedu mnefamsinaulatovesduilag Ussneude

3.1 msidenudnsiue (Product Choice)

3:2.. n5IaenAsIaUAT (Brand Choice)

3.3 /nnsidangve (Dealer Choice)
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3.4 msi@enianlun1sie (Purchase Timing)

3.5 ms@aenusuiunsye (Purchase Amount)

a

A4151 NADIAI N1SABUAUDY

(Stimulus) (Black Box) (Respond)

AT 2.10 JULUUNGRnTSURUSINABE 1Y

71 : @3558 LAI5MY (2538)

v oo
v vV a

JULUUYRINGANT BRI U LRSS UAUINA M STTALT IaNsE R ude1a uleivied

a

Meusn 1Y Auynenisnaie de399u dudnnely laundymndguiaamuiuaiiie

o

a v al & i & a v 1/ /& Voa v 1 v yes et
QWﬂﬂW?LiHUEWi@ﬂGﬁ@Q@UWQ ‘Uﬁﬁ\ﬁﬂsSQUWTaW‘Uﬂ@.h/ilnﬂﬂﬂ'ﬂllmaﬁﬂ'ﬁm']uL‘U']N']‘I,Uﬂ'ﬂllzaﬂurl

]
=

Ane3Ee (Buyer’s Black Box)iUStutalounaasniindnanlyalansanmanisalls mnusdn
inAnveguilnanuanasiuidinananisnouaueiaITuReIn syt uilnaunneafy

AININN 2.10

2.4saan19luaity
2.4.1 Mmsduuangusnulsaimatianisdasazingu
MITMUNNGUFILUTAEWANANITIATILYINgY (Cluster AnalysishTumaliafilgsuun

vIeuuingu (Muneds au dnd A wie-esdns LUusu) visulnsdlin (Case) sonidu

a W < U

ngugay 9 A 2 nguTuld Case Neglunguideniueziidnvaurnindoutuniondeiudiu

[ I a w

Case MBYANNAUNUILHANYULNLANANTUAITUNITHINTUNEDNAN WL NS OFILUTTIE

v 9

dunldlunisudanguisdianuddey Case Neglunguideaiuiiamiuduiusiuunnnin Case

[ 1w

negaanguiu Case Mogannguiulimudunusiutesnislifinuduiusiuesdanis

Y 9

Iuunnguiuuseiemaiia (Cluster Analysis) Ndeuled 2 Uszian laun
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=

1. Hierarchical Cluster Analysis f3aulasiil
1) Tunsainlglunsuus Case 1u 977w Case #asn31 200 wagduaud
wUsaaslaiunniguriu
o | 1o v [J ! ! o o a fnddv
2) mstuunngulidndudomsuinaungunou dievinsiaswiisiay
< ° oA v
Wondwunguimaneaulv
3) AeumsliaTgideyalidulusiomsuin Case lnagnquln
2. Nonhierarchical Cluster Analysis ##39138n091 K - Means Cluster
Analysisiiumailan1sduun Case-oanidunauees. agldidefidnuiu Case un daaluay
v o Y o = v ° ° l C) o v '
Tdidlen > 200 lnegvinnasAnwiassosiavundiuiungy wios el Cluster AFBINg 1w
Amualviill k nquanAla K-Means( 3sdimsviaunais ) seulaglulnagseussiinissu
I I = - Ve 5 = | ! 1 4
Cases Wiluaglungulanguuiis Tnsidenngud Case HuilszugrnininAinavenguiley
& ¥ o ] u 1] o 1 ¥ ﬂ:/ | J 1 4 <~
nga uariwluAnawsssngalval agiugulsunseiianateweingulaiiavunas wie
AsUTILINTAUNAIMUALS Taasaudsulalumafia K-Means - Cluster Analysis 3egaadiugn
wsdasinafeluainasunsana-(nterval Scale) vieanadnsnaaui(Ration Scale)
2.4.2 MmAaneidaly
nManATeVlede (Factor Analysis) \iivadaiild s amngusuusisidnsmzivilouduly
A @ o a4 o ) o ° v A A 1al Y
Tunguidiariu Ineldnguszasdiieiavansaudumndssviuning udeesintede
(Factor) w3engu lagedeadauduiusszninaiiuds (Communality) wazasdeinluusas
Uadgeslunnuneandeavesiulsieglulliduiu sasazdaduussnausmesulswany
aa ¥ w61 [ < a a [ A a v v & v
iliauduiusyiniugs (@adululuiiamadisiiu viefianenssdiuiuile) Ussian
vounalaMsinsgviesdusenau Teun

L3

1) M5AATIENDIRYITENBULTIA15I3 (Exploratory Factor Analysis: EFA) N153LA18W
a o aa v 1 Y oA a v v < Y %
psAUsznaulvdrasllunsdidinulifianuivieiinuitiosunniieaiulassadn
v o o« v a4 = % @ ° Y da 1 a vl
AnuduRusveIulsiefnulassairsvesiulsuaranduauduysidegnulviinng

sunule
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2) MIUATILNDIAUTENBUITIEUEU (Confirmatory Factor Analysis : CFA) N3
3mswx1ﬁméﬂsznau@@ué’u%‘l*ﬁ’niﬁﬁ@”ﬂmwswiﬂiaa%ﬂammﬁ’uﬁ’uﬁ'mmﬁaLLUW?amﬂ
dﬂﬂsaa%ﬂoﬂ’mué’uﬁuémaaﬁaLLUims%LﬂugULLUU‘IW'%‘@WMW@]’QLLUi‘lﬂﬁNﬁﬁmmﬁuﬁué
fuinnuazmseglussdusznauieriuniomainiidudslanlifiauduiusiunsazey
AeesAUsEnauiunIendlaigAnymsulassaiianuduiusvesiiwlsvienalii
Tassadsanuduiusvesiuusiduedslsuazasldinaiamsiinseiosnusenouidedudu
WnsvasUnIsdusuauduiusinduegreaiinalivielilaenisdasizimaiunsads
Taseadnatiuies

v

wadlansinagidadoi ingusvasddl

1) efnwiinesdusznausaufivrauisaeiuienauduRusaufusendng
Fulsinqlaefidiuesdusenouiimlfesisiautoondsanuiuusiuilimsu
Iilesfusznausiueslstiefhnuuiiaenia Exploratory Factor-Analysis Modal (EFA)

2) ilennaovamAgIuieIfulAsEs e tasfUsERBI NS U sEnoUT LAY
FuUsusavsanasitindnnsesns At ndunusfved s nentselfiaslansafui
manzuliveusenausbsuserlstanseasuliuiedasmsvadeuiadauseneustng
ﬁmsaﬁ"UIaJmaw%amaﬁ'quwﬁﬁﬁaq’w‘%a‘lﬂﬁaLLUUﬁL%‘&Jﬂ’i’] Qonfifmatory Factor Analysis
Model (CFA)

Tnehluudmaiiansiayeidaduiiselogsisng

1) LﬁaaﬂﬁwmuﬁaLLUsTmamssauﬁ'mﬂwmaf]ﬁ’ﬂﬁag'luﬂ%aﬁ’mﬁmﬁuﬂﬁaﬁlﬁ
ﬁaiwLfJquT'JLLUi‘lmJ'*?ia']msnmﬁhsﬁau‘,a‘um{]ﬂﬁaﬁa%'wa%ulﬁﬁeniﬂ Factor Score 34
awnsathladeisnaniuiduimuusdmsumsiesmginadnseluiunisinsigianny
annouuarduUITANsanduwus (Regression and Correlation Analysis) A5IATIEIIAIY
w3Us7U (ANOVAMSAdDUANNAZIU  ttest  Z-test Wagn1salATIEdUUNNGY
(Discriminant Analysis) tHusu

2) dalum sy vinnsndaudsdaszreanadanisiaiteiniiudan el

AIANNUS (Mlticollinearity)
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) lsiulassadunnuduiusvesiulsidnwienninafiansins ey
Yedarmenduusyavisanduius (Correlation) ‘ume‘hLLUSLLm'axQ'LLé’széfuLUsﬁé’uﬁuﬁ‘
funnBilutedie S euselinneiidasaisiuansemduiusvesiudsena 4
ﬁaq’luﬂ%ﬁmﬁmﬁ'ﬂé’

a) vihlvesursanumnevesusazdadeldnuaiumangvesiiulsning q fiey

Tutlasetiuyhvarunsadrluldluaunisinawsula

JunauNTIATILNtase (Factor Analysis)-nasuiinaila Factor Analysis TUaiasiev

'S

1 )

Foyauitedanquuieduunnduaiusuuaiu 4 Tuneudsil

Y o a Y &£ YRy @ ' . .
Uil 1 MyadruvIndduyssandavdunusvasiauusvng (Correlation Matrix)

Tuduusatiaziimsiieasananiiduiusvesindsndlag ldadud seansanduius

i 4
UK%

1) mmauﬂsuamawé’uwuﬁwmmLLUsﬂ"lmumlnaﬂma 1 wangaeuUseuull
mma’l’uﬁuéﬁumnmsaq’luﬁ%ﬁ'mﬁmﬁu

2) f1ANduY L ANTAMAUWYS ‘uaqmuﬂmiﬂum’lﬂaﬂuaLLammmLLw@jﬁulﬁﬁ
AduusivvseduuAutpgnAsagAUar U

v w a" re L LY € o d‘ & U o 6 L2 4‘ e‘ =l

3) gsulsrldiiaudunusnusundseu 9 wsellauduiusiuniulsou o Muae
YRUINATARMLUTHLBNINNNTARTIEN

Y o [ o/ i

UN 2 n15anaUade (Factor Extraction)

L (3 LY A 3 (2 a ¥ o
Tmquszashvasnisanatedefienisnidiuautledy (Factor) Manunsaldunuiiuys

mwumnmﬁ'ﬂﬁ‘i%‘msaﬁ'ﬂﬂﬂ%’aﬁwmai‘ﬁ’luﬁﬁ%ﬂénﬁﬁ% Principal Component Analysis :

' s
aa

PCA Fauisfilnanniign Principal Component Analysis violuitisuntgeqin PCA Uy

=

ca o a v a0 v v ada
agUszasAnaziswasidunvesiulsiiduiuduysinunlilutadeniivies

==
.
)
ce
]

(3

6 T9E RIS LAz B AT VA NLA AL FILUSIUNTIATIER PCA avadng

Linear Combination wasfauuslaentaden 1 2=y Linear Combination wsnuazil
= o o = ! Yo o o S

seanidenaanduusumnngamsonanalanimuysusigegatiaden 12 At s Linear

v g ) Y ° o o e v o o =l
Combination 'U@QﬁnuﬂﬁL‘U'UﬂuLLaga']ll'ﬁﬂuqi']EJa’dL@UﬂﬂL‘Wﬁa@%ﬂ']ﬂﬂq@ﬂ']ﬂmquﬂsiﬂﬂﬂ
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j
(g

Jadefl 2 2edsiaann (Orthogonal) fuiladbusnvienanindadedl 2 lufieuduiusiv
Jaded 1 Fadumsuftgminisiin Multicollinearity Factor Uadedl 3 \Hu Linear
Combination vasfuusitufulifianuduiusiuieden 1 uas 2uazansaideya
(Information)fimasanduyslduniigaluinusadeafunisasretiadedidude q luagld
wannaeisiinandnadulududl 2 Sessildamnsadseana Factor Loading leiuanly
Factor Loading 'lumiﬁmsmﬁ'lﬁﬁaLLUi‘lﬂﬁwﬁmi%aq‘lu{]aﬁaLﬁmﬁ’u’lw,wias{]mé’a'lﬁ
#9715041A1 Factor loading vesusagfulsin Factor Loading vesuuslasiAun (4hg
+1 ¥30-1) msa‘fﬂﬁaLnﬂsﬁu’uag"luﬂqé’mfuluuwﬂszﬂm Factor Loading fiAnans & vinlwla
wilahmsdasuustiluitadlafnseginnisminudsayldnamseluludud 3

il 3 nsvsutnuilaldy (Factor Rotation)

Faldnanudaluduil 2 3 nsdinan Factor Laading ilrnans q vililiianunsadam
wshmsegluiledslaldiussdomanismuunusiuingyszasseinsmyuinutiedefie
wievilvien Factor Loading vsssnutsiiiuinniunioanasaunseiminlimsiuidudsiu
msegluthitlaviolinisetiuliedsln

Wvyuwnuiade s msuguinuiladed 2 35van Ae

1) Orthogonal Rotation tumsmsubnutadsliidatianeiilidadosansuniedu
Baseiuusvhlien Factor Loading tndunieanad

2) Oblique Rotation Wunismpuunuiladslvludnungitadelisaantunietade
Lidudaseiuiuies

¥
o

UN 4 N15AUIUAIALLULUIIY (Factor Score)

ﬂl o o dd d = 1 e IA 1 L 1
LJJEJa’m'ﬁﬂQﬂW'JLLU?VINE]EJQ’]U')U&I’WLﬂﬂﬂLﬂUﬂ’q&lGl’lLL‘USIJ.Iﬂﬂquﬂﬁﬂﬂiﬂﬂ’]‘uqmﬁ'}ﬂﬁ
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A dBuuuIINSEIY 0.000= 0.999 nueiassaumsinaulaliunndsiuinn man

drudauuuinasgruiiang 1000 Wwiulusgmneisszdunmsindulafianuuandenuunn

3.4 MyIATidayn
a § v N ! < a (873 o v 1
msaswideyannwiuaounitiagiuadu 3 daufe-1) msiinisideyavhlumes
Yovar 2) nsdnnquaupsiindsildvdwasensiaduladenvendadmsiaindilvalneg lagldnns
a (3 4 Y U V. a v Ay vy a
AR eaRUsEneY (Factor “Analysis) ey 3)  midanguiuitnnamnidadenlasmegnsiaia
MIBATIenga (Cluster Analysis)

3.4.1 admBewssaiun (Description Statistics) (ugaantnldussengnuanyuzves

al

FoyafiAusiusaunannguinegnaiinunfine o
3.4.1.1 fAr¥evaz. (Percentage) liiinsivvdoyavatuutasuniunoun 1 luises

Weanudeyamluuagiimuad/moRnssumondadasiaindilvulve

Sowar = duveweyaluwsazie X 100 (3.2)

FIUIUTINVINUA
3.4.1.2 ANRasEaYAMa (Arithmetic  Mean) T9dmsusuuasuniulunaun 2

a ) v aaa v a P & a o ¢ v v 1 o a
WNenfutadenidvsnadensindulaidentondndusiandlnulng aeldgasdall (waefnd v

$onl. 12543 142)
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Tx

n

X = (3.3)

4‘ 1 U 1 U !
W X uwnu Azuuuwsazmlungudiegng

X unu Aeduavadinueingueiieg
no W nuveseyalunguiieg

22X uwnu NATINVDIALLUUYINLA

' ] = . . -~
3.4.1.3 Ardrulsauunnnsgiu (Standard Deviation) ldlunmsiiasizviuazua
1% i - o o v @
ANUNUNEYBITaYan19Y iNaudaelisanuuznisnszatsva sy taeldans Waeini

viASmd. 2543: 143) T

2
TN X)
S.D.= 2 X (3.49)
nin- 1)

4. ! M A i o 1
o SO =gl AdIuUaAuNIR TENUUINGURIBE N

X et pruuulsasislunguieg

n VBN AuInYeteyalungusiegls

3.4.2 siR@yuu (Inferential Statistics) (Huafiafildasuivansaznquiiodaf
=1 1 v a < J a (Y « ¥ o é’
Anwnenisendauladendendnnumanndlvulne fail
3.4.2.1 M5IATIENDIAUIENBU (Factor Analysis) 158 NTIATIEIUITE
a a4 o oW ) icda a | v a - &
Jumslieszideyaiiedanguiuusdiulsraunanisnainfidaninasenisinduladende

nanAumne ulneludiun 2 Tnewvadu 4 Junou fadl

1) msaiumvindduussansanduiusvasiauusyng (Correlation Matrix)

NDa

lagRarsumuduiusvesiiuusynglasldaduyszansanduius TnedrArduussan
anduiusveaiiulsaladelng +1 v3e -1 wananfnUsauliaudiusiunaseglulade

[
a (%

Weny  wavInANduUSEaNSandunus mmmuﬂm‘tmum’ln Aud LLam'J'wéhLLUsfjuulﬂﬁ
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AnuduiusAunseduiusiutiesunnasegauasdavy LazdmuUsiilifanuduiusfiuduys
Su  vefimuduiusufuysoun fndotemnnmsinfuusiusananmsiinges

2) n1safailady (Factor  Extraction) laal935 Principal Component
Analysis (PCA)

3) n1suyuunuilade (Factor Rotation) TuaAdeill§isvuunutiadouvy
Orthogonal Rotation Ttlededanniuniedudassfuusvihliien Factor Loading iiinduvide
anas MEIoNTS Varimax with Kaizer Normalization

4) MSAUINAIAZHELYade (Factor Score) aanunsndndiulsniie

v

Swnunndedunguiulslifngy uagiedndusulstmimiluiinsideluls

3422 n13esisingu(Cluster  "Analysis) luawidd pill433
Nonhierarchical Clustér Analysis #1368 K # Means Clustet Analysis tesannisiuaunguiiogis
un (n > 200) TnedRdeavdodamundnuaungy vsed iy Cluster 093 L fvunlvi
k WU 2,3,4... NAY WAlA K:Means Qgiin3yingaunane | 9 98U (iteration) devilguilaunsyite
ﬂ'mmwaaﬂfjﬂﬁLﬂﬁauuﬂaaw?aﬂimi’m’auiauﬁﬁmuﬂﬁ ilamsTtnguiIIaNTians

a Y v a 1o ' & ) 74 (% o cal ° L
E]'D"‘U'WEJaﬂUiu&“UENQ'Uﬂﬂﬂ‘lﬂE]EJ’NLM?J’]%&LII‘HﬂﬁVH] zm‘hﬂ%ﬁmwmmua 8 E{VIﬁ‘V]L‘MN'WﬂlJﬂTWi‘U

' d' = 14 1
NUIGITUNILA gavoeoly
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UNN 4

HAN13IATIZYTRYA

v v
[

ASI8ASIUL

[

mgUszasdie 1) AnwidgAnssuguilaasiendnsdiusiandalvulng
2) Yadenanismarnniinasenisdnauladendenansunaninvalneway 3) iiald@usuuy
I3 L) v v 1 a [ ¥ o 3 %
nagvsnImMInand miugusznaunslungunindueiiviinelagldvimsiiunusiudeya
1 £ 1 o ¥ L | a A
PNNGUAIBENINTIIN 350 T8 uarlasuuuvaeununduAuNlagiiLvuuABUNINT
auysahhinliaseilasiuig 312 avvantflusoraz-89.14 VY9IWUUABUNLTMLAUTIVUTIY
Viavue Jamansiiasgvivegalisneaziduncsriolui
4.1 deyavialuvesEineuluuga a1y
Amounvuasuaandulng fesar 740 Wuimavan 91808531319 25:35 Yuaze
N1 25 U AWIUWINIVADIBUaY 23.1 | 399091130aY. 21,2 187g3¥uina-36:45 Udney
v a P U a a a0 A ° '
wuvaeunuioray 31.1 {919n31YNNT/35TeN1NY 39IUI2NBYR1TWAY ) WagYinaueY
luuSvnenvupniuegas 256 tay 22.8 pud iU wagwuiidiulvaionay 36.2 I5eld
agluYae5ening 15,001 — 30,000 U taessaeil 4.1 hanssgazidenrasuoyaniluves

v
g

nqusagenliinMsAinenluanidepssd

a0



o v @
A19799 4.1%8yavnly

) msfnwwginssuduilnadendninsioindilvlng

suneldausinermanst we. 2557

Foyanaly I | Foway
1) e
e 230 74.0
e 81 26.0
594 312 100.0
2) 91y
MmN 25 Y 72 231
25-35 1 72 23.1
36-45 U 66 21.2
46-50 U 37 11.9
51-60 U 46 14.7
60 YUY 19 6.1
594 312 100.0
3) 1IN
SNYMS/3FIAMND 97 31.1
WUNIUUTENLON YU 71 22.8
waU T/ NeU 27 8.7
11v0eAANNS 34 10.9
Juq 80 25.6
laisey 3 1.0
574 312 100.0
4) s1wladqatu
#N31 15,000 YW1 90 29.8
15,001 - 30,000 um 113 36.2
30,001 - 45,000 U 49 15.7
45,001 - 60,000 UMW 33 10.6
1An31 60,000 UMTUlY 24 7.7
laisey 3 1.0
594 312 100.0

4.1.1 woAnssuguslaa

e

¥ o ° a Y oa a [ - & a L v a1
dglevihmsdnanginssuduslaaieiunsidontendnsusianndilnlne ey

} elv a v a ! 5 % (3 LY < &’
mmdlumstesuUszanaiadslunsdndulausazads Tngusvasdnanlunisidente wgua

lunsindule wasUsennvaIndn et \usu Taoiseazidusminans i s 4.2 saluil
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A58 4.2 weAnTsuguilne

WoANsIURUILNA | Sovas
1) swauiuleswaslunistendadusiandlnulnely
uazae
1oun31 2,000 UM 76 24.4
2,001-3,000 um 86 27.6
3,001-5,000 um 35 11.2
5,001-8,000 um 13 4.2
8,001-10,000 umm 2 0.6
1nndn 10,000 vmTuly 2 0.6
laisey 98 31.4
394 312 100.0
2) anwiindeudewdnfasitaln
wraswandlug/Sudmhelaunsy 89 28.5
uuanduiisauanlnsSalde i 4 90 28.8
Sudniidsoglndvidslusasndud 36 11.5
Bu 1 0.3
laisey 96 30.8
3?4 312 100.0
3) Snquszasdnanlunsifondondasousidalu
Foldios 127 40.7
Juvesn/masisyan 79 25.3
musia*?'iagimﬁw‘%aﬁwﬁmwu 4 1.3
Wuvesazvau 3 1.0
Buq 3 1.0
laisey 96 30.8
374 312 100.0
1) Franavisewmenalafiindsnisidende/denldinlvay
wanfausiandluuuiniign
wanatln 28 9.0
WANAAINTIUG 7 2.2
uddrysng 9 wiu Tune Tuul Wudu 32 10.3
AUUANUNTONDAARYFN 9 69 22.1
nnlania 73 23.4
Bu 7 2.2
laisey 96 30.8
3 312 100.0
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WOANTIURUILAA du | Jevas
5) mauaiiddryiigafidendendndusiandiluy

avuayuducing 65 20.8
Aflauvasdinulng 38 12.2
fisuuuuvannvangiiangau 49 15.7
Furoudnlmilve 58 18.6
Bu e 5 1.6
laisgy 97 31.1
374 312 100.0

a e

a ¥ 4y o X
6) UseinNuaanannuennluunielizonde
(mauldunnin 1 U8)

A/ fRu 113 32.2
\nSeauAINe il Wy Eefugw/ae3 [Wusiu 107 30.5
VUBUBY/UBINN LAY 32 9.1

] =% a L & v 1 4 ia + !
YaeszananuandaaENlw Wil naesldnivy nszadild

w3nsd1ana \udy 0 s
HwuAB /uAln 47 13.4
nszidaile 11 3.1
Ju 9 1 0.3
374 351 100.0
7) audnvasiddyignveshlnmdadausiandilvlng
fidassuagainantfiante 60 19.2
auldaune 35 11.2
Hundasusintandsondnualruidulng 147 47.1
wanseaNianUNgnIvQiig e aulavialia 64 20.5
Ju 5 1.6
laiszy 1 0.3
394 312 100.0
8) Yaiduiigavosdinluu/mandnueiaindnluulne

P 93 29.8
QuashweIn 117 37.5
ﬁfh‘l%’«m’lums@LLa%’nMLWmﬁwﬁqmnms’l%mu

WU NsEnuse Wudu >8 18.6
aduglngininiy 34 10.9
aildldauiy 7 2.2
au 3 1.0
3 312 100.0
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weAnssuduilam | Sewas
9) NswneITN1sATIvEaUINTudinlvulneg
lainsu 228 73.1
NI 79 25.3
laisey 5 1.6
33U 312 100.0

° a o & a g (4 v ' Y L

drurutulagiadslunisdendadusiandilvulnelundazass wuingneu
wuvaeunwdlvgfesas 31.4 Liseydiusuiu sataaniosay 27.6 seyineglundu
2,001-3,000 U™ Waz¥esas 27.6 syyinaulszanuinidegluieiunasnin 2,000 um

o

anuiiitesdonansnsitlivalng wuindiilnydesay 28.8 Tnstonaninusin
Inilngarnauldnadumi sanansdlnnseidefia g sesasnunasnandnlnu/iu
Iminelaunsednduioeay 28.5 LLas%ﬁuﬁwﬁé?mg‘lﬂﬁﬂ%@iuﬁ’maﬁw?mﬁwL?Ju%'aﬂaz 11.5
ANAIU

o s

nqu vasAnantunIsaantananfeir s lne nudrdiuluai$esey 40.7 finns
Foldiee sosasunduveshn/vesnseanaaluseuay 285
A’ a ar ¢ ¥ ] 1 1 9 [

wignalunisBenandusivandalvnulng wundilngesay 208 nguailunis
avfuayuveslve seeasadumstugeuilvsiineAnmiiieray 18.6 wagiigduvuvanvane
favnudnudesay 15.7 Rauaiou

1 &’ = = s 1

YranavsawmAnialunisiaanadesaentdiilnuaansuaiainglvulne wuan
dnllwgfevay 23.4 Junistonnlenia sosasundunuussnunseisddyAnluiovas

o

22.1 uwavTudfyeing 9 wu Yuwe Juusl udu Aadudesas 10.3 audsiv
Ussianvasudndmusiiiivalneg wuindneuiuvasunudilvgiesay 32.2 o
denwednlva/dilu sesaswnievas 30.5 WunIsausanieanndiluu wu deryse/ans

wazdoray 13.4 [Wurwume /ualn suaieu
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audnuuziidfyiigavasiilva/mindusiaindiluulng wuidilvyiovay
471 Wundndasiiuansdaendnsainnudulng sesaaniduuansesnininungnsy/
pRignaranlavieldnufniluiesas 205 uariidassuararnanefimsnudanduiovay
19.2 auaIeu

$aiduiigavasinluu/mdndnsiaindrluulng wuivdnlngfesay 375 1y
Ussiitudunsquasnwenn sesaanfusingsdosas 29.8 uasildlddslunisquainm
Wanfundannnnislden wu msdnuisAndiudevas 18.6 mudiu

33n13n52vgaauindudaInglune wunaulugfedesas 731 Linsuisnns
nsaeuilvg uagniuitsnseasuinlveAniluiesas 25.3

. - - & - vy a o ¢ v !
YranavsawiAnialunisiaendesaenldialna/aannusianndalualne wuin

Y

dwlngfovar 234 Uunsyeynlaniaseseaniunuissnunisitddngdniluiesay

<

22.1 wazSudrfaeing 9 s Yuvie uad (Tusu Anduieeey 103 anudidu

4.2 n153AIEARAUsENOU

Va

deldsuluvaatnunduing3devianisasiadauninignisivesdeyauas

o 1 M oy v ° Y e a ¢
ﬂﬂLLUUﬁ@Uﬂ']ﬁJV\AI‘ZﬂNVLﬂaaﬂQUIWLLUUaaUﬂ')N‘\mu'JU 312 ﬁﬂ AU IVLAINERUAY

a

Uszmamammmﬁ'uﬁuﬁ‘mda“ ’JEJﬂ’ﬂJJL‘ﬁE)iJUIUiuﬂUiEJEJa” 95 Lﬂummm"lumsaamu

v

Yoya laeldatianugiu (Ialn Avada

a

Youay Aady uay muwmwumms’m) IGEGRGIEN
USuna Tun nsiiesiesiesduseney (Factor . Analysis) wagn1s3iasngndangs (Cluster
Analysis) dmsumaiamslinsgiasrussnavatimsmeaeudermuaiosduriou sl

RGP LERNT finauLuUasUANFBININNTT 150 AU (Pallant. 2001) 9 ndeAmualy
Fotiwuinmsiseadailiin quiag19dwI 312 AU

2 &uUsvaAndanduwus (Correlation) Lﬁaaﬁuiwdwﬁmﬂsqaﬂiw 0.3 Fuly
(Wiersma, 1911) %qmﬂ‘ifayawuiwmé’uﬂixﬁwéawé’uﬁué (Correlation) $EWINFILUTVD
Yoyaiigenin 03 #1702 4

U
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3 #W91501A1 KMO H1gendn 0.6 wislil uawen Bartlett’s test of Sphericity fifn

Y

VEGH!

[ aa

e (Significance) wialsl (Burns. 1990) Fauansfamsnait 4.3

ﬂ']i'Nﬁ 4.3 mvaaaulay KMO and Bartlett's Test

Kaiser — Meyer — Olkin Measure of Sampling Adequacy 0.911
Approx. Chi-Square | 5972.002

Bartlett ‘s Test of Sphericity df 630
Sig. 0.000

INANTWA 4.3 WUIAIKMO Aidnuindladlen 0.911 waven Bartlett’s Test of
Sphericity Mlgvnaasuatufgiuiian Chi-Square =5,972.002 A1 p-value = 0.00 JaUfias
a ™) I’y A ) U wllf U ol v &
auufgiu (Ho) Wudafiuusva 35 sdauduiusiu idurincanimageudennautesiy

v
(% ¥ o

via 3 do vhiilddeasuirdayenldemnisinusivnateyaiiaisminsaslunasldinada
BrslasiesAdsznavuansdatoyaniletwnvaungldnatianisingssrtseney
(Factor Analysis)
& e [} s z a4 a | W daa a '
PMnUhmMsanngsalseneu (Factor Extraction) ieR9138d191U238 NiidnEwasie
v a - &’ a (% L3 ¥ o val L3 aca 6
nmsinduladendendndusiaindlvninganinsadnuunlanesausenou laedsiinsienen
Usgnaunan (Principle’”, Component.. ~Anatysis) | kazgiinua liudazesnusenouliud
Y v W <2 <~ v aa » a‘ o
AudUNUSY Fudenuuunuuuuysain (Orthogonal) Mag3s Varimax N1d1uiuseulums
anmesAUsEnau 25 seU uamimaleiny (Eigenvalues) Mfia1u1nnan 1 uagliuansan
fuUseAndandunus (Factor Loading) fiteenin 0.3 uagwuinAileinu (Eigenvalues) 7la
1NN 1 TABY 6 B9AYIZNDU AILUKANTITIATILATITENNITNAINAINITATINNGUG
wusnlndiAeanuliteiu Inglaladendu 6 Uade sl (eazidennnnsnen 4.4)
v Y ' - A’ . < ° w L
1. Uadedruadnuitelunisidan®e (Ease of Shopping) dAudAgeylusysiu
a0 " | W s ¢l v a’lj a v 5
170 flAn Eigenvalues Wiy 6.845 waziUesidunntadeiiaunsaedursmnuduulsiavun

16 19.013 % Usznausiy 12 wls lown 1) Jarvnliaendalavaiswia 2) N1susnIsneg

@ LY a6 ] a v a & £ a v s vooa o 1
LLazUiswu'lamnwunmumauauuauasumsmau’twa 3) Tusrusinnsanduandudndiu
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4) Msansia 5) MsUsTduiusifeafundnsueivsenanssumanisnain 6) Aisdianis
Wunsiiazmn 7) mslivesaunan 8) fusiuiussyizessnvesilwilne/msudadilny
e 9) nMsvelagnisyinaianianse Wy nMsdegnastiegndn 10) nMsuseyduiusHu
neans 11) uannaendud/ludasszymm uay 12) msdnnuiufumbenuiiduai
19y umnssu OTOP wiemsvieaieauvisUsemalng (udu

2. Yaduduanuiiiauivasudndngi (Attractive of Product) druddneglu
seauNnndAn Eigenvalues VAU 4.912 Lasieddusitateiasaosutsanuiuus
wanuald13.643 % Usznause 13- My tsun-i) nsdailiei/azern 2) daw
FoanseuindTausssuve3) Audwdagulefinisstymmidmaud) wandosiiiaam
warnuae 5) freduftneidesninmisduaidununmuadlulug 6) Tlidenvatusian
puALInzafuann ) BURT s sl nefiveidevaliFessnuanse 8) flmnu
FureuluiIasldivinrainednduedlailne 9) | fionaisnasauasninisldnuligndi
10) wanfustiianarda ssmwesRLin 1) dedwiuiinrmadnamebifsessannnme
12) BuRsrevnniianiiFesaaslEie ey 13) Hantusimaotanyuanidndineg wu 1y
OTOP uazAudnnsan dufveInsdsasun1doon UMY

3, YaduaunislavmnUssudunus (Advertisement) dnudrAtyegluszdu
11n&AT Eigenvalues, v 3.149 Lavenusitaseianinsoeduiga U anue
16 8.747% Useznaudig 3@y leun 1) Aoingnagannides 2) wlsdefiun was
3) AeBumefiiln

4d33ud1un151d1deldd18 (Convenience) darudrAgyagluseiuuiniian
Eigenvalues winfiu 2.272 Lazefdusitaseiiannsoesuieanuiuudsiavan 6.310 %
Uszneude 3 fuvs Teur 1) wandusimasldiiedetedinuesulall (Social Network)
2) dndulalagldmilsdenandesanfiaelalunisliusnmmiemsnnusieii uag 3) ms
Wswsumanaddyuesiudiiisiming

5.dadudnunnidnsazvandnime (Character: of | Product) finanudAyaglu

v
L9

sEFUANNTiAT Eigenvalues Aty 1843 wagiUesiiuaniadedanuasnasuismtuiuiys
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wavuale 5.120 % Usznaumie 3 suus tewn1) msdeudsssummduinsiudwindeuie

a LY 3 J Vo A' 14 1 n‘ a (Y 3 [ (%
NANAUNNLASURAINZWINAN (EU Flower) 2) WaiNuNuDInanAuauINNaIgdania
waz 3) dnwarvaaninuiinnnn

6.Jadudun1sdauaiunisvie (Promotion) AudiAyeglusziuninien

v
v

Figenvalues  winiu1.843  wazilesiduantadedianunsassuisauduulsiavun

% o Yy | a ] v
5.120 % Usznaumie 1 Aus IﬂLLﬂ QJMS?NLaiuﬂﬂiﬂl’lﬂwgﬁﬂw‘lja

A15199 4.4 Ya3svanseananiinasenisdeauladengandnsunandluulne

U2y Factor | Mean S.D. STAU
Loading ANEARY
1.J938d1uarnudeluntsidenae (Eigenvalues, =.6.845 Wag
(Ease of Shopping) Variance = 19.013)
= v A A’ v 'S
1.1 Janiidentelaviadows 0.769 3.78 1.017 170
1.2 MsUSNsRLazUseviviananwinaau 170
as LI = J Z 0724 414 0.970
efidrudnasunisenaulate
1.3 Tusuiimsdeduaudadiu 0.716 3.86 0.975 170
1.4 NN5aASIAN 0.697 4141 1.075 170
1.5 MIUsTrndius Ao i UHER nusvse 170
- 0.686 392 1040
ANTSUNWANTHAN
1.6 Ariladamsiiuintazain 0.685 3.90 0.974 170
1.7 nMsvivasauun A 0.683 395 | 1488 1N
1.8 HuruwuszuSesshaoailnulve/ 170
- oy 0.646 375 1.056
nsuanENluulne
1.9 N5ELALNNTVIINAINNIIATS LU 170
i s - v 0.609 371 1.076
MydUIastiagnen
1.10 MsUsEdunusHubnuans 0.603 3.88 1.058 N
1.11 fluananaendud/Iudiiseysan 0.591 3.97 1.170 170
1.12 M3sanuufumhenufiduasy N
, Y n
WuLYNSsU OTOP Husu 0.558 4.11 1.069
Wansvieadieaurusemelng
2. Uadeduanuiiiauvivesndndue (Eigenvalues = 4.912 uaz
(Attractive of Product) Variance = 13.643)
2.1 midninilvind/azenn 0.410 396 | 0.878 1N
2.2/ Trusasnsoyineiniusssilng 0.651 4113971770.991 1N
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U3y Factor Mean S.D. S¥AU
Loading ARy
2.3 ﬁuﬁmﬁiamﬁﬂﬁmsszqswmﬁ%’mﬂu 0.648 4.07 0.876 11N
2.4 panAuNiANUaINany (¥nveq
o 0.627 3.99 0.847 un
CRIEn)
2.5 BufiT81loanInMsANAN S ILALAN 170
! ! 0.618 3.95 0.868
yasluulne
2.6 Al¥aBNAIYSIAINIUANNLNZANRY 170
0.602 4.12 0.928
AMAN
2.7 BuRdemndvelnulneiidedey 170
e , 0.581 3.75 0.935
fi599517UBNAD
P P vl o
2.8 AnurueuluaIadldnyinunain 170
n o sw 0.566 3.88 0.999
nandaEn vy g
2.9 fnasmisguasnvinisldeuliand 0.552 3.64 | 11018 1N
2.10 NANNUNTAINANY ANV DINLLA 0.518 435 0.816 GG
2.11 Weswulimuadwausbifisouse 170
0.452 4.08 0.911
NN5VID
2.12 BUATEMNNIALABINITITY 0.629 4.04 0.894 170
a L2 s 4’ 1% a ¥ 1
2.13 nARA s L e L AR LA | 170
19U 91U QTOP UagAUEM ILAANELAT 0.389 4,07 0:861
YpInsUALEsSUNSAeN (Tudy

3. Uaduaunislasninussaiaaunus
(Advertisement)

(Eigenvalues-=3.149 way  Variance = 8.747)

3.1 ﬁ'iﬁquszmmﬁm 0.816 331 1.296 | Urunamn
3.2 vilsdenun 0.815 3.52 1.250 an
33 Aedumediin 0.723 3.73 1.295 1N
4. Uadwarunsinsladne (Convenience) (Eigenvalues =2.272 wag Variance = 6.310)
4.1 wansouevnaelaniesetnedrusaula Uunans
) 0.792 3.23 1.290
(Social Network)
4.2 fnaulalaglifdsdesanilesann Uunang
fanalalunslrusnmsvsenisanuasdiy 0.639 3.39 1.061
4.3 daaulalaglifdsdesanidesann U1unan
Aanalalunisliusmsnsemsmnua sy 0.639 3.39 1.061
4.4 nsnsTImRuWAnIad IRy veIILm
ﬁai’wu'w 0.473 371 0.933 110
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Y

Uade Factor | Mean | S.D. FEAU
Loading AUAALY
5. e unmudnvzvaswindue Figenvalues = 1.843uag Variance =5.120)

(Character of Product)

5.1 msteudsssuriduiinsiudndoy
0.619 4.13 1.028

YRanEn S Rle Suaandnndey 170
5.2 uaTiuUe AN ueiuIen 4N
v o 0.451 3.73 0.987
VALTININ
5.3 dnwazvarnudinnunm 0.391 4.43 0.757 170
6. Uadeaunisdadsunisune (Eigenvalues = 1.087 way Variance =3.019)
(Promotion)
a 1 a el' IJJ
6.1 finvdsasunisuenyalaliave 0.962 3.69 0.563 170

s

4.3 msé'ﬂna:uQ’U?T,mmw{]waﬁﬁﬁw%waﬁiamsﬁﬂau‘lﬂLﬁans'gawamﬁm%mnﬁq‘lwu‘lm
lumsimssinssanauduilaneediisuldinvaianisinsneinguuuy
K-Means Cluster Analysis uldlunisdanas Wosnnngusegasinannin 200 516 lag
naseilammuai kAl 2, 3 4. Lﬁa‘%mswsﬁmaﬁ’wmunq’uﬁmmsauﬁqm LAYNANS
Anseiteye9n 6 ‘Uaseitld Tagtinitas Factor Score wARnguEUsTaAwUInaw
wmnzanigare 2 ndude 1) nasiitiusadsutunisidondeduiiay 2) nguiliiutes
yemsidendefidifising (Auaznan) Tunisdendoduen fuandlunsnel 46
1) nquiliusadunlunadendoiud) anmsdanguialusiemadia k'Means Cluster
Analysis fisuguilnalunguisimau 124 au Anduiayay 39.74 Toeguslanalunguilay
Tiaudrdtutadeduanuiiiausisassnandned (0.59224) Wudfey o19iiu AN
vannvanslufaaudiinanansliguslaalunisidentondn fusifimaasasnuvesiu
fih savaldumnuduAvasinilneuazeyindinusssulng sesaanliun Jadefunis
daa3unisvne (0.11020) uazdadudunudnuarvoindndue (0.05348) winuiguilaa

[

Tunguilezliaulavieldauddgiuiadedunisiditiedng (-0.76915) wienslavan

v

Uszunduwus (-0.05383)

v
A a 1 9

2) nauiingssensidendedifeite. (anuagaan) lunsiendadumainns
Ynnquiauusmatinaiiel s K-Means Cluster Analysis i3 muaugtslaalundsiidiuni 188 au
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Anludesas 60.26 Taefuslnalunguilazliimuddgiutademumsidntisine (0.50731)

o

1ﬁtm'°n'awmms%’mﬁmmaﬁéu%‘lnﬂ%mmiﬂm%alﬁdwEJ LU IVUNBHIUNIWATDUBEIAN

poulall (Social Network) 3slumaniasigg TIuMINITANLAITIUAINITANUAITIULAY

v Y

THusmsia sesasuniiaudfyiudadesunislavanuszandunius (0.03551) uanuin

fuslanlunguilaghildeuddyiudadedunruiiiauivesionansiosi (-0.39063) Jady

funsduasunisue (-0.07268) wiataduunudnvareandnsiom (-0.03527)

A15197 4.5 M3danguEuilag

nay
Uade nauiiiusadealunts - | nguidudamans
\Aandodudn \Fondonidnieine
1. druanuelunisidenie
) 0.00162 -0.00107
(Ease of Shopping)
2. AUAMNIIEUY D INEN RN
) 059224 -0.39063
(Attractive of Product)
3. funslalwUsynduius
| -0.05383 0.03551
(Advertisement)
4. sunsindee® (Convenience) 0.76915 0.50731
5. ATUANAN WAL YDINANA T
! 0.05348 -0.03527
(Character of Product)
6. AUNNTAWATUNITVIE (Promotion) 0.11020 -0.07268
IIUIU 124 188
Souay 39.74 60.26

a & o o a o 4y v Y a
4.4 awdaiuieanulymndadusinilnilneuazdoiauanuzvesduilan

PnuvuaeunaUamedaluroudl 3 nausedrelumsinwiesildsyyanufniu

a [ L3

Aentulgymuansusinlvewarldiideiausuuglumsimuinlvuuagndndoeising 1

Y o

aunsauatule fatl
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= 9 % Aas v 4 9w X
Ayt TUFUYRIRan Indbsiuag s nsdondine lyiguay ety
al o aal % & o 4 Y a o  cda
Nnasuuzidsnisnsiadevinlvy nsidenra lni el ilands Aueind
AMATN

msnsldiduly Spandex snaueiinaaudaveu @ulldauis

2. #1us1A1

2.1 Ugywausian

a o & a @& €do0 Y] a ' 9]
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9
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3. AIUAINEZAINVDINITHAUNIY/F0TUNINLY

3.1 YymiumuaemINUBINISRumY/anuniivuig
dl o 1 v U &I = ¥
o apunmeiitesuazlnaanunasdoduan

o w

o dumnanuidmiediulngaziriaemzlumslngwingu

3.2 UDLAUDLULNADINNT
®  A15TIN1INTEAAUA LUMUYNIATINEUA

® a5l Social Network udnapanislunissvuinenannamen v

4. dunslasudayatnais

4.1 Yggwwnumslasutoyadnas
o nsUsziduRUSIRTnUNBR S EalvTivesuazaunsodanalaenn

o fluslutulunsuieaurmysyinniiies

o ndayaigaiudbailienn Widuvasdndeiniidens

v Ay
4.2 YeLauBuUYTINeINIS
a A U v & < a @
o uFenUsrndiusiiinAuluynde Tetianiziesrinuagainlunisdn
Saudzmsivsne
o ‘msiimsdnluslatuieitiumsmgalniigawlasingwy

o aislinsdnvhivlgaiosausasteyaindiuivainevivun

wuamsluniswasa inalnaldaunsaudsdula
o smuinuaInvewItwuliasn Lasas1suan iy (Value-added) 989
HARABIIIENSIALTRII (Story) asly
I v W 4 %4 [} ] a U 14 % v .-3
o fimsuansulvirugulmidunenfauinusssumuillvinniu

e aSuususlidunds wansmnudulne uYean1an1sInsIviung wWeawn

nAnSusilivanvasuazvivadvaiunsaldlannie

Y

a @ a al v Y ¢ v a (Y v [ a
o |Audnannlun1sHan mmsainmwaﬂwmwﬁlwnuNamnmsﬁlmmuaumw
Viuale

« msﬁmsﬂqﬂﬂq‘lumﬂ%ﬁﬂms'faLwiLr?m wagvhliiAnauaagiilalunisany

dllmu éa o .

ANARNNAVITINEA LAY
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a v 1 & v o v Y P
o Jsurauazuinienvunissaniiounmurdalnilneliiigaainidy
w sy simslinnurseanduiusiiupearallamudsmsinlwally
Tudiausedriuld fnsenivagubilswsuiin sandeduomistinnnii

Tnallygluuszgndldnnusaiieaatuatsnunalsusuaulnguazausiimi

54



) msfnwmginssuduilnasordndusiaindilvalne wieldanuzingrmansd w.a.2557

Una 5

dyunan1sIveuasdalEUaLUY

5.1 #5UNan13Id
Uszinalneuunawmdndnivuuazndadsiondilwnefiflaunmuariideidoannums

nisveslandniusewealnedanuaiunsalunisuanudnsasi vy ne ludnwaefinsuraesaausdy

v

o < g ¥ v av v ! v =2 5 v
UnUaneun N’]I‘Villl‘/lﬂU‘jutaﬂﬁﬂ‘iﬁilﬁ‘l/lﬂﬂlﬂi‘l]ﬂ’ﬁﬂﬁ’]’)‘ﬂ’]Eyﬂﬂﬂﬂﬂ']ﬂ‘ﬂﬂlu@']ﬂﬂ’l’m\m\‘i"IN‘UEN

ddunazarnaresiuisdiionisnedrvesaulneildiunsarenenainussnygudunenunauds
Sagiuilinlnuuasnansasilvavsalnoduldsuauievesmwinaneannynlneuaryn
AeUsEmaA (http://www.otoptoday.com) Tﬂawudwmmﬁaamsﬁﬂmmsmﬁmﬁmmﬂuﬂ%qﬁuﬁu
fuunluereiegndsiontmaialudsémauay i seme nsANwATING ANTINYEUTLAA
lwauazndnsusnndalmine Sillainenduegnbdmiunissanuiifsadosfiasnsui

v
L =

L4 Y & R :‘ d o [} v 5 a Il <
ANABINTTYRIUSIAA (Demand:Side) -AallnTsifvuwlasednaaniial dsdunuidedagl
inquszasAiive 1) WefnwmaRnguiuslanasendadusianniabvilye2) iednuniladendl
ovdnadensindulaidendonindumisindilvailneresfuilog was 3) tolausturnagninig
msnamdmiudusznsumslunaundndasilvine ngumatilslunuiduifeduilaeluan
& A a o 4 a4 3 v O Ay
nungaumwuazUsuawadiuiu 312.auieiesiientslunsiivsivsandegansal laun
wuudaaunu (Questionnaire), waganuaizaatuuUas ULl H JudnvagusuvasuauUans
Un (Closed-ended Questionnaire) INALNAINVI YA IUNARTINATAAN AIMSUNTIATIEN

i 4
14 L%

ayauwihmsiinTeideyamelusunsy SPSS for Windows Version 17.0 Tngldadmidanssan
(Descriptive Statistics) lfun nsuanuasmud fevar Aade uavadfiBeyuu (Inferential
Statistics)  lAun n153iATIEViBeAYsENBY (Factor  Analysis) wazn1s3iAsievingy (Cluster
Analysis) HANITIVUNUI

1. grevuuvasuawdndvgidunends (Gosar 74.0) o1gagsening 25-35 Yuagani

25 U fidwuwiriu (Bevas 23.1) Tendwsiwnis/igiamia (Gavas 31.1) uaziiswliegludae

¥4 15,001 - 30,000 Um (588ay 36.2)
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Tuns@nwmginssuguilaanuinduilaadiulvgdesednlvg/mindusdlnulngan

v a

Nuuansduifisauanailnaviodedsing 4 Gesar 28.8) lasiifnquszasdvdniidende
wanfouiinlnilnededelSldies Govay 40.7) manalunisderdnsusiandlnlnetussyi
Wunsaduayuvesine (Gevar 20.8) sgrslsinunguiegndiulngliszydnautu Geas
31.4) 59389152y I0gluRuTENINN 2,001 §9 3,000 UM (F08a27.6) uazazdondondnsioust
fmnglunnloma (Gevay 23.0) Ussvvosdndasitlnulnefifuilandoudendeduiniu

[

(Jovaz 32.2) AuanvuriidAyTigavesitlva/nandueiandlndingluyunesvesufuilan Ao
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Juwdnfusiiuansdaenanvalmudulng sgaalsimuguiinaiidunduiegessyindeldy

o

Hanvesdln/mdnsusiandalaiine Aeusadusumsguasnuwen Gouay 37.5) uanvNtiy
nquietaiiou 3 lu 4 Fllivsdninwsageuinuinlning

2. Yedumemdnanaiisnsnasionsidanteinlnivsansomita v lneainnsiesed
Hadeiiiedu 6 Yade ldun 1 Yedesumandslunisidente (Ease of Shopping) 2) Tadudu
AuTliauiveIndn S (Attractive - of Product) . 3) Jedeaaunastavanisandunus
(Advertisement) 4) Yadumunasttintisdas (Convenience) 5) adeRunudnvusvondnsiue
(Character of Product)iag 6) Hadgdunisasiaiuniste (Promotion) Ingiutsdasluusias

° w o 1%

Yadeiimudrdyegluseauinn sniutadsaudemnin1sanianinedeseaunIudAgYeIRT

TR
wUstsgaglusyiuuunaniyiniu
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Y a o o 1w | [ 1 v I oA v a & d‘l’ a i
annsouvsuilaafidunguiegseendu 2 aqu ldid D aquindusationlunsidendeduen

v

Tnefuslaanguillisiuau 124 videSosaz 39.74 vesinouuuvasunuvimmnazlinud Ay i
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(mwazain) lunsidendedumdudn lneduilaanquiliiinuiu 188 viieieuas 60.26 v09

reunuugeunvimunaglinnuddgiuladesumadtishelunsidendoninis

56



| msAnwmginssuduilnaderdadusiaindlvalne uneldansingmanst w.a.2557

5.2 aAUsieua

v
[

1. namseheiunginssuvesiuslaadlnuuazndnfusiandlvalveluadsd 1dna
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Abstract

Thai silk is one of Thailand’s most well-known products, which is considered as the best silk in
the world. It is famous for its bearing uniqueness features, beautiful designs, bright colors and elegant
quality. Silk weaving is a long-established folk craft passed down from generation to generation that
resembles the region’s cultural heritage:It_pays-an important.role-to the foundation of Thai local
economy for centuries. However, without grasping into understanding of what factors affecting buyer
behaviors, it would be difficult to identify the right market segments, Studying customer behavior will
help relevant agencies and marketers improve their strategies ‘to-provide customersiwith better goods
and services. Therefore, this research aims-at addressing facters affecting consumers”\behaviors on Thai
silk and Thai silk products. Structured ‘questionnaire/ was employed to gather information from 312
Bangkok and Metropolitan-respondents. The ‘data/ obtained were then-analyzed-using descriptive
statistics and factor analysis. From the analysis; it was revealed that there were six factors influencing
consumers’ behaviors on Thai silk :and Thai sitk products i.e.\ease of buying, product cham, publicity,
easy access, product characteristics and sales promotion: Finally, stratégiés for-Thai gevernment and
relevant agencies were recommended.in.this. paper

Keywords: Thai Silk, Consumer Behavior; Factor Analysis

Introduction

“Mai Thai" or "Thai\Sikk" has been wortdwide recognized of its reputation for its attractiveness
and unique, different from other.countries’ silk. Thailand is considered'the léading country in ASEAN
region, in terms of both researches.and. products that are unique; with-shoft thread and rough knots.
Cocoon is small, delicate, shiny, gentle, flexible and-fluttering."For.a-genuine native variety, despite its
floss is thin but sticky and springy. As handicraft, the silk cannot be put into the machines due to its
length of about 250 - 450 meters .Silk production in household is found almost in all regions,
especially in the northeast and the north where production has been at household level with
establishment of more than 200 groups of textile weavers across the country, at present, for local
distribution and exporting [1]. In silk production, Thai labors, especially workers in rural area, will be
used. This is deemed generation of income for the Thai workers and entrepreneurs, mostly small and
medium-sized enterprises. Effective production of the genuine Thai silk will be significantly handmade.
Thai silk product is one of the interesting products, with potential to be further developed to support
free trade of the ASEAN Economic Community (AEC), which will expand the market. It is generally
found that the demands for silk and silk products have currently been steadily growing in both
domestic’and foreign' markets!
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Moreover, Thailand has the ability to produce Thai silk products in a manner that ranges from
upstream to downstream. A study of consumer behaviors on silk and silk products is; therefore,
needed especially for the industry and relevant agencies in order to know the demand side that is
constantly changing. Thus, this research is interested to study on consumers’ buying behaviors towards
Thai silk products buying and influencing factors on the consumers’ decision for buying the Thai silk
products. The results of the study will be applied to improve and develop the Thai silk and silk
products to meet the consumer needs. This will help expand the market to be potentially
competitive once the ASEAN Free Trade opens.

Objectives of study
The aims of this current research are:
1. To study consumer behaviors towards the Thai silk products.
2. To study influencing factors on consumer decisions to buy the Thai silk products.
3. To suggest marketing strategies.for entrepreneurs inthe-Thaisilk product group.

Research Methodology

Population and sample

Population in this'study refers-to- consumers in Bangkok land-its vicinity, whoare buyers and
consider Thai silk products buying.. Such populations/are of-18,yedrs of age.or more. Thus, population
samplings are collected-for estimation of poputation: proportion ‘in_ case number-of. population is
unknown. The level of-errof 4§ set at 5 percent and 385 samples 2] were collected by way of
convenience sampling.~Complete: questionnaires’ were returned and’used to_analyze data for 312
cases, representing 81.03 per cent of all queries collected.

Research instruments

Instruments used’in the.studyare questionnaires, which-are composed of three parts: Part 1:
General information and Attitudes/Behaviors, towards-Thailand’s sitk products cohsisting/of 15 queries
of personal factors including-gender, age, occupation-and ‘current-income. For Attitudes/Behaviors
towards Thailand’s silk preducts, the questions:include buying frequency;.average budget for buying
products at a time, types of silk products favorably chosen, popularplacesto buy the Thai silk
products, main purposes for buying-Thailand’s.silk products, the most-possible time or festival to
buy/use silk or silk products, importantreasons that make purchasing decisions, the most
disadvantages of the Thai silk/ silk products and the knowledge of how to verify the Thai silk. Part 2:
Queries about marketing mixtures that influence the decision to buy Thailand’s silk products collected
from theories and relevant researches, with all 36 variables. Each variable gauges according to Likert
Scale. Ratings are divided into 5 levels [3]. Level 1 means that factor has minimal influence on the
decision making while level 5 means that factor has maximum influence on the decision making. Part
3: Inquiries about opinions on current issues relating to Thailand’s silk products, in terms of products,
prices, convenience of traffic/places to buy and acquisition of consumers’ information and
recommendations, which are open-ended questionnaires. 30 sets of questionnaires were tested for
reliability, with Conbrach's Alpha Coefficient obtained equal to 0.942, which was considered reliable
and could be used to collect data from the samplings. Data analysis from the questionnaires was
divided|intor2-parts;ite 1) General data analysis| with ‘percentages. and: then 2) iGrouping| of Variabsles
influencing:on-decision to purchase Thai silk products by.using factor analysis.
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Results

Most of the respondents, 74.0 percent, were female aging between 25-35 years and less than
25 years with the same number of 23.1 percent, followed by 21.2 percent aging between 36-45 years.
31.1 percent of the respondents were government officials/state enterprise employees, followed by
those in other careers and private companies, accounted for 25.6 and 22.8 percent, respectively. Most
of 36.2 percent had earnings in the range of 15,001-30,000 baht.

In the study of consumer behaviors as shown in Table 1, it was found that most consumers
of 28.8 percent preferred to buy Thai silk/silk products from a trade fair of silk or various clothes. 40.7
percent of them intended to buy Thai silk products for their own use. For reason of the buying, the
majority, 20.8 percent, stated that in order to support Thailand’s products. However, most samplings
of 31.4 percent did not mention on the amount in buying each time, 27.6 percent giving the amount
between 2,001-3,000 baht, and around 23.4 percent to buy Thai silk products for use at all
opportunities. For the types of the Thai_silk products popularly chosen by most customers, the
majority of 32.2 percent stated that the silk in fabric. In inquiries of the attitudes towards silk in Table
2, the most significant characteristic of Thailand’s silk/ silk products in view ‘of the consumers, 47.1
percent identified that they were products representing the uniqueness of Thailand. However, as
many as 37.5 percent of the sampte consumers,indicated that-major disadvantage ‘of the Thai silk/silk
product was about its difficultyto maintain. Furthermore, nearly: three-out of four respondents did not
even know how to check whether it is the Thai-silk.

Table 1: Consumer Behaviors

Consumer Behaviors Number | Percentage

Average amount to buy Thai silk products each time

Less than 2,000 baht 76 244
2,001-3,000 baht 86 27.6
3,001-5,000 baht 35 11.2
5,001-8,000 baht 13 4.2
8,001-10,000 baht 2 0.6
Over 10,000 baht 2 0.6
Not specified 98 31.4
Popular places to buy silk products
Source of silk production/Direct shop 89 28.5
Silk or various clothing trade fair 90 288
Stores located near or in the mall 36 11.5
Others 1 0.3
Not specified 96 30.8
Main purposes for buying silk
For own use 127 40.7
As gifts / souvenirs 79 253
Residential or office décor 4 13
Collection 3 1.0
Others 5 1.0
Not specified 96 30:8
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Possible time to think about buying or festival of silk / silk

products
New Year 28 9.0
Songkran 7 2.2
Important days such as Mother's Day or Father's Day 32 10.3
Wedding ceremony or important ceremonies 69 221
Consumer Behaviors Number | Percentage
At all opportunities 3 234
Others 7 22
Not specified 96 30.8
The most important reason for purchasing silk products
Supporting Thailand’s products 65 20.8
Thai social value 38 12.2
A variety of beautiful forms 49 15.7
Thai silk admiration 58 18.6
Others 5 1.6
Not specified 97 311
Types of silk products- popularly chosen (more ‘than- one
answer allowed)
Silk / Fabric 113 32.2
Costumes of silk garments for men/women 107 30.5
Cushions/Housing decorations 32 9.1
Silk-product gifts, @:g-tissue boxes, cosmetic bags, etc. 40 114
Scarves/Ties 47 13.4
Handbags 11 3.1
Others 1 0.3
Table 2:-Attitudes towards Silk
Consumer Behaviors Number | Percentage
The most significant characteristic of Thailand’s silk /silk
products
Colorful and beautiful patterns 60 19.2
Comfortable to wear 35 11.2
As product representing uniqueness of Thailand 147 471
Expression of luxury/elegance when wearing or other uses 64 20.5
Others 5 1.6
Not specified 1 0.3
Major disadvantage of Thai silk /silk products
High price 93 29.8
Difficult to maintain 117 37.5
Cost of care after use.such-as laundry, etc. 58 18:6
Giving older looking than one’s age 34 10.9
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Not comfortable to wear 7 22

Others 3 1.0
Knowing how to check if Thai silk

Unknown 228 73.1

Known 79 25.3

Not specified 5 1.6

Factor analysis

The researcher has investigated the data collected whether it is appropriate through factor
analysis technique by considering the KMO value and Bartlett's test of Sphericity [4]. Table 3 shows
the test results of the KMO and the Bartlett’s test.

Table3: KMO and Bartlett’s Test

Kaiser — Meyer — Olkin Measure of Sampling Adequacy 0.911
Approx.Chi-Square 5972.002
Bartlett’s Test of Sphericity df 630
Sig: 0.000

From Table 3, the'calculated value 'of KMO was equat to 0:911 representing that the existing
data is appropriate to apply Facter Analysis:technique. For the Bartlett's Test of Sphericity, which was
used to test the hypothesis, ‘the-Chi-Square )= 5:/972:002" and' p-valtie—=-0.00, -Accordingly, the
hypothesis (Hy) had been-refused:"Cansequently, it can-be concluded that the data.collected was
appropriate to apply the Factor Analysis technique;

Then conducting factor extraction.in “order t6_determine thenumber of ifactors for parts
manufacturers that can'be'classified through. Principle” Component.Analysis'(PCA), and designating all
factors without correlations to ‘each other. A varimax rotation of orthogonal axes was chosen. At the
25" cycle of factor extraction,, Figenvalues'greater: than<one was shown, witholt Factor Loading
Coefficient value less than 0.3, Only’ 6 factors with Eigenvalues ‘greater-than one were found.
Therefore, the analysis results of the _market factors that influence-the“decision to buy Thai silk
products can gather similar variables together:-All factors-acqtired were 6 factors as follows.

1. Ease of buying - Importance of this factor was at high level with Eigenvalues equivalent to
6.845. Percentages of this factor that can explain all variances were at 19.013 consisting of 12
variables including 1) so many branches for choosing, 2) good and impressive services from sales staff
encouraging purchase, 3) products arranged in categories, 4) price reduction, 5) publicity about
products or marketing activities, 6) convenient traffic, 7) free gifts offering, 8) leaflets giving legend of
Thai silk/production of Thai silk, 9) sales via direct marketing such as sending messages to clients, 10)
publicized through magazines, 11) product catalogs/brochures with prices given, and 12) organizing in
conjunction with agencies promoting such event as OTOP Expo or Tourism Authority of Thailand, etc.

2. Product charm - Importance of this factor was at high level with Eigenvalues equivalent to
4.912. Percentages of this factor that can explain all variances were at 13.643 consisting of 13 variables
including '1)‘stores- arrangement 'to’ look' good/ctean; 2) demand for"the “Thai:cultlral conservation, 3)
each product with clear price, 4) product diversity, 5) buyers willing: to, pay because of -quality vale of
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the Thai silk, 6) with several prices according to suitability and quality, 7) buyers willing to pay if
Thailand’s silk is famous brand/with legends to tell, 8) having passion for stuff made of silk products,
9) with document giving information on how to care for and use of products, 10) products with
beautiful patterns of the «cloth, 11) fabric is tight, consistently woven and seamless,
12) buyers willing to pay if required to use, and 13) products can be purchased at a trade show such
as OTOP and Exhibition Centre of Department of Export Promotion, etc.

3. Publicity - Importance of this factor was at high level with Eigenvalues equivalent to 3.149.
Percentages of this factor that can explain all variances were at 8.747 consisting of 3 variables including
1) radio broadcasting, 2) newspapers, and 3) internet media.

4. Easy access - Importance of this factor was at high level with Eigenvalues equivalent to
2.272. Percentages of this factor that can explain all variances were at 6.310 consisting of 3 variables
including 1) products purchased through social networks, 2) decision regardless of the price because
of satisfaction in service or shop decoration,-and 3) join.important. festivals of the shops selling the
products.

5. Product characteristics = Importance of  this| factor was at high. level with Eigenvalues
equivalent to 1.843. Percentages of this-factor that can explain all variances were'ati5.120 consisting of
3 variables including 1) natural dyeing, ecosfriendly products with environmental \abel (EU Flower),
2) product sources from/several provinces;and 3) quality of the. silk.

6. Sales promotion - Importance of this factor was at-hightevel with. Eigenvalues equivalent to
1.843. Percentages of this factor that can-explain all variances wereat 5.120 consisting of one variable
i.e. promotional incentive to buy.

Results discussions

From the study of marketine. facters influencing Thai silk/silk_productsipurchase, it'was found
that there were all 6 main factorsy i.e. €ase of-buying, product’charm, publicity, easy. access, product
characteristics and sales promotion, in accordance with séveral researches such as Limratanamongkhol
and Sutamuang [5], who studied.the buying degisions ‘of hand-woven cotton of Genération Y group in
Bangkok area. It was found that.the consumers focused on standard quality of products, clean and tidy
distribution place and informatien“provision. In addition, TangjaturasoponandJantakat [6] found that
store decoration help attract customers.to buy! the-products. | Convenience in products buying and
store decoration that should stress on the modern-Thai-style-has also influence on purchase decision
of the consumers. However, this paper does not correspond to Siriphan [7], which found that the
factors of products and marketing promotion did not correlate with the purchase decision of the Thai
silk products.

Conclusion and Suggestions

This paper surveyed the market factors that have influence on buying of Thai silk/silk products.
Structured questionnaires were employed to gather information from 312 Bangkok and Metropolitan
respondents. Data was analyzed using descriptive statistics and factor analysis. The results showed that
almost half of respondents identified that Thai silk represents the uniqueness of Thailand.
Nevertheless, one-third of them indicated .that major disadvantage :of the Thai sitk/sitk product was
aboutits difficulty to ‘maintain. Furthermore, nearly three out of four respondents did not even know
how: o, @heck -whethen it/ is: the) Thai silk.1Results fromi¢factor) analysis:reévealed that keylimportant
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factors that consumers taken into consideration were 1) ease of buying, 2) product charm, 3) publicity,
4) easy access, 5) product characteristics and 6) sales promotion. As such, in order to improve and
develop the Thai silk and silk products to meet the consumer needs and to be potentially competitive
once the ASEAN Free Trade opens; therefore, entrepreneurs and agencies involved in the Thai silk
product group should consider these key factors. Several strategies should be taken into account and
lunched by the Thai government. For instance, for setting product development strategy, it is
necessary to conduct research and development (R&D) of new dyes to qualify lasting color (washable)
in order to meet the needs of the global market and innovation to reduce disadvantages of silk in
laundry. Entrepreneurs are required to consider where to distribute the products so that consumers
will reach the target group. At the same time, for setting strategy for target market, producers are
required to focus on the target market at the target buyers, such as developing a variety of products
to suit direction of the market by presenting products to suit many levels of consumers, creating silk
customer base to capture a new generation market and establishing a permanent market base abroad
for Thailand’s silk and silk products to-particularly capture the high end.market, for instance.

There are several limitations”in this.study. This study has focused“only in Bangkok and its
vicinity; therefore, future studies should be extended to other provinces and ‘may cover foreign
consumer attitudes too. An/addition,/ other statistical; methods,.'such™ as clustersanalysis, can be
combined to classify customers into groups:in jorder to help relevant agencies in providing situable
solutions for each type of customers.
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