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Factors Influencing Behavior Decision Making Purchase
and Repurchasing Homemade Ice-cream Product of
BANBUENG DAIRY Cooperative
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Abstract

The objectives of this study were to the buying processes of consumer decision and to study
marketing mix, including various factors influencing the repurchase of products the data from 400
samples of consumers who have consumed products were collected them quantitative and the data
collection through questionnaire. The quantitative analysis was applied in terms of factor analysis and the
results revealed that. In the process of decision making, the consumers indicated the evaluating alterna-
tive process was the highest level among the other activities, followed by the problem recognition. Factors
influencing behavior significantly included flavor of the product; needs to consume; hunger or thirst; sales
in department stores; information from media, friends and relatives; trial ice cream trucks and vending

machines; brand; appropriateness of the price; taste testing before buying; intention to buy ice cream in
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particular; easy to find products; and product varieties. Therefore, the cooperatives should focus on these

factors in order to expand the business.

Keyword : Repurchase Ice-cream homemade Decision making purchase Marketing mix
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Table 1 Number and percentage of the population by factors of the respondents.

Gender Number Percentage
Male 134 33.50
Female 266 66.50
Total 400 100.00
Age Number Percentage
11-20 years 55 13.80
20.1-30 years 213 53.20
30.1-40 years 53 13.20
40.1-50 years 39 9.80
More than 50 years 40 10.00
Total 400 100.00
Education Number Percentage
Secondary School 54 13.50
Bachelor Degree 255 63.80
Master Degree 65 16.20
Higher than the Master Degree 26 6.50
Total 400 100.00
Career Number Percentage
Student and University students 175 43.80
Civil servants and state enterprise employees 14 3.50
Business owner 52 13.00
Private companies 120 30.00
Other career 39 9.80
Total 400 100.00
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Table 2 Frequency and Standard Deviation of Level of Satisfaction in Decision to purchasing ice cream.

N =400
Decision — Level Order
X S.D.

The process of making a purchase
Problem recognition 3.40 .820 Normal 2
Information searching 3.07 .601 Normal 5
Alternative evaluation 3.88 422 High 1
Decision making to purchase 3.23 A22 Normal 4
Behavior after having purchase 3.39 .608 Normal 3

Total 3.39 459 Normal
Marketing mix
Product 3.50 490 Normal 1
Pricing 3.05 .765 Normal 2
Distribution channel 2.48 1.353 Low 3
Promotion 217 .903 Low 4

Total 2.80 .802 Normal
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Table 3 Result of rotate component matrix.

Question Code Component
1 2 3 4 5

1. Taste Q1 .812
2. Colors Q8 711 .564
3. Date of production and expire Q12 .539
4. Convenience to buy Q13 .868
5. Affordable. Easy to find Q16 .859
6. The price discounted Q20 .921

7. A free product Q21 .890
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Table 4 Forecasting of increase rate with Market component, Character and Decision making process

Terms Value Std. Error t Value Pr (>t])
Constant 32.035 7.186 4.458 .000*
1. When they are hungry / thirsty (D1.1) 2.057 .898 2.291 .023*
2. Place (Mall) (D1.5) 1.761 617 2.854 .005*
3. Media (Newspapers) (D2.3) 3.272 .603 5.426 .000*
4. Recommended from friends or relatives. 3.084 811 3.801 .000*
5. Brochures / advertising (D2.6) 4.447 783 5.681 .000*
6. Buy Trail & Error (D2.9) 8.064 .851 9.479 .000*
7. Trucks and vending machines, ice cream 3.975 629 6.323 .000*
(D2.10)
8. The credibility of the brand (D3.2) 2.167 .844 2.568 .011*
9. The taste of the product (D3.3) 7.337 1.162 6.313 .000*
10. Price (D3.4) 8.147 1.027 7.930 .000*
11. The taste test before buying a product (D3.10) 7.318 1.096 6.678 .000*
12. The intention to buy ice cream. (D4.3) 2.897 .720 4.025 .000*
13. Easy to buy products (D5.4) 5.127 615 8.332 .000*
14. A variety of products (D5.8) 4.599 741 6.206 .000*

Residual Standard error : 0.814 on 128 degrees of freedom.
Multiple R-Square : 0.663

F-Statistic : 47.101 on 14 and 128 degree of freedom, the p-value is 0.
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