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ABSTRACT

Research on the Consumer’s buying behavior on wreath in Kanchanadit district Suratthani Province The
objective is to study the buying behavior of floral wreaths in Kanchanadit district. Surat Thani In order to use
the research results to improve the shop selling wreaths Give a wreath at the shop Meet the needs of more
consumers. And in the making of wreaths, must consider the materials that make up a wreath that How much
is each piece of material used to decompose? Because at present there are more and more global warming
reduction campaigns. Therefore, the shop selling wreaths must realize this point more than ever. By using a
questionnaire as a tool to collect data from 400 samples And using inferential statistics including T-test for
sex testing To explain the differences and use One-way Anova statistics in one-way analysis of variance To
explain differences in gender, age, education level, occupation, total income per month The behavior of
buying a wreath And marketing factors affecting the decision to buy a wreath At the 95% confidence level,
the results can be summarized as follows.

Most respondents are female. (68.75%) aged between 31-40 years (35.25%) with bachelor's
degree education (57.50%) with civil servants / state enterprises (45.50%) and most have monthly income
20,001-30,000 baht (36.00%)

And all respondents used to buy flower wreaths (100%) which bought wreaths of fresh flowers.
(87.00%) The average number of purchases over 3 months / time (75.25%) The cost of purchasing a wreath
per time of 1,001-1,500 baht (49.75%) Work place / residence (79%)

The average factor affecting the decision to buy a wreath At a high level in all factors In terms of

products, price, distribution channels Marketing promotion

Key Word:Behavior
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