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Consumer Behavior Factors and Service Marketing Mix Factors Influencing on
Kitchenware Purchase Decision Making Process in Amphur Muang, Rayong

Province
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Abstract

The purposes of this study is to study individual factor and marketing mix factors affecting on
kitchenware purchase decision making process of consumers located in Amphur Muang, Rayong
Province. The sample of this study is 400 customers who experienced in purchasing kitchenware
in Amphur Muang, Rayong Province. The tools of this study are survey questionnaires. The
inferential statistics to evaluate the hypothesis are chi-square analysis and multiple regression
analysis. From this study, it is found that purchasing behavior of consumers’ influences on
kitchenware purchase decision making process in terms of average cost of purchase, source of
information, time of purchase, day of purchase, purchasing location and purchasing purpose.

Service marketing mix factors affect on kitchenware purchase decision making process in terms of



need arousal, information search, evaluation of alternatives, purchase decision and post-purchase

behavior.

Keywords: Kitchenware, Personal factors, Service marketing mix, Buying behavior, Purchase

Decision Making Process.
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