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ABSTRACT

Title . Buying Behaviour of Company Employees in the Northern Region
Industrial Estate at the KK Twenty - Four Minimart
By . Arnupap Yavichai

Degree : Master of Business Administration

Major Field @ Business Administration
N

The purposes of this research were to study (1) buying behaviour of company
employees who work within the Northern Region Industrial Estate relative to purchases
at the KK Twenty - Four Minimart; (2) factors that company employees consider before
buying goods at the KK Twenty - Four Minimart; and (3) the satisfaction level and
problems of these company employees when buying goods at the KK Twenty - Four
Minimart.

The data for this research was gathered from 400 employees who work in
various companies located in the Northern Region Industrial Estate, Lamphun Province,
where the KK Twenty - Four Minimart is located. Data collection was done by
questionnaire. The data was then analysed using the Statistical Program for Social
Science (SPSS).

These results indicated that the average employee was a female; single;
between 21 - 25 years of age; and, a secondary education graduate, was paid a daily

wage and had an average monthly income of less than 5,000 Baht.
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The research determined that when the average employee enters the store,
they buy three items: something from the refrigerator, a snack with a price of 5 baht, and
a dnnk from the autovending machine. The reason for purchase was to fulfil a need and
for satisfaction. The research also found that the average employee is likely to make
purchases during a lunch break, with an average buying frequency of greater than four
times a week. The average total purchase per visit was 21-50 baht. Relatve to the size
of goods and brands purchased, medium-sized goods were preferred and they were
repeat buyers.

With regard to the marketing factors considered for purchase, product, price
and place were highly important while prom.otion was of median importance.

When buying goods, the average employee had a moderate level of
satisfaction in terms of product, price, place and promotion.

As for buying problems, they were at a median level relative to product and
place, and at a low level relative to services.

This research concluded that personal characteristic differences cause
differences in terms of purchase quantities, levels of satisfaction, buying problems, and
the factors considered for buying. Employees who had different opinions relative to the
marketing factors considered for purchase also had differences in buying behavior

relative to buying frequency.



