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Abstract

This research aims at studying: 1) the motivation of
customers, 2) the behaviors of customers, and 3) the factors
related to the customers’ purchasing behaviors of Krajood wicker
products in online markets.

This research used an online survey to collect data.
Questionnaires were distributed through online social networks,
which attained a total of 400 respondents. The data was analyzed
using descriptive statistics (i.e. frequency, percentage), and
inferential statistics (Chi- Square) with statistical significance at
0.05.

Findings descriptively indicated that most respondents
were female, 41-55 years old, married and living together with
husband. In addition, they were self-employed, got a bachelor’s
degree, and earned more than 30,000 Baht per month. The
analytical results revealed that demographic factors including
gender, age, education, occupation, and average monthly income
were correlated with purchasing behaviors of Krajood wicker
products in the online market with statistical significance at the
level of 0.05. Females mostly preferred to buy fashion bags and
hats. The reasons behind were a variety of products to choose,
and reasonable price and quality. They made decision to buy the
products on their own. The payments were made via internet

banking, and cash on delivery. They bought the Krajood wicker
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products whenever they wanted and during festivals, but less
than once a month. They bought 1-2 pieces and spent about 300-
500 Baht via Facebook or Line per transaction. All the motivation
factors, and most of the personal factors - excluding marital
status — were related to purchasing behaviors of Krajood wicker
products in the online market with statistical significance at the

level of 0.05.

Keywords: Krajood wicker product, Purchasing behavior, Online

marketing, Community product
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