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Factors Influencing Purchasing Decision Behavior of Big C Quality Line (BQL) Products

in Bangkok
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Abstract

The objective of this research was to study factors influencing on purchasing decision behavior
of “Big C Quality Line Product” customer. The data were collected from 400 samples who bought
“Big C Quiality Line Product” through questionnaires. The result showed that the personal factors affected
to customer on their purchasing behavior. The results also revealed that the differences of sex, age,
education, monthly income and occupation affected to purchasing decision of customer at 0.05 level of
statistical significance. The study on relationship between marketing mix and customer purchasing behavior
exhibited that the marketing mix in terms of product, price and place correlated to purchasing decision
with the statistical significance at 0.05 level. However, the marketing mix in term of promotion did not
correlate to purchasing decision in the aspect of repeated purchase. The study on relationship between
brand equity and customer purchasing behavior exhibited that the brand equity in terms of brand awareness,
perceived quality, brand associations and brand loyalty correlated to purchasing decision with the statistical

significance at 0.05 level.

Keywords : purchasing decision behavior, marketing mix, brand value, quality line product
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Table 1 The result of the personal factors affecting to customer purchasing of Big C quality line products.

%

Ao
oA . = il L ey as N S = o
WANFINNW HaMANRAL L9 ILANFNSTUAEAE Dunnett's T3 wudgRauuLLgaUnNNRaENNITNgw
wsnianawgndne ingsinssnlunisgedudnuansneainannidnaesianis/ganadausa uiadniuansng

Hypothesis F-test Sig

Sexual factors affecting to customer purchasing of Big C quality line products

® Frequency 3.882 0.049*

® Spend pertime 1.244 0.265

® Re-purchase 0.098 0.754

® ntroduce other person 1.527 0.217
Age factors affecting to customer purchasing of Big C quality line products

® Frequency 11.376 0.000*

® Spend pertime 12.897 0.000*

® Re-purchase 8.825 0.000*

® |ntroduce other person 2778 0.018*
Education factors affecting to customer purchasing of Big C quality line products

® Frequency 10.842 0.000*

® Spend per time 1.653 0.145

® Re-purchase 3.983 0.002*

® |ntroduce other person 2.242 0.050*
Occupation factors affecting to customer purchasing of Big C quality line products

® Frequency 1.497 0.202

® Spend per time 10.850 0.000*

® Re-purchase 1.258 0.286

® |ntroduce other person 1.426 0.225

Income per month factors affecting to customer purchasing of Big C quality line products

Frequency

Spend per time
Re-purchase
Introduce other person

7.282
1.124
3.865
4.045

0.000*
0.347
0.002*
0.001*

* Statistical significance at 0.05 level
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ANANTANTI WUINEIULTLANNINNIAANAGIUNARA DS 91A1 LATANUTBINIINIITA[NUUNE |

P NANRUSTIUNG ANssuNsindlameRuAnaeasnnWEIngNsz ALt Atynneatisl 0.05 e ilAudniig

ITILN WAEIULTZANNIINITAAIAAIUNITRAETNNNIAANA (N1FTARWATN) VLsJﬁmmﬁuﬁu'Eﬁquﬁmm

nsdindulageduiingasnmuunwiing (Table 2)

Table 2 The result of the marketing mix correlated to customer purchasing of Big C quality line products.

Hypothesis F-test Sig Pearson’sr
Correlation

Product factors correlated to customer purchasing of Big C quality line products

® [requency 10.195 0.002* 0.158

® Spend pertime 4.717 0.030* 0.108

® Re-purchase 46.434 0.000* 0.323

® Introduce other person 49.766 0.000* 0.333
Price factors correlated to customer purchasing of Big C quality line products

® [requency 4.843 0.028* 0.110

® Spend pertime 5.191 0.023* 0.113

® Re-purchase 15.137 0.000* 0.191

® |ntroduce other person 18.878 0.000* 0.213
Place factors correlated to customer purchasing of Big C quality line products

® [requency 9.412 0.002* 0.152

® Spend per time 7.493 0.006* 0.136

® Re-purchase 30.125 0.000* 0.265

® Introduce other person 41.432 0.000* 0.307
Promotion factors correlated to customer purchasing of Big C quality line products

® Frequency 29.107 0.000* 0.261

® Spend per time 12.300 0.001* 0.173

® Re-purchase 0.983 0.322 0.050

® Introduce other person 13.507 0.000* 0.181

* Statistical significance at 0.05 level

5. AMAIATIRUANAINASANGANTTNNSARAU AT

AINNIANEN NLIIAUAINTIAWAI AU NAIATYANEDIAUAN (brand awareness) FNUN195L

Fnnunnmandeydnenldudn (perceived quality) AuANANN LSRRy ANHOIAWAN (brand associations)
WaTFUANINANRsans AyAnHaiAuA (brand loyalty) Ao nduiusiungAnssunssindulageduinaeas

AN DNaNsTAUTEAAtuN9adia 0.05 InalANANRUSITILAN (Table 3)
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Table 3 The result of brand equity correlated to customer purchasing of Big C quality line products.

. ) Pearson’s r
Hypothesis F-test Sig .
Correlation

Brand awareness factors correlated to customer purchasing of Big C quality line products

® frequency 59.838 0.000* 0.362

® Spend per time 39.226 0.000* 0.300
Brand awareness factors correlated to customer purchasing of Big C quality line products

® Re-purchase 87.804 0.000* 0.425

® |ntroduce other person 95.974 0.000* 0.441
Perceived quality factors correlated to customer purchasing of Big C quality line products

® [requency 67.586 0.000* 0.381

® Spend pertime 47.365 0.000* 0.326

® Re-purchase 120.226 0.000* 0.482

® |ntroduce other person 115.594 0.000* 0.474
Brand association factors correlated to customer purchasing of Big C quality line products

® [requency 47.633 0.000* 0.327

® Spend pertime 9.673 0.002* 0.154

® Re-purchase 95.208 0.000* 0.439

® |ntroduce other person 135.017 0.000* 0.503
Brand loyalty factors correlated to customer purchasing of Big C quality line products

® [requency 136.559 0.000* 0.505

® Spend pertime 79.228 0.000* 0.407

® Re-purchase 49.742 0.000* 0.333

® |ntroduce other person 105.807 0.000* 0.458

* Statistical significance at 0.05 level
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