LAKINERT 47 (QUUNAR 1) © (2562). KHON KAEN AGR. J. 47 (SUPPL. 1) : (2019).

v A v v d v A 1
Tassifianuduiusaemsdadulogensaugulnadazinyves
duilanlumanz Jueonidaanile

Factors Related to Consumers’ Purchasing Decisions of Lava Durian Sisaket

in Northeast Thailand
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ABSTRACT: This study aims to evaluate consumer satisfaction of Sisaket Lava Durian and test
the factors which influence the purchasing decision of Sisaket Lava Durian of such customers.
The sample comprised 100 customers who have bought and consumed Sisaket Lava Durian in
the northeast of Thailand. The data collection is done by use of questionnaire. The statistics are
mean, standard deviation, and Pearson chi-square. From the study, customers were most satisfied
about Sisaket Lava Durian in terms of the product. Therefore, every sector should maintain this
strength. The marketing mix factors which were related to influencing consumer purchasing
decision are products, price, and place. The results of this study can be used to suggest an
appropriate marketing strategy to stimulate customers’ purchasing decision as follows; 1)
Product: variety of durians should be available for customers in order to increase the purchase
quantity per time and sellers should select maturity and ripe durians to stimulate the purchase
quantity per time; 2) Price: durian distributors should demonstrate to their customers that the
money they pay is reasonable in relation to the quantity and quality they get. If distributors want
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to apply premium pricing, consumer awareness should be performed in terms of cleanliness and
safety of the product; 3) Place: a variety of distribution channels should be increased and the
product layout should present the label of Sisaket Lava Durian clearly, including providing space
for customers to park their cars near distribution channels.

Keywords: durian, marketing mix, purchasing decision, satisfaction, Sisaket
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Table 1 Level of consumers’ satisfactions toward Lava Durian Sisaket in Northeast Thailand

Satisfaction level

ltems Mean S.D. Meaning
1. Product
1.1 Flavor 4.43 0.64 highest
1.2 Smell of durian 418 0.69 high
1.3 Color of durian 3.95 0.83 high
1.4 Clean or safety of durian 417 0.74 high
1.5 Maturity and ripe of durian 419 0.79 high
1.6 Shape and number fertile locules 4.06 0.75 high
1.7 Variety of durian 3.94 0.79 high
Total satisfaction towards the product 413 0.75 high
2. Price
2.1 Appropriate price compared to quantity 3.79 0.87 high
2.2 Appropriate price compared to quality 3.76 0.82 high
Total satisfaction towards the price 3.78 0.85 high
3. Place
3.1 Variety of distribution channels 3.86 0.79 high
3.2 Product placement overlooking the easy to purchase 3.89 0.82 high
3.3 Convenient parking space 3.84 0.81 high
Total satisfaction towards the place 3.86 0.81 high
4. Promotion
4.1 Advertising through various media 4.04 0.83 high
4.2 Organize events for public relations continuously 3.94 0.85 high
4.3 Introduce how to observe maturity of durian 3.73 0.94 high
4.4 Peel, look and touch the durian flesh 3.93 0.89 high
4.5 Quality assurance/ durian return/ change 3.69 1.04 high
Total satisfaction towards the promotion 3.86 0.91 high
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Table 2 Demographic characteristics related to consumers’ purchasing decisions of Lava Durian

Sisaket in Northeast Thailand by Pearson’s chi-squared test

Decision making Purchase quantity

Number of

Value of purchase Willingness to pay

for purchasing per time fruits per time per time more than the market
(kg.) (fruits) (Baht) price (Baht/kg.)
1. Gender 3.482 0.879 3.800 4.521
2. Age 28.806** 25.659** 22.843* 21.343
3. Level of education 15.683 7.940 12.703 11.715
4. Occupation 29.545** 26.747* 25.727 26.196
5. Monthly income 24.561*** 15.734* 13.734 13.896

Note: Significant at *** (p <0.01), ** (p < 0.05) and * (p < 0.10)
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Table 3 Marketing mix factors related to consumers’ purchasing decisions of Lava Durian Sisaket
in Northeast Thailandby Pearson’s chi-squared test

Purchase ~ Number of Value of Willingness to
quantity fruits in purchase in pay more than
ltems ineach  eachorder eachorder the market price
order (kg.) (fruits) (Baht) (Baht/kg.)
1. Product
1.1 Flavor 4.224 7.659 7.527 4.482
1.2 Smell of durian 3.301 3.160 6.990 4.283
1.3 Color of durian 5.488 12.871 12.800 15.514
1.4 Clean or safety of durian 3.878 10.394 7.133 21.917*
1.5 Maturity and ripe of durian 6.427 12.739** 4.715 5.588
1.6 Shape and number fertile locules 14.017 104.890*** 12.043 9.414
1.7 Variety of durian 18.802** 11.735 9.619 19.433*
2. Price
2.1 Appropriate price compared to quantity 6.697 25.588%** 9.450 12.399
2.2 Appropriate price compared to quality 9.068 53.551*** 7.060 8.192
3. Place
3.1 Variety of distribution channels 10.928 6.241 18.898** 17.387
3.2 Product placement overlooking the easy to
purchase 12.198 13.796 14.683 30.805**
3.3 Convenient parking space 12.186 10.812 18.708** 16.790
4. Promotion
4.1 Advertising through various media 7.021 4.041 15.157 11.436
4.2 Organize events for public relations
continuously 7.574 6.047 6.659 12.832
4.3 Introduce how to observe maturity of durian 3.888 5.870 10.457 12.169
4.4 Peel, look and touch the durian flesh 12.233 7.446 4.417 9.875
4.5 Quality assurance/ durian return/ change 14 552 8462 3881 13.731

Note: Significant at *** (p < 0.01), ** (p < 0.05) and * (p < 0.10)
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