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Abstract

The objectives of this research were to: 1) study the purchasing decision behavior of consumers of
jaggery powder for the field of jaggery products at Ban Khlong Chanuan, Sathing Phra District, Songkhla, 2)
study the marketing and branding effects of consumers’ purchasing, 3) study the relationship between de-
mographic characteristics and purchasing decision behavior of consumers, and 4) design the jaggery powder
packaging.The samples used in this research were selected based on a purposive sampling and accidental
sampling. Statistics for analyzing the data included percentage, mean and, standard deviation, correlations
between demographic characteristics and the purchasing decision behavior, of consumers chi-squared tests,
crosstabulations, and frequency distributions. The results that showed the purchasing decision behavior of
consumers who participated in the study consisted in purchasing jageery power once a month. Consumers
purchase the community enterprise shop with the intention of personal use, of buying your own food, which
is an influential factor in buying., The source of information for the purchasing decision is the family., The pre-
ferred packaging is 300-gram jars. The marketing and branding segment of the research that most respondents
the ranked brand information as the most important characteristic, with a mean (M) of 4.60 and a standard
deviation (SD) of 0.35. The demographic characteristics of purchase decision makers ware associated with
purchasing decision behavior., Age was correlated with the purchasing decision behavior of consumers of
jaggery powder, packaging appearance was statistically significant (P<0.05), and income was correlated with
jaggery powder purchasing decision behavior., Place and influencing factors were statistically significant at the
0.05 level.The researchers used the results from analyzing the purchasing decision behavior of consumers of

jaggery powder, market and branding segments, of and the results of developthe packaging.

Keywords: Consumers, Behavior, Decision, Jaggery products
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