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Abstract

The purposes of this research were to understand consumers’ behavior in the
purchase of bamboo products and to investigate marketing and environmental factors
involved in the making of decisions to buy bamboo products in North-East Thailand.

The study used a questionnaire to collect data from 420 buyers of bamboo
products in 7 provinces of North-East Thailand. Results found that consumers bought
the bamboo products mainly for their own use and as souvenirs. Reasons given for
buying the products were that they were cheap (21.1%), convenient to buy (20.8%),
had good product designs (17%), and there was variety in product design (9.5%).
Regarding purchasing behavior, consumers bought more than once per year and the
products were used over the year, females were the main consumers, buyers were
often introduced by a member of their family, most made their own decisions to
purchase, and most used the bamboo products in their houses. Marketing factors that
affected the decisions to purchase bamboo products focused on the 4 P marketing
mix of factors (Product, Price, Place and Promotion). The environmental factor that most
affected the buying decision was “the uniqueness of Thai culture,” followed by “the
value of the Thai,” and “products helping make social acceptance.” Of all categories of
factors, “the uniqueness of Thai” (mean = 3.52) appeared to have the most influence
on purchasing decisions, followed by “product quality” (mean = 3.34), and “the

suitability of the product price” and “the values of using Thai products “ (mean = 3.32).

Keywords: bamboo products, buying decision factors of bamboo products, consumers’

behavior in buying bamboo products
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