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Abstract 

 The purpose of this study was to verify the relationship between buying motives and buying  

behavior of Laos customers in Nongkhai Province. A questionnaire was used for collecting data from  

400 Laos customers. The statistics used for data analyzing were mean, standard deviation, multiple 

correlation analysis, and multiple regression analysis. The results showed that buying motives in the 

product buying motives, rational buying motives, emotional buying motives and patronage buying motives 

had positive relationships with and effects on overall buying behaviors. Therefore, the enterprises in 

Thailand should focus on creating incentives for the purchase in the product buying motives, rational 

buying motives, emotional buying motives, and patronage buying motives. The organization has satisfied 

customers in a standard comparing to competitors which subsequently leads to business success. 
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3.    
 3.1    

 (Population) 

Sample) 400

(Questionnaire) 

200 200

400 10 - 1 2559  
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 3.2   
   4  1) 

 5   
 2) 5 

  3)  
 4  

4)  
5   

 

  4   1)  
5  

 2) 5 

3) 5  

 4)   4   

5)  

4 
 6) 4 

 

 

 3.3  

     
Discriminant Power Item-total correlation   

r) 0.558 - 0.924 0.508 - 0.888  
 Rovinelli and Hambleton (1977 : 49-60) 

0.5 
 Reliability Test)  Alpha 

Coefficient Cronbach)   0.822 - 
0.955   0.778 - 0.937 

2552 :144 0.7 
 

 3.4  
 Multiple Correlation Analysis)  
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  TPB = 0 + 1PM + 2RM + 3EM + 4PA +  

   TPB   
    PM    

    RM   

  EM    

  PA      

      

4.  

1  
 TPB PM RM EM PA VIFs 

 3.92 4.36 4.19 4.25 4.28  

S.D. 0.57 0.60 0.67 0.61 0.59  

TPB  0.717* 0.726* 0.712* 0.699*  

PM   0.712* 0.626* 0.661* 2.264 

RM    0.714* 0.744* 3.120 

EM     0.683* 2.343 

PA      2.631 

* 0.05 
 

 1  Multicollinearity  

Multicollinearity VIFs VIFs  

2.264 - 3.120 10  

(Black, 2006 : 585) 
 

2  

 

TPB) 

t p-value  

  

a) 
(PM) 

(RM) 

EM) 
 (PA) 

0.234 

0.277 

0.162 

0.248 

0.173 

0.136 

0.041 

0.043 

0.041 

0.046 

1.718 

6.706 

3.729 

6.034 

3.798 

0.087 

0.000* 

0.000* 

0.000* 

0.000* 

F = 44.806 p = 0.000 Adj R2 = 0.661 

* 0.05 
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2552 : 10) 
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 3) 

 

2550 : 448-451) 
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2552 : 7) 
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