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MARKETING FACTORS RELATIONS WITH CAT PRODUCTS CONSUMING BEHAVIOR
IN THAILAND METROPOLIS

Supavee Mongkolchat'" Wilasinee Yonwikai’

Abstract

The purpose of this research was to study personal factors and cat products
consuming behavior included marketing factor relations with cat products consuming behavior
in Thailand metropolis. This research was combined 2 methods. Quantitative research: Group
of sample are 400 persons use questionnaire as tool collected data, Statistics used for the
analysis are frequency, percentage, mean, standard deviation, Pearson's chi-squared test
statistics on the statistical level significance of .05 and Quality research: Group of sample are
opinion leader, vendor and consumer use structure interview question from result of
quantitative research as tool collected data for In-depth Interview looking for concordances
between opinion and result of quantitative research.

The results of the Quantitative research were as follows: 1. Most group of samples
were female, 31-35 years of age, single status, bachelor's degree. Average monthly income
level 20,001-30,000 Baht per month raising only one cat, main reason for raising cats is to
make friends. 2. Most of group samples focus on the quality of the product. Frequency of
purchase is 2-3 times per week. Spend more than 500 baht per purchase.Decided purchase by
themselves. Purchase volume are uncertainty depend on consumer to be
convenient.Purchasing by themselves. The place is most frequent use of service as pet
products store in department store or supermarket. 3. Marketing factors relation with cat
products consuming behavior fieldFocus on purchasing,Frequency of purchasing,Spend per
purchasing,Participants decided for purchasing, Purchasing volume, on the statistical level
significance of .05 except field Channel of purchasing and Place of purchasing are unrelated.
The results of the Quantitative researchasconcordances between opinion and result of
quantitative research.
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