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The Model of Marketing in Products Priestly

Buddhism Business in Bangkok
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Abstract

Research. The model of marketing in
products priestly Buddhism business in Bangkok
the purpose of this research was to study 1) the
level comments in marketing, the buyer behavior,
marketing effect, priestly business in Bangkok
2)the relation in marketing, the buyer behavior,
marketing effect, priestly business in Bangkok
3) propose model of Marketing in Products
Priestly Buddhism Business in Bangkok, using
the framework to study the concepts and
theories on marketing consumer behavior of
model of research applying both quantitative
and qualitative studies. Questionnaires and
in-depth interviews. The in sample 400 people
in Bangkok and were analyzed with statistical
computer program. Detailed analysis of the
entire variables that are related to assumptions
of research statistics are the Pearson correlation
coefficients (Pearson correlation)

Findings: 1) the opinions of marketing
the buyer behavior, marketing effect, priestly
business in Bangkok. The found in majority have
the most comments of buyer behavior in the
motivation, marketing effect in the loyalty and
marketing in the location.

Thirdly, the relation in marketing, the
buyer behavior, the marketing effect, the priestly
business in Bangkok. The found the market is
correlated with the buyer behavior statistically,
and the behavior statistically is correlated with
the marketing effect. This was statistically
significant at 0.01 levels. According to the
hypothesis, the test statistically significant at

the .01 levels because the results obtained, was
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close to 1 for all variables.

Finally, the propose model of Marketing
in Products Priestly Buddhism Business in
Bangkok. The found have 3 models, for marketing,
to price, the marketing communications, the
personnel, the availability, the process, the
location, the product. For buyer behavior, to
motivation, the attitude, the learning, the life
style, and the marketing effect, the loyalty, the

complacency.

Keywords: Model, Marketing, Products Priestly

Buddhism Business in Bangkok
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