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                  This research aimed to study the decision of the consumers to use the service at the florist 
shop in Lat phrao, Bangkok. The subjects consisted of 400 consumers in Lat phrao, Bangkok, being 
interviewed with a questionnaire. The data was analyzed as frequency, percentage, mean and 
standard deviation. The results were as follows: 
 

                  1. For general information, the majority of respondents were female, aged between 21-29 
years old. They were professional employees of private company with a salary not exceeding 
15,000 baht. They had used a service at the florist shop, buying flowers for more than five years for 
once a month between 17.00 to 24.00 hrs. They had spent around 1,501-2,000 Baht in each 
purchase.  
 
                  2. For the purpose of visiting the florist shop, there were four reasons for the respondents 
to make a decision to use the service at the florist shop. Sale promotion came first, followed by 
objectivity, social occasion and the availability of the type of the products (a bouquet, a basket and a 
vase) respectively. 
 
                  3. For the marketing mix, personnel came first, followed by sale promotion, pricing and 
information about the service respectively.  
 
                  4. For the psychological factors affecting the decision to use the service at the florist shop, 
person  ality came first, followed by learning and recognition respectively. 
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  1   50    
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                    (2552) 
 

  

 4      

Northern Village (    1-2)  400  

  

    

  26–30   

   

   

 

/ / / /    

     

      

  501-1,000    6–10  
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                   3   

   

                   3  

  

  

                    (2550)  

  

 

    89  

  

  

                      30-45  

 2    4   

 1  

 91.01 

 65.2   33.7

 5  

 70.79 

 73.0 

                    

        

 4x8   18,000-25,000  1  

    

        

  

     

     

     28 - 29   1 
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 4        

 (4 ) 

   

   

                    

   (2546)  

   

   

  

  

                    

  (2549 : 1) 
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  3 

 
                   

    

  

                   1.  

                   2.  

                   3.  

                   4.  

                   5.  

                   6.  

                   7.  

 

                   

        

      

      

      

      

   

 

1.  
                     (Population) 

     

    

 10    
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   400  (   

  2548 : 48) 

 

2.  
                   

   3  

 75   
                  1      

  10  

                  2   

 5  

                  3 

    – 

 60  

 

3.  
                     

   

 

                   

   10 

  400  

   400  

 1  40  

 

4.  
             

 (Validity)  (Index of Congruence: IOC) 

 3      
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              (Try-

Out)   30  

 (Reliability) 

 (   2547 : 266-267) 

 0.85  

 

 
5.  
                    

                  1.     

 

                  2.  

   400   

 –  . . 2553 

 
6.  
                    

                  1.  

 

                  2.  

                  3.    

 

                  4. 

  

 

 5  (Likert)      

    (2549 : 77)  

                  5    

                  4    

                  3    
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                  2    

                  1    

 

                    

   5   

     

Likert Scale  

 

                          –             =     5 – 1        =    0.8   

                                             5 

 

                    

      4.21 - 5.00   

      3.41 - 4.20   

      2.61 - 3.40   

      1.81 - 2.60   

      1.00 - 1.80   

 
7.  
                   

                  1.  2 

   

                  2.  

                      2.1  (Frequency) 

                      2.2  (Percentage of Frequency) 

                      2.3  (Mean) 

                      2.4  (Standard Deviation) 
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  (Survey method)  

(Questionnaires)  400  

 SPSS  

   

                    1       

   

                    2  

 

                    3 

    

                    4 

  

 

 1   
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 1                                       
                                          N=400 

 ( )  
    

   128 32.0 

  272 68.0 

    

  20  52 13.0 

  21-29  229 57.3 

  30-39  75 18.8 

  40  44 11.0 

    

  204 51.0 

   173 43.3 

   (  ) 23 5.8 

    

  12 3.0 

   67 16.8 

   198 49.5 

   123 30.8 

     

  189  47.3 

   30  7.5 

   123  30.8 

   20  5.0 

    38  9.5 
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 1 ( )                                                                                                                                                                 

                                                                                                                                                N = 400 

 ( )  
    

  15,000  199 49.8 

  15,000-20,000  47 11.8 

  20,001-25,000  102 25.5 

  25,000-30,00  17 4.3 

  30,000  35 8.8 

    

  1  148 37.0 

 1-3  45 11.3 

  3-5  23 5.8 

   5  184 46.0 

   

 1-2  64 16.0 

 3-4  18 4.5 

 5-6  66 16.5 

   (  ) 252 63.0 

   

 1-2  64 16.0 

 3-4  18 4.5 

 5-6  66 16.5 

   (  ) 252 63.0 

    

  75 18.8 

   (12.00-17.00) 132 33.0 

   (17.00-24.00) 193 48.3 
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 1 ( )                                                                                                                                                                 

                                                                                                                                            N = 400 

( )  

   

  300  155 38.8 

 301-700  107 26.8 

  701-1,100  97 24.3 

  1,101-1,500  14 3.5 

  1,501-2,000  27 6.8 

  400 100.0 

 

                      1   

  400  

       

   

    
                          68.0   32.0 

  

         57.3  21-29  

 18.8  30-39   13.0  20    11.0 

 40  

                            51.0  

 43.3   5.8   

       49.5 

   30.8   16.8 

  3.0   

       47.3 

  30.8   7.5   5.0 

  9.5   



 48 

                           49.8 

 15,000   25.5  20,001-30,000    11.8 

 15,000-20,000   8.8  30,000    4.3 

  25,000-30,000  

                          46.0 

 5   37.0  1   

11.3  1-3   5.8  3-5  

            

 63.0    16.5 

   5-6   16.0  1-2   4.5 

 3-4  

                          

48.3  (17.00-24.00 .)  33.0  (12.00-

17.00 .)  18.8   

                           38.8 

 300   26.8  301-700  

 24.3  701-1,100   6.8  

1,501-2,000    3.5  1,101-1,500   
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 2   
                       

   

   

 
2.1    

 2       

 

 

 
1 

 
( ) 

2 
 

( ) 

3 
 

( ) 

4 
 

( ) 

5 
 

( ) 

6 
 

( ) 

 
 

( ) 
1.  128 

(32.0) 

83 

(20.8) 

103 

(25.8) 

32 

(8.0) 

35 

(8.8) 

19 

(4.8) 

400 

(100.0) 

2.  71 

(17.8) 

98 

(24.5) 

93 

(23.3) 

52 

(13.0) 

47 

(11.8) 

36 

(9.0) 

400 

(100.0) 

3.  109 

(27.3) 

83 

(20.8) 

54 

(13.5) 

63 

(15.8) 

50 

(12.5) 

44 

(11.0) 

400 

(100.0) 

4.  37 

(9.3) 

79 

(19.8) 

76 

(19.0) 

70 

(17.5) 

89 

(22.3) 

49 

(12.3) 

400 

(100.0) 

5.  38 

(9.5) 

35 

(8.8) 

53 

(13.3) 

85 

(21.3) 

94 

(23.5) 

95 

(23.8) 

400 

(100.0) 

6.  17 

(4.3) 

22 

(5.5) 

21 

(5.3) 

98 

(24.5) 

85 

(21.3) 

157 

(39.3) 

400 

(100.0) 

 

                    2   

  1  32.0  

 27.3   17.8   2  24.5 

  20.8    3  25.8 

  23.3   13.5   4 

 24.5    21.3   17.5 
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  5  23.5   22.3  

 21.3   

 

2.2   
 3         

 

 ( )  
1.  84 21.0 

2.  157 39.3 

3.  168 42.0 

4.  172 43.0 

5.  132 33.0 

6.    88 22.0 

 

                    3   

 43.0   42.0  

 39.3   33.0   22.0 

  21.0   
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2.3      
 4           

 

  ( )  
1.  179 44.8 

2.  122 30.5 

3.  83 20.8 

4.  89 22.3 

5.  117 29.3 

6.    26 6.5 

 

                    4   

 44.8   30.5 

  29.3  22.3 

  20.8   6.5    
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2.4      
 5        

 

 ( )  
1.  137 34.3 

2.  130 32.5 

3.  125 31.3 

4. /  116 29.0 

5.  118 29.5 

6.   139 34.8 

7.  124 31.0 

8.  129 32.3 

9.  121 30.3 

10.  114 28.5 

11.    11 2.8 

 

                     4     

34.8   34.3 

  32.5   32.3   31.3 

  31.0   30.3 

  29.5   29.0 

  28.5  
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 6        

 

   
1.  400 100.0 

2.  - - 

 400 100.0 
 

                    6    100 
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 3.  
      7 

  1)  2)  3)  4) 

  5)  6)  7)  

 

3.1   
 7         

         

 

 

 
X  S.D.    

 
 

 
  1. /  

 

153 

(38.3) 

128 

(32.0) 

90 

(22.5) 

29 

(7.3) 
(0) 

4.01 

 

.94 

 

 

  2.     

       

127 

(31.8) 

134 

(33.5) 

107 

(26.8) 

30 

(7.5) 

2 

(0.5) 

3.98 

 

.95 

 

 

  3.  

 

137 

(34.3) 

131 

(32.8) 

109 

(27.3) 

23 

(5.) 
(0) 

3.96 

 

.91 

 

 

  4.    

       

145 

(36.3) 

129 

(32.3) 

88 

(22.0) 

35 

(8.8) 

3 

(0.8) 

3.95 

 

1.00 

 

 

   5.  

 

108 

(27.0) 

134 

(33.5) 

126 

(31.5) 

31 

(7.8) 

1 

(0.3) 

3.79 

 

.93 

 

 

 

  6.  

 

106 

(26.5) 

120 

(30.0) 

138 

(34.5) 

31 

(7.8) 

5 

(1.3) 

3.73 

 

.98 

 

 

  7.  

       

115 

(28.8) 

117 

(29.3) 

131 

(32.8) 

36 

(9.0) 

1 

(0.3) 

3.77 

 

.97 

 

 

 126 
(31.5) 

177 
(44.3) 

89 
(22.3) 

8 
(2.0) (0) 3.87 

 
.60 

 
 

 
                     7    

 ( X =3.87)  

 1) /   4.01 2) 
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  3.98 3)   3.96 4) 

  3.95 5)  

3.79 6)  3.77 7) 

 3.73  
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X  S.D.  

 
 

 
 

 
1.  

 

141 

(35.3) 

139 

(34.8) 

97 

(24.3) 

23 

(5.8) 
(0) 

4.00 

 

.90 

 

 

 

2.  

 

141 

(35.3) 

120 

(30.0) 

100 

(25.0) 

39 

(9.8) 
(0) 

3.91 

 

.99 

 

 

3.  

 

149 

(37.3) 

122 

(30.5) 

95 

(23.8) 

34 

(8.5) 
(0) 

3.97 

 

.97 

 

 

4.  

 

118 

(29.5) 

123 

(30.8) 

120 

(30.0) 

36 

(9.0) 

3 

(0.8) 

3.79 

 

.99 

 

 

5.   

     

138 

(34.5) 

139 

(34.8) 

89 

(22.3) 

33 

(8.3) 

1 

(0.3) 

3.95 

 

.95 

 

 

6.  

     

137 

(34.3) 

142 

(35.5) 

97 

(24.3) 

24 

(6.0) 
(0) 

3.98 

 

.90 

 

 

 142 
(35.5) 

166 
(41.5) 

86 
(21.5) 

6 
(1.5) (0) 

3.93 
 

.63 
 

 

 

                    8    

 ( X = 3.93)  

 1)  4.00 2) 

 3.98 3)   3.97 4) 
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  3.95 5) 

 3.91  6)  3.79 

 

3.3   
 9          

                      

 

 

 
X  S.D.  

 
 

 
 

 
1.  

 

128 

(32.0) 

127 

(31.8) 

119 

(29.8) 

25 

(6.3) 

1 

(0.3) 

3.89 

 

.93 

 

 

2.  

     

     

128 

(32.0) 

121 

(30.3) 

113 

(28.3) 

36 

(9.0) 

2 

(0.5) 3.84 

 

.99 

 

 

3.  

     

134 

(33.5) 

119 

(29.8) 

116 

(29.0) 

31 

(7.8) 
(0) 

3.89 

 

.96 

 

 

4.  

 

157 

(39.3) 

118 

(29.5) 

100 

(25.0) 

22 

(5.5) 

3 

(0.8) 4.01 .96 

 

5.    

     

159 

(39.8) 

114 

(28.5) 

99 

(24.8) 

27 

(6.8) 

1 

(0.3) 4.01 .96 

 

6.  

     

141 

(35.3) 

141 

(35.3) 

97 

(24.3) 

21 

(5.3) 
(0) 

4.01 .89 

 

7.  

     

127 

(31.8) 

145 

(36.3) 

97 

(24.3) 

28 

(7.0) 

3 

(0.8) 3.91 .95 

 

8.  

     

121 

(30.3) 

125 

(31.3) 

121 

(30.3) 

31 

(7.8) 

2 

(0.5) 3.83 .96 

 

 143 
(35.8) 

167 
(41.8) 

89 
(22.3) 

1 
(0.3) (0) 3.92 

 
.59 

 
 

 

                     9   
  ( X = 3.92) 
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  1)  

  3  

4.01 2)   3.91 3) 

   3.89 4) 

  3.84 5) 

  3.83  

 
3.4  
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X  S.D.  

 
 

 
 

 
1.    

     

112 

(28.0) 

125 

(31.3) 

121 

(30.0) 

40 

(10.0) 

2 

(0.5) 

3.76 

 

.98 

  

2.  

     

146 

(36.5) 

137 

(34.3) 

99 

(24.8) 

18 

(4.5) 
(0) 

4.03 

 

.89 

 

 

3.  

 

160 

(40.0) 

133 

(33.3) 

78 

(19.5) 

29 

(7.3) 
(0) 

4.06 

 

.94 

 

 

4.  

     

160 

(40.0) 

107 

(26.8) 

108 

(27.0) 

23 

(5.8) 

2 

(0.5) 

4.00 

 

.97 

 

 

 167 
(41.8) 

145 
(36.3) 

74 
(18.5) 

13 
(3.3) 

1 
(0.3) 

3.96 
 

.69 
 

 

 

                    10   
  ( X = 3.96) 

  1)   4.06 

2)  4.03 3) 

  4.00  4)   3.76  
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3.5  
 11       

                      

 

 

 
X  S.D.  

 
 

 
 

 
1.  

    

168 

(42.0) 

113 

(28.3) 

99 

(24.8) 

14 

(3.5) 

6 

(1.5) 

4.06 

 

.97 

 

 

 

2.  

     

165 

(41.3) 

94 

(23.5) 

109 

(27.3) 

28 

(7.0) 

4 

(1.0) 

3.97 

 

1.02 

 

 

3.  

     

176 

(44.0) 

107 

(26.8) 

88 

(22.0) 

22 

(5.5) 

7 

(1.8) 

4.06 

 

1.01 

 

 

4.  

     

     

     

173 

(43.3) 

116 

(29.0) 

88 

(22.0) 

18 

(4.5) 

5 

(1.3) 

4.09 

 

.97 

 
 

5.  

     

171 

(42.8) 

124 

(31.0) 

89 

(22.3) 

16 

(4.0) 
(0) 

4.13 

 

.89 

 

 

 174 
(43.5) 

131 
(32.8) 

79 
(19.8) 

13 
(3.3) 

3 
(0.8) 

4.05 
 

.73 
 

 

 

   11     

 ( X = 4.05)  

 1)  

 4.13 2)  

 4.09 3)   4.06 4) 

  3.97  
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 12        

                       

 

 

 
X  

S.D
.  

 
 

 
 

 
1.   

     

142 

(35.5) 

128 

(32.0) 

106 

(26.5) 

21 

(5.3) 

3 

(0.8) 

3.96 

 

.94 

 

 

 

2.    

     

143 

(35.8) 

125 

(31.3) 

102 

(25.5) 

25 

(6.3) 

5 

(1.3) 

3.94 

 

.98 

 

 

3.  

     

147 

(36.8) 

112 

(28.0) 

116 

(29.0) 

25 

(6.3) 
(0) 

3.95 

 

.95 

 

 

4.    

     

     

138 

(34.5) 

122 

(30.5) 

104 

(26.0) 

33 

(8.3) 

3 

(0.8) 3.90 

 

.99  

5.  

     

143 

(35.8) 

113 

(28.3) 

110 

(27.5) 

34 

(8.5) 
(0) 

3.91 

 

.98 

 

 

6.   

      

136 

(34.0) 

116 

(29.0) 

110 

(27.5) 

28 

(7.0) 

10 

(2.5) 

3.85 

 

1.04 

 

 

 123 
(30.8) 

195 
(48.8) 

76 
(19.0) 

6 
(1.5) (0) 3.91 

 
.59 

 
 

 

                    12    

 ( X = 3.91) 

 1)  

 3.96 2)   3.95 3) 

  3.94 4)  

 3.91 5)    3.90 6) 

  3.85 
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3.7  
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X  S.D.  
 

 
 

 
 

1.   

     
137 

(34.3) 

127 

(31.8) 

102 

(25.5) 

28 

(7.0) 

6 

(1.5) 

3.90 

 

1.00 

 

 

2.  

     
145 

(36.3) 

125 

(31.3) 

103 

(25.8) 

20 

(5.0) 

7 

(1.8) 

3.95 

 

.98 

 

 

3.  

     

     

146 

(36.5) 

132 

(33.0) 

89 

(22.3) 

27 

(6.8) 

6 

(1.5) 3.96 

 

.99 

 

 

4.  

     

136 

(34.0) 

122 

(30.5) 

120 

(30.0) 

20 

(5.0) 

2 

(0.5) 

3.93 

 

.93 

 

 

 174 
(43.5) 

134 
(33.5) 

70 
(17.5) 

20 
(5.0) 

2 
(0.5) 

3.93 
 

.75 
 

 

                      

                     13    

 ( X =3.93) 

  1)  

 3.96 2)   3.95 3) 

  3.93 4) 

  3.90  
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3.8  
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X  S.D.  

 
 

 
 

 
1.  

 

126 

(31.5) 

177 

(44.3) 

89 

(22.3) 

8 

(2.0) 
(0) 

3.87 

 

.60 

 

 

2.  

 

142 

(35.5) 

166 

(41.5) 

86 

(21.5) 

6 

(1.5) 
(0) 

3.93 

 

.63 

 

 

3.  

 

143 

(35.8) 

167 

(41.8) 

89 

(22.3) 

1 

(0.3) 
(0) 

3.92 

 

.59 

 

 

4.  

     

167 

(41.8) 

145 

(36.3) 

74 

(18.5) 

13 

(3.3) 

1 

(0.3) 

3.96 

 

.69 

 

 

5.  

 

174 

(43.5) 

131 

(32.8) 

79 

(19.8) 

13 

(3.3) 

3 

(0.8) 

4.05 

 

.73 

 

 

6.  123 

(30.8) 

195 

(48.8) 

76 

(19.0) 

6 

(1.5) 
(0) 

3.91 

 

.59 

 

 

7.  

 

174 

(43.5) 

134 

(33.5) 

70 

(17.5) 

20 

(5.0) 

2 

(0.5) 

3.93 

 

.75 

 

 

 100 
(25.0) 

264 
(66.0) 

36 
(9.0) (0) (0) 3.93 

 
.37 

 
 

 

                    14 
   ( X = 3.93) 

   

 1)   4.05 2)   

 3.96  3)    3.93   4) 

  3.92  5)   3.91  6) 

  3.87   
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 4.  
                       5   

1)  2)  3)  4)  5)  

 

 
4.1  

 15       

                       

 

 

 
X  S.D.  

 
 

 
 

 
1. /  

 

138 

(34.5) 

114 

(28.5) 

113 

(28.3) 

31 

(7.8) 

4 

(1.0) 

3.88 

 

1.00 

 

 

2.  

     

133 

(33.3) 

122 

(30.5) 

110 

(27.5) 

32 

(8.0) 

3 

(0.8) 

3.88 

 

.99 

 

 

3.  

 

152 

(38.0) 

110 

(27.5) 

107 

(26.8) 

28 

(7.0) 

3 

(0.8) 

3.95 

 

.99 

 

 

4.    

    

152 

(38.0) 

125 

(31.3) 

101 

(25.3) 

19 

(4.8) 

3 

(0.8) 

4.01 

 

.94 

 

 

 167 
(41.8) 

156 
(39.0) 

66 
(16.5) 

11 
(2.8) (0) 3.92 

 
.65 

 
 

       
   15    

 ( X =3.92)  

 1)    4.01 2) 

  3.95 3)  /  

 3.88   
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4.2  
 16        

                       

 

 

 
X  S.D.  

 
 

 
 

 
1.   

       

147 

(36.8) 

132 

(33.0) 

105 

(26.3) 

16 

(4.0) 
(0) 

4.03 

 

.89 

 

 

2.  

 

146 

(36.5) 

129 

(32.3) 

99 

(24.8) 

25 

(6.3) 

1 

(0.3) 

3.99 

 

.94 

 

 

3.  

     

     

139 

(34.8) 

122 

(30.5) 

112 

(28.0) 

24 

(6.0) 

3 

(0.8) 3.93 

 

.96 

 

 

4.  

      

149 

(37.3) 

123 

(30.8) 

97 

(24.3) 

28 

(7.0) 

3 

(0.8) 

3.97 

 

.98 

 

 

 166 
(41.5) 

154 
(38.5) 

67 
(16.8) 

13 
(3.3) (0) 3.97 

 
.67 

 
 

 

                     16    

 ( X =3.97)  

 1)    4.03 

2)   3.99 3)   

3.97  4)   3.93  
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4.3  
 17        

                      

 

 

 
X  S.D.  

 
 

 
 

 
1.  

       

142 

(35.5) 

117 

(29.3) 

105 

(26.3) 

36 

(9.0) 
(0) 

3.91 

 

.98 

 

 

2.    

     

     

146 

(36.5) 

122 

(30.5) 

107 

(26.8) 

22 
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