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ABSTRACT

E-commerce has been booming in Thailand since 2014, and it seems to be
unstoppable during COVID-19 pandemic. The transaction is growing faster and faster, and to
deliver the products, the packaging especially the corrugated box is required. Expanding
business to E-commerce market, corrugated box sellers may face the inventory costs from
keeping dead stocks. The problem is occurred due to a lack of understanding in customers’
buying decision. Thus, this research aims to identify the factors influencing customers buying
decision for corrugated box in e-commerce market and to study deeply on how these affect the
buying decision. The quantitative approach was applied to this paper, and the data were collected
through electronic questionnaire, Google Form, with the screened respondents of 100 samples.
Those respondents were the business owners who need corrugated box to pack their products.
The result showed that the price of boxes is the most influential factors among other factors as
it is also the cost of box customer’s side and it is found that this factor is extremely sensitive.
Physical attributes is referred to strength and the water and moisture resistance, which plays a
vital roles during stacking products on pallets and delivering process. Services offers customers
convenience in many aspects such as on-time and free delivery, making sample before
production, free box design service, defects claim, and consulting services. The design of the
boxes can be a part in customer’s marketing tools and add value to the products to represent the
brand. Moreover, the factor of sellers is included in this paper as the good relationship between
the box buyer and the box seller can block other sellers to compete in the industry. The findings
of this paper are applicable to the sellers who are looking for an opportunity to expand their
business to online platform or e-commerce market. Therefore, if they understand these factors,
they have high tendency to reduce the inventory cost for storing dead stocks as well as capture
more customers.
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CHAPTER |
INTRODUCTION

1.1 Background

Due to the coronavirus pandemic, many countries were locked down, and
this slowed down the Thailand’s economy. Most of the firms were forced to stop their
operation to reduce the risk of infection of the coronavirus among the employees. To
stay safe and continue working, some companies allowed their employees to work from
home in accordance with the social distancing campaign. This could support the
shopping norm from offline to online. Therefore, the E-commerce would be a strong
potential channel for both corporations and small-medium enterprises.

In Thailand, E-commerce has been growing significantly since 2014
according to the annual report of ETDA 2019, and as of 2018, the size of digital
transaction incurred was about 2.76 trillion baht, at the growth rate of 7.91% year on
year, and it was expected to grow rapidly to 3 trillion baht by the end of 2019.

Although there is a huge opportunity to grow for e-commerce, the operation
cost would still play a critical role in every business, especially logistic process. Not
only does the fridge cost incur, but the cost of packaging such as corrugated boxes is
also another variable cost that the shop owners should consider carefully. However,
some business owners still pay for the corrugated boxes for marketing purposes even
though it costs higher. Therefore, this paper will focus on the key factors that influence
the corrugated box buyers’ decision from different types of buyers based on their

characteristics and values.



Figure 1.1 A Corrugated Box

In the industry update review of Government Savings Bank (GSB) research,
it was stated there were more than 1800 companies in the corrugated paper, paperboard,
and containers industry in Thailand. According to the Euromonitor research, the overall
Thai market value has been slightly increasing year by year after the big boom in 2017,
which grew almost 9.5%. The impact of the downturn of global economy slow down
the growth of this industry, as the less transaction, the less demand for corrugated boxes.
However, the booming of e-commerce can raise the demand of these containers

especially during the Covid-19 pandemic.

Market Value of Corrugated Paper, Paperboard, and
Containers in Thailand 2014-2019
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Figure 1.2 Market Value of Corrugated Paper, Paperboard, and Containers in
Thailand 2014-2019

Source: Euromonitor (Market and Sales- Corrugated Paper, Paperboard, and Containers
in Thailand)



1.2 Problem Statement

Since the E-commerce has been booming, the demand for corrugated boxes
used in a delivering process has been continuously increasing. As a result, there are
countless corrugated-box sellers jumping into the online market through Facebook and
other social platforms. As the more competitiveness, the more intensive price war, some
online shops differentiate their products by using the lower grades of raw materials to
lower the cost down to compete, designing a new shape for corrugated boxes for the
users to have a unique packaging for their products, or focusing on the quality of the
boxes such as printing quality or the attributes such as water proof and high strength.
The more differentiated market segments they capture, the more products they need to
keep in the inventory with the limited space. As a result, the sellers need to store the
products with variety in specification. This issue may cause the problems to those
sellers, which are higher inventory costs to keep unpreferable goods and the opportunity
cost for not selling the more favorable products. Thus, the problems can be solved if the
criteria or factors in box buying process are clearly demonstrated.

1.3 Research Questions

1. “What are the key factors influencing customers’ decision to buy
corrugated boxes

2. “How do those factors affect the customer’s buying decision?”

1.4 Research Objectives

1. To identify the factors influencing customer’s decision to buy corrugated
boxes

2. To study how those factors affect the customer’s buying decision



1.5 Research Scope

1. This research will focus on the corrugated boxes sold and bought in the
e-commerce platforms only.

2. The types of customers will be grouped into approximately 3 categories
based on the purposes of value, which are price-oriented customers, quality-oriented
customers, and brand-oriented customers

3. The criteria of buying boxes are price, physical attributes, design, and
services.

4. The survey will be conducted to gather generalized information and some
in-depth information.

5. All research participants will be the corrugated box users for their

businesses or organizations.

1.6 Expected Benefit

This paper will identify the variables that affect the buying process for
corrugated boxes, which are mainly sold in the online channel. The knowledge gained
from this paper will be beneficial for online merchants to understand the different
characteristics of customers to decide what are the right products to produce for the right
customers. Moreover, they can reduce the inventory costs from misestimation of the

production or storage of corrugated boxes.



CHAPTER 11
LITERATURE REVIEW

2.1 Corrugated Boxes

Corrugated boxes are commonly used in outbound logistics activities to
protect the products inside to remain in a good condition. Nowadays, this packaging has
become one of the most popular packaging used in delivering products for both
Business-to-Business and Business-to-Customer transactions. Corrugated boxes are
made from corrugated cardboards, which is comprised of layers of kraft paper. The kraft
paper used to produce corrugated cardboards are divided into two categories, the kraft
liner and the corrugated medium. Kraft liner is the sheet of paper on the top of
corrugated cardboards and boxes, and the corrugated medium is the kraft paper that is
glued to join with the kraft liner board in the zigzag form.

2.2 Online Shopping/E-commerce

Currently, online shopping is the alternative way of shopping. Instead of
going out to the physical stores, the users or customers can enter the store at anytime
and anywhere. They do not need to carry the basket around the place, and no travelling
cost charges to the customers. For sellers, they do not have to pay rent or invest a huge
amount of money for the area of the stores.

However, there are some limitation or drawbacks of the online shopping.
When buyers want to purchase the selected items, they do not have a chance to try or
see the physical condition of the goods. This problem is also for the sellers as the items
itself cannot represent the brand or affect the buyers as the same way as the offline
shopping. Moreover, after the customers pay for the goods, they do not receive those

items right away.



2.3 Sellers

In this market, sellers can be classified into two main groups, which are the
producers and merchants. Producers are the party that produce the corrugated boxes
from corrugated cardboards. This party also use a printer to screen the artwork on the
cardboards, put them into the slotting machine or die-cutting machine for shaping the
boxes, and lastly, they glue or stitch the side flap. Some of producers also sell boxes
online through their social media and websites.

For the merchants, they buy corrugated boxes from producers and make
profits from the gap between selling price and cost of goods sold. They could customize
the corrugated boxes and orders those from the producers to differentiate themselves
from other merchants.

Therefore, the major differences between these players are that producers
both produce and distribute the products while merchants only distribute the boxes. In
the market, the producers normally have lower cost of goods sold than the merchants
do.

2.4 Buyers
Buyers are the customers or businesses that need the corrugated box for
packing their products through the online channel. The value of the boxes is based on

their purposes. In this paper, the buyers will be divided into three categories.

2.4.1 Price-Oriented
Mehdi Seifbarghy and his colleagues (2015) mentioned that price-oriented
customers tend to be more price sensitive and prefer buying products with a low price

although the quality is low.



2.4.2 Quality-Oriented

According to the previous reference, on the other hand, customers who are
willing to pay for a product with high quality even though the price is relatively high is
called quality-oriented customers.

2.4.3 Brand-Oriented

Brand orientation is to focus on the brand value as the brand is one of the
intangible assets that can be a competitive advantage for the company (Urde M.,2019).
Hence, the brand-oriented customers prioritize the brand status to compete with their
rivals, and the brand can be also used as a strategic tool. The packaging would help them

to achieve by being consistent or represent the brand and its products.

2.5 Customer Buying Criteria

Almaquist, Cleghorn, and Sherer suggested that it is compulsory for B2B
suppliers to understand the customer buying criteria to enhance the sale performance
(2018). For the corrugated box industry, the main elements that customers value are

price, physical attributes, design, and service.

2.5.1 Price

Meera Singh said that price is the amount that customers must trade for the
goods and services (2012). However, the higher price, the lower quantity demanded as
the price is the number-one purchasing factor for online-shopping (Kung, Monroe, &
Cox, 2002). The price refers to the cost of business customers; therefore, they would

carefully select the goods with the price that they are willing to pay.

2.5.2 Physical Attributes

Physical Attributes are mainly referred to two specific aspects, which are
water resistance and box compression strength. As the corrugated containers are widely
used in transportation, it is critical issue to ensure that the boxes’ strength is enough to
handle with the stack loading weight; in other words, the distributing company need to

estimate required box compression strength for shipping goods, and order or buy the



boxes that match the level of compression strength to prevent the products inside the
containers (Urbanik & Frank, 2006). Another specific attribute for corrugated boxes is
water resistance because moisture content can deteriorate the condition of food and fresh
products as well as the compression strength of the boxes, so the packaging nowadays
is developed to alleviate the risk of surrounding condition during storage and delivering
(Raheem D., 2012).

2.5.3 Design

Design can be classified into two aspects, the quality of printing and the
shape of the boxes. The clear visualization on the packaging can draw the attention from
customers, which can be beneficial for the brand owners as the customers are interested
(Ahmed R. R., 2014). Also, the quality of printing refers to the registration of the images
from printed colors and the consistency of ink pigment, which result in a clear
illustration. Additionally, the shape of packaging can justify the customers’ perception
toward the brand either it is an ordinary product or a superior product; thus, this

influences the customers’ buying decision (Chen H., 2019).

2.5.4 Services

Services include the timeliness of delivery, free delivery, the sample of
products, free packaging design, equipment allowance, and defect claim. Delivery time
can affect the customer satisfaction and experience (Vu, Grant, & Menachof, 2020).
Moreover, if the delivery is free of charge, the customer satisfaction would be increased.
For the sample, this is to reduce the risk of mismatch products as the buyers can try
putting their products to test if there is space remaining inside the containers or the
containers are strong enough in logistic process. Equipment such as printing plates and
die-cutting plates is quite costly comparing to the price of a box, so if there is an
allowance for the cost of equipment, the customers will get lower cost for the logistic
process. The defect claim is to ensure if there is defect from producing, selling, or
delivering process, there will be the compensation for the unqualified products. These

are the services that affect the customers’ decision.



2.5.5 Sellers

This factor is related to the relationship between buyers and sellers and the
feedback from customers. Beatty and his colleagues said that friends are one of the loyal
customers (1996). Therefore, this study may imply that the good relationship between
sellers and buyers plays an important role to obtain loyal customers. Also, the feedback
from customers can affect in both positive and negative ways. If the customers are
satisfied with the products or services, there is a chance that they will be loyal and spread

some positive feedback to others such as reviews or word of mouth.
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CHAPTER III
METHODOLOGY

3.1 Research Method

The research was conducted by using a quantitative method to generalize
the characteristics of price-oriented customers, quality-oriented customers, and brand-
oriented customers for further identifying the significance of each variable, which are
price, physical attributes, design, and services, can be effectively done by this
methodology. However, for in-depth information, it can be collected by open-end
questions. The questionnaire was prepared for the participants who are the business
owners from several markets to see the similarity and differences among different types
of customers and, importantly, the key factors that influencing the customers’ buying

decision making for corrugated boxes through e-commerce platforms.

3.2 Population, Sample size, Sampling Method

The population of this research is the business owners in Thailand that buys
corrugated containers. However, it is impossible to conduct the research and invite all
populations to be participants for the research; therefore, the sampling method was
conducted for collecting data from samples.

The sampling criteria was the business owners who deliver their products
by using the corrugated boxes. The sample size of this research was around 100

participants.

3.3 Data collection
The data will be collected through an online questionnaire, Google Form, as

the question can be spread to participants effectively and time-efficiently. The questions
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will be classified into 3 main sections, the respondent’s demographics, current box

consuming information, and factors influencing customers’ decision.

3.4 Instrument Development

There are three sections of the questionnaire as following:

3.4.1 Respondent’s demographics
This section will collect gender and the age of the respondents. At the last
part of this section, the question asks if the respondent is using the corrugated boxes in

their business or not to screen out the irrelevant information.

3.4.2 Current box consuming information

This part will collect the information about the respondent’s box usage. The
question asks about the type of products packed in the corrugated boxes, how many
boxes are used per month, which channel the respondent chooses to buy the boxes, and

whether the respondent uses customized boxes for his or her products or not.

3.4.3 Factors influencing customers’ decision

In this part, the questions are conducted to identify what and how factors
influence the customers’ buying decision for the corrugated boxes. Mainly, the
questions are 5-point Likert scale in which the score of 5 means that this factor is the
most influential or strongly agreed on how it influences the customers buying decision,
whereas the score of 1 means that the factors is not influential or strongly disagreed on

how it influences the customers buying decision for corrugated boxes.



CHAPTER IV

FINDINGS
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Once 124 questionnaires were collected, 24 of them were screened out due

to not matching with the scope of this paper that the sample must be a business owner.

Therefore, 100 responses were used in analyzing data.

4.1 Respondent’s Demographics

Among 100 respondents, 54% or respondents are and 46% of them are

males. The age of respondents was divided into 6 groups, 18-24, 25-35, 36-45, 46-55,

and more than 55 years old. Most of them are 25-35 years old and the least frequent age

range is 46-55 years old.

Table 4.1 The Respondent's Demographic by Gender and Age

Age
18-24 | 25-35 | 36-45 | 46-55 | Morethan55 | Total
Male 5 32 6 0 3 46
Gender Female 8 39 3 2 2 54
Total 13 71 9 2 5 100
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4.2 Current Box Consuming Information

4.2.1 Product Types and Quantity Used Per Month

The top three types of products packed in corrugated boxes in this
questionnaire were food and beverage products, home and office products, and personal
and pharmaceutical products, accounted for 28%, 24%, and 14% respectively.
Additionally, grouping by quantity used per month, the number showed that 28% of
samples used less 1-50 boxes for delivering their products within a month, while 9% of
samples used more than 2000 boxes within one month. To consider the volume that is
the minimum order quantity for customizing corrugated boxes is up to 500 boxes, so the
result of this questionnaire showed that there are 72% of low volume buyers, 19% of
acceptable volume of 501-1000 boxes per month, and only 9% for the high-volume

buyers.

Table 4.2 The Box Consuming Rate by Product Type and Quantity Used Per
Month

Quantity of boxes used per month

1- |[51- | 101- | 201-|501- | 1001- | More | Total
50 | 100 (200 |500 1000|2000 |than
2000
Type of | Agricultural P e 0 0 0 0 3
products | products
Automotive 2 2 1 1 1 0 1 8
Construction 0 0 0 0 0 1 0 1
Materials
Electronic 1 0 0 0 0 1 0 2
components
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Table 4.2 The Box Consuming Rate by Product Type and Quantity Used Per
Month (cont.)

Quantity of boxes used per month

1- | 51- | 101- | 201- [ 501- | 1001- | More Total
50 (100|200 [500 | 1000|2000 ([ than
2000

Type of | Fashion 3| 4 2 0 0 1 0 10

products
Food & 6 6 4 4 2 4 2 28
Beverage
Home & Office | 8 5 3 1 3 2 2 24
Industrial 0 1 0 2 0 1 1 5
Material
Media and 1 0 0 0 1 0 0 2
Publishing
Personal & 4 2 2 2 0 2 2 14
Pharmaceuticals
Petrochemicals 0 0 1 0 0 0 1 2
and chemicals
Printing 1 ${§ O 0 0 0 0 0 1
Total 28| 21 | 13 10 7 12 9 100
Criteria Low volume Acceptable | High Total

Volume Volume

Percentage 2% 19% 9% 100%

4.2.2 Product types and Customization

The customization of boxes means buyers can order the boxes according to

the size, specification, and design that they want. 37% of all respondents consider using

customized corrugated boxes in their business. Still, food and beverage products, home
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and office products, and personal and pharmaceutical products are the types that buyers

consider customized boxes.

Table 4.3 The Customized Boxes for Each Type of Products

Buying Customize Boxes
Yes No Total

Type of | Agricultural products 1 2 3
products

Automotive 2 6 8

Construction Materials 1 0 1

Electronic components 1 1 2

Fashion 2 8 10

Food & Beverage 12 16 28

Home & Office 8 16 24

Industrial Material 3 2 5

Media and Publishing d 1 2

Personal & 4 10 14

Pharmaceuticals

Petrochemicals and 2 0 2

chemicals

Printing 0 1 1

Total 37 63 100
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4.2.3 Buying Channel

It is shown that 47% of respondents bought boxes from retailers, whereas
38% of the sample bought them from the factory. Other buying channels were online
platforms that box sellers posted online or on their website including shopping online
platforms such as Lazada and Shopee. About 5% of respondents, they choose to buy

boxes from other channels such as recycled box sellers.

Table 4.4 The Box Buying Channel

Factory Retailer
Valid Cumulative Valid Cumulative
Frequency | Percent Percent Percent Frequency | Percent Percent Percent
Valid Yes 38 38.0 38.0 38.0 Valid Yes 47 47.0 47.0] 47.0)
No 62 820 62.0 100.0 No 53 530 53.0 100.0|
Total 100 100.0 100.0 Total 100 100.0 100.0
Online Delivery Service
Valid Cumulative Valid Cumulative,
Frequency | Percent Percent Percent Frequency | Percent Percent Percent
Valid Yes 29 29.0 290 29.0] Valid Yes 21 210 21.0 21.0
No 71 71.0 71.0 100.0) No 79 79.0 79.0] 100.0
Total 100 100.0 100.0 Total 100 100.0 100.0
Others
Valid Cumulative
Frequency | Percent Percent Percent
Valid Yes 5 5.0 5.0 5.0
No 95 95.0 95.0 100.0]
Total 100 100.0 100.0

4.3 Factors influencing customer’s buying decision

4.3.1 Price

None of respondents said that price has no impact on their buying decision,
while 58% of respondents said that price is the most influential factor for buying
decisions. To group the scale for a clearer picture of the influence of this factor, 88% of
respondents claimed that the price has high influence towards buying decisions for

boxes, while 12% of them see the price as a low influential factor.



Table 4.5 The Degree of Influence of Price towards Buying Decision
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Price
Decision No. of Percentage of Sum of Implication
respondents | respondents percentage (%)
Not No Influence
) 0 0% 0%
Influential at all
Slightl
J y. 4 4%
Influential Low
12%
Somewhat Influence
. 8 8%
Influential
Highl
d y' 30 30%
Influential High
88%
Most Influence
| 58 58%
Influential
Total 100 100% 100%

buyer’s decision, there are some certain aspects that should be considered.
4.3.1.1 Price as a Cost

Price of the box is one of the logistic costs for the users.

To further investigate how price plays this amount of influence on box

However, when it is compared to the selling price of the products contained in the

corrugated packaging, the result is almost shaped like a normal distribution where the

percentage of three implications, ‘disagree’, ‘neutral’, and * agree’, are close to 33%.

Thus, the respondents have a neutral perspective of the price of the boxes as a cost for

their products.



Table 4.6 Box Price as a Cost
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Box Price as a Cost
Decision No. of Percentage of Sum of Implication
respondents | respondents percentage (%)

Strongl

) Ed 12 12%
Disagree 34% Disagree
Disagree 22 22%
Neutral 34 34% 34% Neutral
Agree 241 21%

0,
Strongly 32% Agree
11 11%

Agree
Total 100 100% 100%

4.3.1.2 Price towards The Quantity Bought

78% of respondents agreed to be willing to buy more quantities

of boxes to lower the price of boxes, which 57% of that was ‘strongly agree’. And, 14%

of respondents, has a neutral perspective of price towards the quality bought. However,

8%, 4% each for ‘strongly disagree’ and ‘disagree’, of respondents disagreed with that

they are willing to buy a bigger lot for getting lower price of boxes.



Table 4.7 Price towards the Quantity Bought

19

Price towards the quantity bought
Decision No. of Percentage of Sum of Implication
respondents | respondents percentage (%)

Strongl

oy 4 4%
Disagree 8% Disagree
Disagree 4 4%
Neutral 14 14% 14% Neutral
Agree 2. 21%

0
Strongly 78% Agree
57 57%

Agree
Total 100 100% 100%

4.3.1.3 Price towards Quality

37% of respondents strongly agreed with the statement that the

price of the box can reflect the quality of boxes, and 29% of them agreed with the

statement. And, 18% of them left had a neutral thinking about the price towards quality.

In contrast, 12% of respondents disagreed with this, and 4% of them strongly disagreed

in total, 66% of respondents agreed, while 16% of all respondents disagreed
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Table 4.8 Price towards Quality

Price towards Quality
Decision No. of Percentage of Sum of Implication
respondents | respondents percentage (%)

Strongl

) i 4 4%
Disagree 16% Disagree
Disagree 12 12%
Neutral 18 18% 18% Neutral
Agree 29 29%

0,
Strongly 66% Agree
37 37%

Agree
Total 100 100% 100%

4.3.1.4 Price sensitivity
None of the respondents disagreed that the box is the product
that has high sensitivity in price. 88% of all answers of this aspect fell into ‘agree’. Thus,

if the sellers that sell cheaper have a high tendency to gain higher market shares.
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Price sensitivity

Decision No. of Percentage of Sum of Implication
respondents | respondents percentage (%)

Strongl

) i 0 0%
Disagree 0% Disagree
Disagree 0 0%
Neutral 12 12% 12% Neutral
Agree L7 17%

0
Strongly 88% Agree
71 71%

Agree
Total 100 100% 100%

4.3.2 Physical Attributes

Again, none of respondents thought that the physical attributes of a box have

no influence on buying decisions. However, 72% of them said that it has a high influence

on their buying decisions, and 28% of them said that there are few influences of physical

attributes towards their buying decision.
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Table 4.10 The Degree of Influence of Physical Attribute towards Buying Decision

Physical Attributes
Decision No. of Percentage of Sum of Implication
respondents | respondents percentage (%)
Not No
) 0 0% 0%
Influential Influence
Slightl
: y. 7 7%
Influential Low
28%
Somewhat Influence
_ 21 21%
Influential
Very
_ 42 42%
Influential High
72%
Most Influence
| 30 30%
Influential
Total 100 100% 100%

4.3.2.1 Strength
86% of respondents agreed that the strength of boxes are

considered when they are buying boxes, 57% of which were strongly agreed. There was

found that 11% of respondents have a neutral perspective on the box strength. Only 3%

of all responses resulted in ‘disagree’.
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Strength
Decision No. of Percentage of Sum of Implication
respondents | respondents percentage (%)

Strongl

] i 0 0%
Disagree 3% Disagree
Disagree 3 3%
Neutral 11 11% 11% Neutral
Agree 29 29%

0
Strongly 86% Agree
57 57%

Agree
Total 100 100% 100%

4.3.2.2 Water and Moisture Resistance

Almost half of respondents, 46%, agreed that they consider

water and moisture resistant attributes while buying boxes. 26% of respondents have a

neutral view for this. While 25% of them agreed, 21% of them strongly agreed. And,

15% of respondents disagreed, and 13% or respondents strongly disagreed with

considering this attribute when they bought boxes.
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Water and Moisture Resistance
Decision No. of Percentage of Sum of Implication
respondents | respondents percentage (%)

Strongl

) i 13 13%
Disagree 28% Disagree
Disagree 15 15%
Neutral 26 26% 26% Neutral
Agree 25 25%

0
Strongly 46% Agree
21 21%

Agree
Total 100 100% 100%

4.3.2.3 Willingness to buy the better box

When considering the boxes which are premium for the price

and attributes to the cheaper and fair attributes, 58% of respondents agreed, 31% of

respondents neither agreed nor disagreed with the question, 11% of them disagreed, and

only 1% of responses was found as ‘strongly disagree’.
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Table 4.13 Willingness to buy the better box

Willingness to buy the better box
Decision No. of Percentage of Sum of Implication
respondents | respondents percentage (%)

Strongl

_ i 1 1%
Disagree 11% Disagree
Disagree 10 10%
Neutral 31 31% 31% Neutral
Agree 29 29%

0
Strongly 58% Agree
29 29%

Agree
Total 100 100% 100%

4.3.2.4 Value-added
72% of respondents agreed that the attributes of the box can add
value to the products inside. On the other hand, 19% of them were neutral for this,

whereas 9% of them disagreed.
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Value-added
Decision No. of Percentage of Sum of Implication
respondents | respondents percentage (%)

Strongl

] i 3 3%
Disagree 9% Disagree
Disagree 6 6%
Neutral 19 19% 19% Neutral
Agree 39 39%

0
Strongly 72% Agree
33 33%
Agree
Total 100 100% 100%
4.3.3 Design

38% of respondents said it was somewhat influential. Also, 33% of

respondents said that it is very influential, and 21% of respondents claimed that design

has the most influences on buying decisions, while 5% of them believed that it was

slightly influential. In addition, 3% of all thought that design has no impact on buying

decisions.
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Table 4.15 The Degree of Influence of Design towards Buying Decision

Design
Decision No. of Percentage of Sum of Implication
respondents | respondents percentage (%)
Not No
) 3 3% 3%
Influential Influence
Slightl
: y' 5 5%
Influential Low
43%
Somewhat Influence
) 38 38%
Influential
Very
| 33 33%
Influential High
54%
Most Influence
| 21 21%
Influential
Total 100 100% 100%

4.3.3.1 Design as a Marketing Tool

74% of respondents agreed that beautiful design of the box can

be a part of their marketing tools. Nevertheless, while 18% of the samples neither agreed

nor disagreed, 8% of all samples disagreed with that.
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Table 4.16 Design as a Marketing Tool

Design as A Marketing Tool
Decision No. of Percentage of Sum of Implication
respondents | respondents percentage (%)

Strongl

) i 2 2%
Disagree 8% Disagree
Disagree 6 6%
Neutral 18 18% 18% Neutral
Agree S HL 31%

)
Strongly 74% Agree
43 43%
Agree
Total 100 100% 100%
4.3.3.2 Shapes

72% of samples were counted as ‘agree’, and 19% of them are
reported as ‘neutral’. However, there are only 9% disagreed that the appropriate shape

of box can add value to the products inside.
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Shapes
Decision No. of Percentage of Sum of Implication
respondents | respondents percentage (%)

Strongl

_ i 1 1%
Disagree 9% Disagree
Disagree 8 8%
Neutral 19 19% 19% Neutral
Agree 28 28%

0
Strongly 72% Agree
44 44%

Agree
Total 100 100% 100%

4.3.3.3 Uniqueness

79% of respondents did agree that the unique design can make

their products differ from others’. 13% of respondents were neutral with this point of

view. In contrast, 8% of respondents disagreed that the unique design of the box can

differentiate their products from their competitors’.
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Table 4.18 Uniqueness

Uniqueness
Decision No. of Percentage of Sum of Implication
respondents | respondents percentage (%)

Strongl

) i 3 3%
Disagree 8% Disagree
Disagree 5 5%
Neutral 13 13% 13% Neutral
Agree 36 36%

0
Strongly 79% Agree
43 43%

Agree
Total 100 100% 100%

4.3.3.4 Willingness to invest in design
55% of respondents agreed that they are willing to pay for the
equipment to customize the boxes for their precious products. 26% of them did not take

any side, and 19% of them disagreed.
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Table 4.19 Willingness to invest in design

Willingness to invest in design
Decision No. of Percentage of Sum of Implication
respondents | respondents percentage (%)

Strongl

) i 7 7%
Disagree 19% Disagree
Disagree 12 12%
Neutral 26 26% 26% Neutral
Agree 36 36%

0
Strongly 55% Agree
19 19%

Agree
Total 100 100% 100%

4.3.4 Services

In terms of services, 71% of respondents said that services highly influence
their buying decisions, and 28% of them said that there are some influences. There was
only 1% of all respondents saying that service has no influence towards his decision

making for buying boxes.
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Table 4.20 The Degree of Influence of Services towards Buying Decision

Services
Decision No. of Percentage of Sum of Implication
respondents | respondents percentage (%)
Not No
_ 1 1% 1%
Influential Influence
Slightl
J y' 6 6%
Influential Low
28%
Somewhat Influence
) 22 22%
Influential
Very
_ 43 43%
Influential High
71%
Most Influence
| 28 28%
Influential
Total 100 100% 100%

4.3.4.1 On-time Delivery

88% of respondents agreed that on-time delivery as a once of

the service can make them confident about the planning and doing business. 9% of them

were neutral, while 3% of all disagreed.
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Table 4.21 On-time Delivery

On-time Delivery
Decision No. of Percentage of Sum of Implication
respondents respondents percentage (%)

Strongl

) i 0 0%
Disagree 3% Disagree
Disagree 3 3%
Neutral 9 9% 9% Neutral
Agree 18 18%

0
Strongly 88% Agree
70 70%

Agree
Total 100 100% 100%

4.3.4.2 Free Delivery

78% of respondents agreed with free delivery, which 55% and
23% of them strongly agreed and agreed, respectively. On the other hand, 11% of
respondents were neutral for this aspect, and other 6% and 5% disagreed and strongly

disagreed, 22% in total for disagreement.
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Free Delivery
Decision No. of Percentage of Sum of Implication
respondents | respondents percentage (%)

Strongl

) i 5 5%
Disagree 11% Disagree
Disagree 6 6%
Neutral 0 11% 11% Neutral
Agree 23 23%

0
Strongly 78% Agree
55 55%

Agree
Total 100 100% 100%

4.3.4.3 Making Samples

90% of respondents agreed that the samples can make buyers

confident that the box will work well and be according to what they are expecting before

production. 6% of respondents said that it is neither necessary nor unnecessary for

having samples for their products. 4% of them disagreed.
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Making Samples
Decision No. of Percentage of Sum of Implication
respondents | respondents percentage (%)

Strongl

] i 0 0%
Disagree 4% Disagree
Disagree 4 4%
Neutral 6 6% 6% Neutral
Agree 13 13%

0
Strongly 90% Agree
77 7%

Agree
Total 100 100% 100%

4.3.4.4 Free Design

72% of respondents thought that a free design service can save

the buyer's design expense and time spent to get the design. 17% said it was neutral, and

11% of samples disagreed.
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Free Design
Decision No. of Percentage of Sum of Implication
respondents | respondents percentage (%)

Strongl

_ i 1 1%
Disagree 11% Disagree
Disagree 10 10%
Neutral 17 17% 17% Neutral
Agree 20 20%

0
Strongly 72% Agree
52 52%

Agree
Total 100 100% 100%

4.3.4.5 Defect claims
88% of respondents confirmed that they feel that it is satisfied

for defect claims when the products were produced wrongly. 10% were neutral, and

only 2 % of the sample disagreed.
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Defect claims
Decision No. of Percentage of Sum of Implication
respondents | respondents percentage (%)

Strongl

] i 0 0%
Disagree 2% Disagree
Disagree 2 2%
Neutral 10 10% 10% Neutral
Agree 19 19%

0
Strongly 88% Agree
69 69%

Agree
Total 100 100% 100%

4.3.4.6 Consulting services

About 73% of respondents, they agreed that having consulting

service is beneficial for their company. 21% of them were neutral, while 6% of them

disagreed.
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Table 4.26 Consulting Services

Consulting services
Decision No. of Percentage of Sum of Implication
respondents | respondents percentage (%)

Strongl

_ i 1 1%
Disagree 6% Disagree
Disagree 5 5%
Neutral 21 21% 21% Neutral
Agree 31 31%

0
Strongly 73% Agree
42 42%
Agree
Total 100 100% 100%
4.3.5 Sellers

58% of samples said that they thought that relationship, network, or
connections take a very vital role in affecting buying decisions. 37% of them did not

agree and disagree, while 5% of the samples claimed that there is no influence.
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Sellers
Decision No. of Percentage of Sum of Implication
respondents | respondents percentage (%)
Not No
] 5 5% 5%
Influential Influence
Slightl
: y' 6 6%
Influential Low
37%
Somewhat Influence
) 31 31%
Influential
Very
_ 40 40%
Influential High
58%
Most Influence
| 18 18%
Influential
Total 100 100% 100%

4.3.5.1 Seller’s Portfolio

75% of respondents agreed that the sellers that have experienced

producing the box for well-known brands are credible for both quality of work and

services. 19% of them thought it is neutral, and 6% of all samples disagreed.
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Seller’s Portfolio
Decision No. of Percentage of Sum of Implication
respondents | respondents percentage (%)

Strongl

_ i 1 1%
Disagree 6% Disagree
Disagree 5 5%
Neutral 19 19% 19% Neutral
Agree 48 48%

0
Strongly 75% Agree
27 27%

Agree
Total 100 100% 100%

4.3.5.2 Credibility

84% of all respondents agreed that credibility can make them

decide to buy boxes quicker. 14% of them were neutral, and only 2% of them disagreed.
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Credibility
Decision No. of Percentage of Sum of Implication
respondents | respondents percentage (%)

Strongl

) i 0 0%
Disagree 2% Disagree
Disagree 2 2%
Neutral 14 14% 14% Neutral
Agree 40 40%

0
Strongly 84% Agree
44 44%

Agree
Total 100 100% 100%

4.3.5.3 Good Relationship

73% of respondents claimed that having a good relationship

between buyers and sellers can block other sellers from selling the products at the

cheaper price. 16% of respondents said that it was neutral, and 11% of them disagreed.
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Good Relationship
Decision No. of Percentage of Sum of Implication
respondents | respondents percentage (%)

Strongl

_ i 1 1%
Disagree 11% Disagree
Disagree 10 10%
Neutral 16 16% 16% Neutral
Agree 31 31%

0
Strongly 73% Agree
42 42%

Agree
Total 100 100% 100%

4.3.5.4 Reviews, Word of Mouth, and Evaluation

75% of respondents said that the seller evaluation, word of

mouth, and reviews are in their consideration when they are buying boxes. 16% of them

were neutral about this issue, but 9% disagreed with this.
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Reviews, Word of Mouth, and Evaluation
Decision No. of Percentage of Sum of Implication
respondents | respondents percentage (%)

Strongl

] i 0 0%
Disagree 9% Disagree
Disagree 9 9%
Neutral 16 16% 16% Neutral
Agree 38 38%

0
Strongly 75% Agree
37 37%

Agree
Total 100 100% 100%

4.3.6 Overall factors influencing box buying decision

The most influential factor affecting the customer’s buying decision for the

boxes was ‘price’. Physical attributes came in second place, and the services was the

third vital factor. Then, the design was the fourth significant variable, and the sellers

came last.

If all criteria were sum up to break out the percentage for each contribution,

the ranking of these factors was not changed. The price had highest contribution for box

buying decision of 22.64%, physical attributes contributed 20.24%, services contributed
20.03%, the design contributed 18.65%, and the sellers contributed 18.44%.



Table 4.32 Overall Factors Influencing Box Buying Decision

44

Criteria Average Score (out of 5) Percentage Rank
Price 4.42 22.64% 1st
Physical Attributes 3.95 20.24% 2nd
Design 3.64 18.65% 4th
Services 391 20.03% 3rd
Sellers 3.60 18.44% 5th
Total 19.52 100.00%
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CHAPTER V
CONCLUSION

5.1 Conclusion and Discussion

This research is aimed to identify the factors that influences customer’s
decision to buy corrugated boxes and how those factors affect the customer’s buying
decision. As box sellers have been facing the inventory costs for keeping a variety of
products, made of different specifications, with the limitation of storage spaces, it is
crucial that they must understand the customers’ buying criteria to reduce those costs.

To answer the research questions, the most influential factors are the price
of corrugated boxes, the physical attributes, services, designs, and sellers.

This paper showed the same result as the previous research that price is the
first factor in customers’ consideration (Kung, Monroe, & Cox, 2002). Also, it was
found that business customers tended to buy corrugated boxes in bulk or a larger
minimum order quantity (MOQ) for getting a lower price, which is similar to the
previous research (M. Singh, 2012). Moreover, the level of the price can imply the
quality of the boxes. Moreover, this factor is extremely sensitive. Almost 90% of
respondent agreed that the price has a significant impact on their buying decision as if
there is a new seller offer the lower price of boxes, the customers have high tendency to
switch a seller to the cheapest one.

Secondly, the physical attributes of the boxes also play the vital roles in
buying decision. The customers considered strength and the ability to resist the moisture
and water when selecting boxes, so this supports the previous paper that the distributors
should consider minimum required box compression strength to protect the products
inside the containers as well as to prevent the stacking collapse (Urbanik & Frank,
2006). Also, customers have a positive view for these factors. Most of them were willing
to pay a higher price to purchase higher quality of boxes for their products and agreed

that physical attributes can add value to their products.
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Third, the on-time delivery service could help customers plan and manage
their business even more convenient. The free delivery reduced some parts of
customer’s cost of goods sold. Providing sample before production is the most favorite
service for customers as they can ensure if the boxes can work well with their products.
The free corrugated packaging design service could save both customer’s money and
time to work on their design works. Another important service was defect claims for
rejected products. Additionally, the consulting service could help customer to
understand, solve, be educated for the packaging.

The design of the boxes was the fourth influential factor for customers. It
could be a part of marketing tools for customers as mentioned as it can draw end
customers attention and be beneficial for brand owners (Ahmed R. R., 2014). Also, this
paper supports the previous research that shape has an impact on customer’s perception
(Chen H., 2019). Most of respondent agreed that the package design could grant the
uniqueness of the brands or products.

The last factor that affecting box buying decision was the seller itself. The
sellers’ previous works could describe the experience and trust to customers, which
credibility of sellers could fasten the buying decision making process. Furthermore, the
good relationship between box sellers and buyers could somehow prevent the
competitors to sell the identical products. The sellers that obtained positive reviews,

evaluation, and word of mouth tends to be trustworthy in the customer’s point of view.

5.2 Recommendation

According to the findings of this research, the overall factors influencing
customer’s box buying decision was demonstrated to be a guidance for box sellers to
reduce the number of dead stock and capture the matched market, or be chosen by
customers.

1. The sellers should focus on their strategy especially for the target market.
This would help the seller to easily manage their inventory by choosing the most suitable
products to keep. For example, if the seller wants to capture a low-cost market, the high-
attribute raw materials may not be required, so they come up with a fair quality of



47

products to compete in price. The less preferable products should be reduced or pulled
out from selling lists.

2. Non-price factors are also required to fulfill the customers’ satisfaction
and compete among the competitors. As relationship can hold the status of the chosen
sellers for the buyer and act as the barrier for other competitors, the sellers should

provide services to facilitate, entrust, and satisfy box buyers.

5.3 Limitation

The major limitation of this paper is that this paper was designed for the
broad range of products related to boxes. As different products require the different
specification of boxes and have the unique characteristic, therefore, the buying decision
of different products might be different. Also, this research was conducted by only the

quantitative approach.

5.4 Future Research

The future research should develop the factors influencing customer’s
buying decision for corrugated boxes to be more specific and useful, the types of
products should be considered and related to these factors such as the buying decision
of the corrugated boxes for food products or vehicle parts. This can be developed to
match the target customers. Moreover, to gain the insight of those relevant information,

the qualitative approach should be applied to the future research.



48

REFERENCES

Ahmed, R. R., Parmar, V., & Amin, M. A. (2014). (PDF) IMPACT OF PRODUCT
PACKAGING ON CONSUMER'S BUYING BEHAVIOR. Retrieved from
https://www.researchgate.net/publication/263652021 IMPACT_OF PRO
DUCT_PACKAGING_ON_CONSUMER'S BUYING_BEHAVIOR

Almaquist, E., Cleghorn, J., & Sherer, L. (2018, December 05). The B2B Elements of
Value. Retrieved from https://hbr.org/2018/03/the-b2b-elements-of-value

Beatty, S., Mayer, M., Coleman, J., Reynolds, K., & Lee, J. (2002, March 29).
Customer-sales associate retail relationships. Retrieved August 19, 2020,
from https://www.sciencedirect.com/science/article/abs/pii/S00224359969
00287?via=ihub

Chen, H., Pang, J., Koo, M., & Patrick, V. M. (2020). Shape Matters: Package Shape
Informs Brand Status Categorization and Brand Choice. Journal of
Retailing, 96(2), 266-281. doi:10.1016/j.jretai.2019.08.003

Electronic  Transactions Development Agency. (2019). THE DIGITAL
TRANSFORMATION IS A MARATHON JOURNEY, 36-37. Retrieved from
https://www.etda.or.th/publishing-detail/etda-annual-report-2019.html

Kung, M., Monroe, K. B., & Cox, J. L. (2002). Pricing on the Internet. Journal of
Product & Brand Management, 11(5), 274-288. d0i:10.1108/10610
420210442201

Raheem, D. (2013). Application of plastics and paper as food packaging materials? An
overview. Emirates Journal of Food and Agriculture, 25(3), 177.
doi:10.9755/ejfa.v25i3.11509

Seifbarghy, M., Nouhi, K., & Mahmoudi, A. (2015). Contract design in a supply chain
considering price and quality dependent demand with customer
segmentation. International Journal of Production Economics, 167, 108-
118. doi:10.1016/j.ijpe.2015.05.004


https://www.researchgate.net/publication/263652021_IMPACT_OF_PRODUCT_PACKAGING_ON_CONSUMER'S_BUYING_BEHAVIOR
https://www.researchgate.net/publication/263652021_IMPACT_OF_PRODUCT_PACKAGING_ON_CONSUMER'S_BUYING_BEHAVIOR
https://hbr.org/2018/03/the-b2b-elements-of-value
https://www.sciencedirect.com/science/article/abs/pii/S00224359969%2000287?via=ihub
https://www.sciencedirect.com/science/article/abs/pii/S00224359969%2000287?via=ihub
https://www.etda.or.th/publishing-detail/etda-annual-report-2019.html

49

Singh, M. (2012). Marketing Mix of 4P'S for Competitive Advantage: Semantic
Scholar.  Retrieved  from  https://www.semanticscholar.org/paper/
Marketing-Mix-of-4P%E2%80%99S-for-Competitive-AdvantageSingh/
e6e47ce83ec5403ba3175356b5045bd67dcfh946

Urbanik, T., & Frank, B. (2006). Box Compression Analysis of World-Wide Data
Spanning 46 Years. Retrieved from https://wfs.swst.org/index.
php/wfs/article/view/437

Urde, M., Baumgarth, C., & Merrilees, B. (2013). Brand orientation and market
orientation — From alternatives to synergy. Journal of Business Research,
66(1), 13-20. doi:10.1016/j.jbusres.2011.07.018

Vu, T. P., Grant, D. B., & Menachof, D. A. (2020). Exploring logistics service quality
in Hai Phong, Vietnam. The Asian Journal of Shipping and Logistics, 36(2),
54-64. doi:10.1016/j.ajsl.2019.12.001


https://www.semanticscholar.org/paper/%20Marketing-Mix-of-4P%E2%80%99S-for-Competitive-AdvantageSingh/%20e6e47ce83ec5403ba3175356b5045bd67dcfb946
https://www.semanticscholar.org/paper/%20Marketing-Mix-of-4P%E2%80%99S-for-Competitive-AdvantageSingh/%20e6e47ce83ec5403ba3175356b5045bd67dcfb946
https://www.semanticscholar.org/paper/%20Marketing-Mix-of-4P%E2%80%99S-for-Competitive-AdvantageSingh/%20e6e47ce83ec5403ba3175356b5045bd67dcfb946
https://wfs.swst.org/index.%20php/wfs/article/view/437
https://wfs.swst.org/index.%20php/wfs/article/view/437

APPENDICES

50



51
d' % d'd \J A &' v
UV UDINLIDN ffmﬂmwaﬂamsman«nanamgnﬂun

Fou MY

4
MY W18 ANTHA YYDy WnanmsulSyan In munidlszneumsuazuianssy Inede
[ a o a 1 1 o Y A I~ [
MIIANTT YHIINGINIUHAD YBTUNIUIAIVOINIY TSIV VAoV 1N c?mﬂumu

@ s A o

é Aa o a = = d‘ % d’da a 1 A tg
NINUBINTHIVININIFINIG Iﬂfm’)ﬂq‘ﬂi%ﬁﬂﬂ AN UNINUTIVENUONTWANDNITA0NHD

A

1 1 aJd A U [ a 9 1
ﬂaﬂﬂgfﬂ(\"’ﬂ / ﬂﬁ@\'ill‘ﬂi‘h!mﬂ NI NABNINTSATHAN Glumimii;ﬁummamimum

[ 1 4
JeanuiamdennimlumsasumominsanuanuaavesniuIniiga lasuuugouaiuil
v = 9 S g ) o
wlsnanlszuia 5 - 7 Wi vag Joyanmuaevlunuuaeua TN LT UANVAD LAz

Y Y
Tifimsszyaaulannedu
g‘l dal 1 Q’ 1 % d' s 1 o A v g’/ dy
N9l WUV0UD VAU 1NBIMINIIUBNT Uz Td U Tum s Itensail

VOLAAIANUI VDD

1Y ANTHA 1AFZ1IVY)T



d' % d'd \J A &' v
UV UDINLIDN ‘ﬂ‘i]%ﬂﬂﬂﬂﬁﬂi’)ﬂ1i!ﬁi’)ﬂ“ﬁi’)ﬂﬁ@ﬁgﬂw"ﬂ

i fefudiuuaeva
1WA

mEt

O nays

0 lirlszedfiozaon

O U

91y
O sn 187
O 18-24 9
O 25-359
O 36-45 U
O 46-55 U

O 1A 55 1)

a 1 [ 4 1 1 @ 1
lugsnavesqmuiimslénassussynuainizaignin (naesgniln / naeead) nieli *
] dy 2L v o a A A 13 v
nineaoy "llll" HUUADUDINUISTUTANUN LW’E]‘Vlﬂ$IIJJL‘IJL!ﬂWiiUﬂ?uL?IaﬁJEN‘VHH
0 1y
mtY



2. fnaieafumslindesgniln
Usziandufiiusseasndes
Pnamsldnasenaifion

O 1-50 1y

O 51-100 1u

0 101-200 11

0 201-500 11

0 501-1000 11

0 1001-2000 11

O 319N 2000 11

' Y
Tulaipiuaudasedidonassningesniela (denldauinnii 1 do)
O T59UKannaoInszaILgniln
O $uvealan

1 4
O veeaneon lail
O ausmMIvuadum

O U

1 ~ 9J I U o [ 9 i A [
naosnigulnilunaesdmiuaumvosngm Tagmniz(customized) Wi 1
0 las
0 Tu

53



54
o d‘ > U A &’ \
3. menabenuyamedlumsiaaulagonasinszaiugniln

o ludiudeliziilu ﬁ]%tﬁ&l’;ﬁﬁi@ﬂ@ﬂﬁﬁwa@iﬂﬂﬁﬁﬂﬁ‘ﬂ%%@ﬂﬁﬂﬂgﬂﬁﬂ Faozuvuily
5 @

1. YUNoIAIUIIA

2. yuueImuguauiaveInaesgnin

3. YUUBIATUNITODNLLIY

4. YWWRIRUMITUIMS

Yy 9
5. JUNDIAUAVY

14
ATHIIN
A [~ 9 1 A (=~ 9 [l A
1890 1-5 (5 = IHUAWYDY NG / | = lliJWi‘Llﬂ’JfJ'E]fJ'NfN
1 3 9 = = o a8 v
1. i'lﬂ'lﬂl@\iﬂﬁ’ENHJuG]‘L!‘V!‘LWI’GI\?LiJ'E]L'I/]EJ“Uﬂ‘]Ji'Iﬂ'Iﬁuﬂ'IGUE]\‘]ﬂﬂ!
v Aa dy J 1 ?Aj/ o A A Y J A o
2. ﬁ]mﬁ@1ﬁu1%Gﬁaﬂamgmazﬂiﬂumu’mnm LW@W%%Vl@ﬁWﬂWﬂﬁﬂQWWTﬁQ

1 9 1
3. i1ﬂ161]’00ﬂﬁ@\‘]ETHJWEQﬁZﬂﬂuﬁﬁﬂmﬂWWﬂlﬂﬂﬂaﬂﬂ

Y = 1 R Y ¥ [l 1
4. vindiguieseniiauenimgnniduishgulded gaesnizdonnguieselvtuinna

Y U
PIHAMTNUA

< ' A U o
ﬂ'J']iJLLGUQUj\?Ell'ﬂ\iﬂﬁ'ﬂ\ifﬂll15‘0L‘Wllﬂ'J']llﬁ']il']ﬁﬂsll@Qﬂﬁ@ﬂiuﬂ’]iﬁﬂﬁ‘%}@u ﬁ@ﬂﬂuﬂ’]ﬁaﬂﬂl’]ﬂ

@

= A = & a F) A = %’ o VA 1 o 9ol Y A
NI NTYINAIVDINAY WQWTﬂﬁuﬂTWUﬁﬁi]‘lllnﬁuﬂil']ﬂﬂ?Wﬂﬂﬁ@QQﬂWﬂﬂﬂgiﬂuTWHﬂqﬂ $VN3)
~ 9 A v ! o ' P o q Ya ¥
IIIFDUTUAT NADIBIVISUNITYU YU VIV LA ﬁmﬁaaauaww"lﬂm%mflwﬁuﬂ ']ﬂ']ﬂslu
a = 9 A o dy A = g R A 1 <
Lﬂ@ﬂj'llllﬁ'ﬁlw'lﬁlhlﬂ HAZ AMANUANITNUAINNTU HIDAATUUT FINHAADAITNLUULIIUDN

' 4 a ~ ] o q ¥ 1 A a Y A
Navl T@ﬂlﬂW'lgﬂJﬂiJﬂ'ﬁﬁENG]f@u ﬂTﬂﬂ%ﬂWiﬂgﬂﬂiﬁmﬂQﬂa@\iﬂfJN YU risogy Vllaﬂi'lflﬂ?,:fﬂ
o Y ' A a 9 ] 1 1 1A 9 9
611]1]31/1111/iﬂam1/1!,5ﬂdmauagaaummuazmWaﬁeﬁummﬂslu]'lﬂ

A < 9y A = A
1990 1-5 (5 = IMUAYDYNINYN / 1 = ulll“’iuﬂ')fl@fﬂﬁflﬂ)

o =X

k4
1 < 1
1. 1uﬂ1il'§ﬂﬂ‘%ﬂﬂﬁ@ﬂ i{]ﬂ!fﬂlNﬁ\‘]ﬂ’JWiJLL"IIQLLiQ"U@Qﬂﬁ’EN

o R K A o

4 Y
2. lumsidondonaes quilsdeguauianuauTy

q

Y
A A LV va 9

a dlﬂ' 1 ﬁ'd ﬁ'ﬁ 1 td' 1 1 td'ﬁ 1 1
3. AUIUANISLIADNFINADINUAUTUUANANI El,uﬂﬂﬂ/l’q\‘]ﬂ’ﬂ NANNUAUTUUAADYNIULA

31119007

v
A A

=} U 1 1 Yya 9 =} 1 Q' dg!
4. Aoyl ‘1/]@ﬂ’ﬂ"U’ENﬂﬁ’E'NQﬂK\!ﬂﬁﬁJTﬁﬂ‘]f’Jﬂiﬁﬁuﬂ1ﬂ1ﬂﬁluuﬂmﬂ1h1ﬂﬂ\1"lju



55
MuUMINIUY

A < 9 1 A [~ 9 [l A
199N 1-5 (5 = IHUAWYDY NI / 1 = Uthume@fJNm)

1. AUANIINGIUITTYAMAINABIgNYNNEBNIUUBENEIBIN HAIUFIBNNAIUNITAAIAVBT

)}

Pl

oA

N

2. puAaagluuy / jUnseesnaesimingay awnsaaigua linududvenn

)]

a 1% Jd 1 v A 1
3. ﬂﬂ!ﬂﬂ'ﬂﬂ'ﬁﬁ]@ﬂll‘ﬂ’ﬂﬂiiﬂqﬂﬂ!“l’lﬂaﬂﬂgﬂy‘lﬁﬂﬁWNWﬁﬂﬁ%}T\iﬂ'J'lllLL@ﬂﬁTQﬁlﬁlﬂUﬁUﬁ}Tﬂlﬂﬂﬂm%Tﬂﬂ
1y

A aA 1 1 d 1 J [ [] a 4 U Y 1 Y
4. ﬂmﬂu@ﬂ%$ﬂ1ﬂﬂ1q‘ﬂﬂim (YU ﬂﬂwaﬂllﬂﬂﬂ uae LLNLLUNWNWﬂﬁ@QQﬂK\!ﬂ wima lgelu

9 Y Y
muﬁ%qumwiwmﬂaawmﬂm (%Wﬂﬂiﬂlliﬂﬂiﬁlaﬂﬁ)

MUMIUINS
A [~ 9 1 A (=~ 9 [} A
1990 1-5 (5 = IHUAYDYIYN / 1 = thLWu@fJfJ@ﬂ']\iﬂ\i)

[ 1A d' 1 9 (] Y o o a a
1. ﬂ’lfl'fl]ﬂﬁ\iﬁu?‘%ITVImi\‘W]E]L'Ja']Fﬂ']ﬂEal]']fJG]f'Jﬂiﬂﬂmﬁﬂ’)']llllucli]cluﬂnlifnquwu Hag anUU[INg
YOI

a [ 1 (] 9 I 1

2. ‘]Jfl'ﬂ'liﬂﬂﬁ\??ﬁﬁWﬂ?iﬂ%’)ﬂﬁﬂ@uuusll']ﬂsllﬂ\iﬂmlﬂuﬂﬂ’mu']ﬂ

A 1 @ ' Y @ Aa a ' ] o ] ' = o A 9
3. ﬂ’lfl'T]‘JJﬂaﬂ\T@fJ@ﬂW\‘iiﬂglﬂ@uﬁqWa@]ﬂi\i GIffJEJGlWﬂmlluGLFﬂ’)']ﬂa@Q%ﬂm%gﬁqwaﬁﬁ’lu’liﬂiaﬁﬁ’lu
]’l@g])l!ﬁ5@]3\1@]1%ﬂ’]1ﬂ&@\7ﬂ’]5ﬁ@“ﬂ156{\1Waﬁﬂ%\i

] o [P=] 91 1 9 1 Y o
4. myoonuuuuTTInud lag hifian 1991 e liquana 199 euazanszoznarlunmsianu

Tuaiuvesnueaniuy

= A =} Y A A o Y 9 [ 1 ~ [l v A o 4
5. aunane lan ﬁﬂJTﬁmiﬂﬂﬁ’(’]\‘lﬂulx‘lu/ﬁfillﬂqﬂl fﬂ‘l’iillﬂﬁ@ﬁﬂqﬂﬁiﬁﬂﬂﬂﬁﬂaﬁﬂuqﬁ

q

o { [ J ) v A I d a a
6. anfsnpunernunassgnindmsududrvesna iluilse Temineginavesnay/dunivena

Y Y
PIHNUIY
Q' Y 1

A 3 9 ' " g 2
1900 1-5 (5 = IMUAYDYNINYY / 1 = UliJL’Viuﬂ'Jfl@fl’NfN)

LY

a 1" 9 1 d' o d'dd' = a o [] = [] tﬂ' A
1. ﬂmﬂﬂ’ZﬂIill"lﬂtlﬂa@Q@lﬂﬂlﬂﬂﬂ1wa\ﬂuﬂhﬂfﬂmﬂﬂ (Ui‘kl‘l/]cl‘ﬁﬂlu‘]) HANMUUUFDOD NATUAUNTN

Y a
HaLMs1iuInNIg

a tﬂ' =) 9 ] v A ,i’ 1 9 g
2. AUAAN ﬂ’Nll‘L!H‘]f’EJﬂ’t]!,l,a%ﬂ’Nllul,’ll’ﬂxiﬁl,ﬂﬂuﬂiﬂ‘]f?il@]ﬂﬁucl‘ﬂ“]f@ﬂﬁ’t]\iﬂi$ﬂ1HQﬂ1{\|“ﬂvlﬂhl’J"Uu

o A 1 g}dy

a o Aa 9 1 ~ o q ¥ YR ' oA
3. ﬂmﬂﬂj']ﬂ:]']uﬁuwuﬁ ﬂizﬂﬂﬂ@%@lﬁx@%ﬂﬂﬁ@ﬂ 3JWa‘I/Iﬂ?iN%@ﬂaﬂﬂgﬂﬂuﬂulmﬂaﬂuﬁhulﬂ

U

Y H 9
Fonaeda1nduiesielny winsmluilueuiuezgani



a a 9 1 aa A o ' ! d'd' v 9

4. puannMIlsziugue ums 331 vse Mvena1naeilinanyanasu NeINUFVIE

1 1 J A dal 1
navIgnIn dananenTaeNY¥eNaBIgnI NVl
taduiifionswanemsiaendsendosnszarugnyin

v v dyu 1 v A = Lg 1 = Aaa A 1
adgaane lillidwanensdaduladenaenassgnilnvesnguuindisala (s = HanTwanedis

aa A Aaa A Aaa A Y aa A

1IN , 4 = Hanswagy, 3= temswathunaia, 2 = Uanswates, 1 = lulienina
1.31M
2. AANLA
3. MIBNILY

4. MITUINS

9
5. {1y

56





