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The aim of this survey research is to study the influences of marketing-mix
factors with regard to products, prices, sales distribution, and marketing promotions
in the form of direct sales via television on the consumers’ buying decisions in
Bangkok. The data was collected from 435 questionnaires gathered from the
sample group residing in Bangkok. The data was analyzed using percentages, a
Chi-square test, and ANOVA.

The research results found that the marketing mix in regard to the
differences in product, price, sales distribution, and sales promotion made
differences in the consumers’ buying decisions at a statistically significant

level of 0.05. The factor regarding the product to which the sample group paid
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most attention was the warranty of the product. In regard to the pricing, the
sample group would like to have fairness in pricing. With regard to sales
distribution, the sample group preferred quick communication in buying the
product.l As regards sales promotion, the sample group needed manuals or
documents concerning the application of the product the most.

With regard to the decision to buy products via television, the sample
group did not decide to purchase the products because they could not try out
the products before buying. The majority of those who decided to buy the
products bought exercise equipment. The reasons for buying the products were
as follows. They saw the advertisement and a demonstration of the product.
They searched for information from the advertisement before making a
decision. The criteria for evaluation of the option to buy were that they would
derive the maximum benefit from the product. The duration for making a
decision was more than one day. The individuals participating in the decision-

making process were their friends.
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