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 This research has an objective for 1. Investigate a demography that effected to the 

consumers’ purchasing on the decorated lamp. 2. Study an effects of an extended marketing 

mix on consumers’ decision-making process in purchase of decorated lamp. 3. Educate the 

consumers’ behavior in purchase of decorated lamp. 

 In the demography, most of questionnaire repliers were female, there are 59 . 

The age between 33-40 is in 32 . The status of the questionnaires repliers is single in 47 . 

22  of their total income per month is 20,001-30,000 baht. Almost are live in detached house 

in 40.75  and 74.50  are the ownership. 

 In the behavior of purchasing the decorated lamp of people in the west side of 

Bangkok, discovered that most of them decided to buy ceiling lamps for their place. These 

lamps were used in bedrooms for decorating the new house. Home Products Center 

department store was selected from the purchaser for has a lot of products. Mostly 

consumers go to the store on Saturday and Sunday in the evening about 5 pm. to 8 pm. Most 

of the purchaser used to search information of the lamp. The consumers’ influence of the 

decision for purchasing lamps is from themselves. An important reason for the decision are 

satisfied the products and had a budget lower than 10,000 baht.  

 The factor of marketing which has the influence for purchasing the decorated lamp 

of the people in the west side of Bangkok is in the high level. Consider that the factor of 

personal is having the most influence. Next is the factor of price and products. The results can 

contribute substantially to the improvement of strategy formulation for lamp shop offering 

business so as to exactly meet the needs of consumers.  
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