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The main objectives of this research were to study the factors relating to the
decision making of the retailers of Colgate-Palmolive (Thailand) Company Limited in Muang
District, Chiang Mai Province, and the problems and suggestions of the retailers. The researcher
employed a multi-stage cluster anc simple random sampling technique in selecting a group cf 215
samples from the company’s retailers in Muang district, Chiang Mai. The rescarcher used a set of
uestionnaires to collect data from the samples in 16 sub-districts -- Sri Pooin, Phrasing, Haiya,
Changmoi, Changkian, Watkate, Changpuak, Suthep, Mae Hia, Padad, Nongini, Tasala,
Nongpakhrang, Faham, Patun, and Sunpeesua. The rate of questionnaire return was 100 percent.
The collected data were, then, analyzed, using frequency distribution, percentage, aritLmetic
means, standard deviation, and t-test through the SPSS for Windows program.

The results of the study were as follows.

The samples’ ages were mostly between 36-45 years old, with educational
qualifications of primary education, monthly income not excecding ihan 10,000 bLaht, and 3-4
years of work experiences in business.

The decisive factors of the retailer samples towards the Colgate-Palmolive
(Thailand) Company Limited’s products and services consisted of the precise products relating to
the retailers’ needs, reasonable prices, complete sets of merchandises as required, hospitality of
the service men, and good recommendations to their business. All of those factors were mostly
influential to the retailer samples’ decisions to buy goods from the company. The research found
that there was no statistically significant difference between the marketing, product, and
personnel factors, and the factors of different ages, incomes and experiences of the retailer
samples’ decision to buy goods.

The problems of the retailer samples in buying goods from the Colgate-
Palmolive (Thailand) Company Limited’s mobile car units in Muang district, Chiang Mai
province were the no-refunding and no-changing policy of the company, higher prices than those
of other suppliers, distribution problems, and rare visits of the company salesmen paid to the
samples’ shops.

Suggestions were that the company should improve packaging system with more
security, encourage a competitiveness of prices between the mobile car units and other
department stores, speed up goods delivery after onc day of order taking from the retailers, and
modify its promotion program more frequency and continuity in order to motivate the consumers’

buyer behaviors.





