UNAALYD

T 141048

Msduaiuuudaszses  Tededunmsamaninadonisseast sydionsiie

~ o P= o [ 9 ' o ¢ oA R w g
N l'JKTZ'(’TJJ“UDGZW}J'I‘UﬂcluOWlﬂDLiJOQ 91 I %0 1113 ‘U’Nlﬂﬂﬁzﬂﬂmwaﬁﬂ‘uﬁ]i]ilﬂﬂﬂdﬂ'l‘i

aaafiradonsFoas lUsudionsionsasauvosaandnludunofios semsadoslu,
¥ ¥
- Pt < o 1 Qs 1 o
Tunisfnying it WU Imdoya laolduuuaeunuainngudogaminas
L] 1 -~ o = < % =1 a ' o o Y
Mlsndivnadionsazanluduwnodion Seiadoaing $1uan 187 510 waztiifoyain

a oo ¢ o = . o
WUATEY LAy LGI? aoanNNun %ﬂﬂag Lazauany

wamsfiny i magoan lilssduinsifonsazauaosnouuuuaouniudu

q e < y g o a N ' o {
]'HﬂJ“.U’JG’\Q‘l,JE$ﬁx’3ﬂﬂﬁﬁzﬁﬁJl'ﬁOﬂﬁﬂJﬁ’JUﬂiJ/Lﬂ‘UHJiN?uDﬂlﬁﬂ Lﬁ@‘u/ﬁﬁ’JiNTl!L'!hﬁgﬂﬂﬁﬁjj

bl £

1 o = 4 = 4 % & {
nanomsaadilannfigalumssurzaues lssdfionsioms ez auduafasn widoas

v ot - . ~ o - o ‘ { & o s
| Hiuie MINDINTITE 111%’.}Gﬁ‘llﬂ111"1,1317110011‘0111“ 18 lﬂUf‘f)"@ﬂ1ﬂ‘ﬂ‘?ﬂﬂT§UhJ'i”HﬂlU 33}

5 ' . . oV .
G hlpdlomafions azauioondminlundasys nshoay | e Feazauidodiuuen

a



T141048

nngons hlsudonadonsazanidnn  wivenldsudionsfssan  Snmutuiidons
Tsudinnsfionsaranlaumaongsening 25 - 100 YIMADASS

Tasodumannafiinandemsgens lilsudionsfionsazauiidaounnuroy

| q (Y o W P ~ % 3 o 9 -~ Y
oA vy lianudidy daumdesanluszduinnlsznoudsilefodmuminey s
7 © o 4 1 =N o % L4

AILAZTIUALOANYMZNIINICATW MUMITTUATUNITAMA AIUHTATN AT NTL UL
n1 ey Ssvileisdnsiadmnie nazdusin Saundosluszduand g
thunas musin

o < w ot e o c W ! @ R Fe

damduilavvgooniiszauanumidnsnnluuaagilaty Yssnoudie

< ¥ w gy 1+ aa Y o g
Jododeminny ldun AFonnsom  nmswaorgnimluvasIduTnsuasdy

SR 4

v
o [ 3 ° ' ¥ 4 b4
Tunaiugndl  msdunsanudzaIndomnidondovesgniaznsziededuonlldand
Y ¢ - A . y A o A -
ni ideyanstlilsudinnafiomsazauungnduiiolsenounsdalado yadnniwiazms
4 = « ° =4 qQ ¥ a
HAINIEEDIRG UL BOvaIWIINOY ANFuNgars IS Tums T
. s ; < o 9 =
Jadodumaadauaziuauodnsuznanonn 1dun anuazoiavosraind
o ¥
“ o ' < oo ' o oy Y o 3 ~
199111170 Huaidsasalndonsiuniv [daeitheyondanu anuazainuazifisimood
= o ' A O o ' g [~ ~
amunIeasn anuhIaniolniiafieano waznsanuasaouin i aosnuuazituszdion
o 9/
330U
Jadodunsduaiumenaia 18un msmounsuduinyin lsudions
- J ¢ o ¢ t v ] N oo
Wamoidszanduius gams ~vnluamsanldsudionns vaznsearsas lsudlinm
S s A A = o o : o 4
MIUINVOINTZANEIY0NTVINILNMIUA MITauanni hlsudinnaiomsazan o
=io ‘ = ¢ e I o o o
A nazuonan i me M3 luwunlssnduiutmaing Insviminasmisdonu
naznavann A lilsydionsdionms oy
g [ oo d gy c:‘ - Ay
Jododumanium Tdun anumonu nwraIniaovouiloninisesniaiia
Ed [ L ot P
dugiuvy vazsdievoman ldsudinnafionsag ey
Pavofunszyaums Jdun Funoumsng19aeunugndosneud e
L = y w 3 Y v o
hladinnadomsaeanhiiugn® anusmirlumsndamzdwims anwsndlu
« ' v S A . L o g o o o -«:
midadai lsstioinsmomsasaumelidsutio uozanusaas lumsiudwovdade
g e “ o ' gy v e : ~ o v =
Pododunmsiaimiie laun nsdadnnie a Wvims ldsudld

« ¥ YR s . ' . Yoo
ﬂ‘ﬂ"ﬂUﬂﬁ!ﬁ?ﬂW vlﬂltﬂ IINTNDONTIMUIUADYRNDY bJLL'VN



ABSTRACT
TE141048

An mdependent study was undertaken on the purchasing of Philatelic stamps by
members - Amphoce Mucang, Changwat Chiang Mai.  The objective  was to ideniify the
marketing factors on purchasing stamps for collection.

The data was collected from the questionnaires distributed to 187 samples of the
philatelic members in Amphoec Mueang, Changwat Chiang Mai. All data was analyzed by
frequency, percentage and arithmetic means.

The result of the study was found that most of the respondents * objectives in the
purchase of stamps for collection were the acsthetic stamps /hobby . The person who affected
the first decision of the collection were their friends/collcagues. They would buy them at post
offices in the first weekly issue and bought once one set . In addition to purchasing the stamps for
collection, they bought Souvenir Sheets. The average sum of money that they bought among
cach 25 - 100 Baht

It showed that the marketing factors which most of the respondents gave priority to,
were - people, physical cvidence and presentation, promotion, product and process. Place and
pricing factors were medium level rated.

The marketing mix factors affecting the purchase of stamps for collection, the result
from study was found that most of the respondents gave the priority to each factor as following:

The people factor was courtesy, enthusiasi, good manners and responsiveness.

The physical evidence & presentation factor was location. parking, other facilities and
cleanness of places.

I'he promotion factor was mass media, public relation. exhibition, Sunday stamp
market. bulletins. posters. periodicals and philatelic magazines.

The product factor was shape. design, differentiate and aesthetic stamps for collection.

The process factor was speed for stamp news. order, authentic checking and
dehvering.

The place factor was post offices.

The pricing factor was reasonable price but not so high.





