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ABSTRACT

TE 158644

This independent study has an objective to examine the factois affecting customer in buying
decision of Detergent in Bangbuathong District, Nonthaburi Province. Four hund.ed questionnaires
were distributed to collect data from a sample group of populatica residing in Bang Lua thong
District, Nonthaburi. The following statistical instruments; frequency, percentage and arithmetic
mean were used in data analysis.

The study has found that most of respondents were female aged between 30 to 39 years,
complet education bachelor’s degree, family members were between 4 to 6. They were an office
staff, monthly incomes werc 15.001 to 30,000 Baht per month.

Most of the respondents used Detergent powder for manual and washing machine. They
mostly choose a box of containers because it was waterproof and buying size was 1,500 gram and
bought one time per month. Their previous choice was “Omo” brand, but the present choice was
“Attack™ brand because of good quality and they would not change his mind to the other brand. The

rcason that they change the brand was they want to try the new brand. They know the detergent brand

name from advertisement in television. They prefer buying detergent in supermarket such as Lotus,
Big C because there were a lot of choices. The interesting promotion was premiuin such as softener,
however they still buying in the same quantity as usual.

The respondencs paid high attention to market mix factors of product at high ievel of average
as following distribution, price. promotion and product.

The first of sub factor of cach marketing mix factors distribution was convenient in buying,
promotion was sales promotion such as price discount and premium, price was price per units and
product was in washing.

The product sub 1actor that has the most influence on decision making of customer was clean
in “ashing.

The accerding the sub ractor problem of marketing mix were as following price was price per
units, product was unciean, promotion such was no szlos promotion and distribution was difficult to

find the goods.



