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The objective of this independent study was to study the marketing mix factors affecting
consumers purchasing decision on wooden furniture in Chiang Mai. The data were collected from
questionnaires distributed to 200 samples (who ever bought wooden furniture) in Mueang District,
Chiang Mai province. The data were analyzed by descriptive statistics and presented in form of
frequency, percentage and means. The finding were as follows.

Most respondents were female of 21 — 30 years old, private employees, single, and had
4 — 6 household members. Their income were 5,001 — 10,000 baht a month, with undergraduate
degree or equivalent. They chose to buy wooden furniture from furniture show room in their
community. The first reason to buy wooden furniture was it’s durability. The respondants bought
the wooden furniture when needed. Price were between 1,000 to 5,000 bath each and were paid
by cash. They prefered to buy teak wood furniture and thought that teak wood furniture was the
most durable, most beautiful, and most expensive. They bought wooden furniture for guest
rooms. Beds and dressing boards were bought the most. -

The respondents rated the importance of the marketing mix factors at the highest level to
product and price factors respectively. The respondents rated the importance of the marketing mix
factors at high lével to promotion and place factors respectively.

The product sub-factors of durability and quality were most important.

The product sub-factors of reasonable price were most important.

The product sub-factors of stores were in the same distributing zone for buying
convenience and product comparison were most important.

The proﬁuct sub-factors of product waﬁanty were most important.

The respondents rated the importance of the problem of the marketing mix factors at high

level to product, price, promotion and place respectively.

The product sub-factors of the damage of product from moths and termites were most

important.
The product sub-factors of unreasonable price to product quality were most important.

The product sub-factors of too few of furniture stores that caused the difficulty in buying

were most important.

The product sub-factors of not friendly temper of salesperson were most important.





