d‘ d'l k24 b Y at U o 1 Qs & g ar
VaLrzadnIInUANNUVeTIY ‘ﬂ‘l]i)ﬂﬁ’)‘u‘lj'53?;’(1!ﬂ'lﬁﬂﬁ'lﬂ‘VINWﬁﬂﬂﬂﬁﬂﬂﬁui‘l}“ﬁﬂﬂ1ﬁT§f‘§uﬂl

909405 Inalungaummumiuns
= o w o
R WNAIAGAUS  BURUS
WS ean YINITHEININN 1T UNR
(2] q

P v oy a
ﬂﬂ!&'ﬂ'ﬁﬁ‘“ﬂ"l5ﬂ1ﬁﬂﬁ1ﬂ15ﬂuﬂ?]!lﬂﬂf‘)ﬁ'§3
¥ 1 o o o Y- ]
H¥wnaasmsd siuns  Fasases  dssmunssums

= Id
'Z'!"f)\'lﬁ'lﬁﬂi'l%'}ig UYPANN  WAHABENIUUN  ATTUNT
or '
pijigialila]

¥ 9 ] T
Tumsfnuinsall i%qusyasddiefinyife Tedvdmszaumsama filwade
LYY df ar roar ¥ = 9} =2 2 :V-i‘ s 3/
msdndulageomisquivlungaunwumuns nguietnaildlumsinuie  fdeuazdls
s ow o o o iy oy T o 1 o
nanausiomIs v lungummumiuas $1u3u 400 519 Tael¥3Bnsduiintie upudmua
T Ansanninealungammununs 50 wa uaz 19354y 10 wn wezfudetaveas
[ ¥ o : . rd ]
40 10 wseadien I lumanusiuswdeyniluwuasuey unzlinngitoyadoadniss
¥ ' d 2y voooA
Wisan Useneudie Minaud Arfevar unzAuRdy |
= v o i 1 a3 = 1 =
HaMIANY MUY deeunuudsuaudiuivapilumevas Tergsznin 21-307)
= o = s = w =t = F ]
aomunmlan nsdnyesdulSyenes  UszreveidwwinauuSinensy fselddu
4 r 1) y ¥
yana 35,001 vy lureden dnyasfiegerdo wuuthu@es  Swougiviifes 1 &
l‘v o't Ay or 4 o w o O
Toaqlszaadlumsiosgiuiedhin magraddgylumsidomsgiviuSenl Ao azaan
uagd1wnms Hemisimdenaiatou miniige

¥

[ L] ey 1 ] ﬂy o st o o
fadvdnlszaumsamannilifelinadonsdedulsdeomsgivifinnudie

T ar =1 6 e o ; o 9t [ 4 =3 o g o
oglusziumn TaeSeamudiduded Tededundasusd sosnande fesednsia fede

Aumssasmie uaziledodumsaduasunsaatn Mgy



A a a @ ot y et 1 = Yo o
WeAinsanlusisazideavesiledvdosney Widundogegaannsaagliddei
a0 3 o  a o = ar a LV |
ﬂi]ﬁ]ﬂﬂﬂﬂﬂ'luﬂﬂﬂﬂﬂlm ﬁ'i) mmasmn‘lumﬂ%’wmnmm “ijiﬁlﬂﬂﬂﬂ??l}'m‘ﬂﬂ'i ﬁ’ﬂ 37101
3

or ar 1 3/ o o 1 =] AL 9t YV or 8
WMUBTUNUAUNTN ﬂﬁ]ﬂﬂﬂ@ﬂﬂ'luﬂ'lﬁlﬂm'ﬁu‘lﬂ 19 ‘Vi']“b"f]f‘l'uﬂ‘lllﬂﬁgﬂ'lﬂ uaziledvuoy

MmunIduasumsaaa fo Unsuenduidioonaiienaassls



Independent Study Title Marketing Mixed Factors Affecting Consumers Purchasing

Decision of Dog Food in Bangkok Metropolitan

Author Miss Rossukon Chomphan

Degree Master of Business Administration

Independent Study Advisory Committee

Associate Professor Chanin Singrungruang Chairperson
Associate Professor Boonsawart Prugsiganont Member
ABSTRACT

The purpose of this independent study was is to study the marketing mixed factors
affecting consumers purchasing decision of dog food in Bangkok metropolitan. The sample was
400 dog feeders in Bangkok metropolitan. The 50 districts were sampling by quota to the 10
districts. Each district has 40 dog feeder sampled. The questionnaires were used in collection
data. The data were analyzed by descriptive statistics consisted of frequency, percentage, and
mean.

The study found that most respondents were female, age between 21 to 30 years old,
single status, holding a bachelor degree, working in private company, earning over 35,001 baht,
per month living in a single house, feeding only one dog. Their purpose of feeding dog was to
guard the house. The most important reason of feeding by the ready-made food was more
convenient and more uncomplicated than feeding by the rest of household’s food.

The marketing mixed factors affecting purchasing decision of dog food were totally
rated at a high level which ranked in order as following: product, price, distribution and
promotion factor respectively.

Considering to the details of sub factors that averaged at the highest sore, They were
summarized as follows: the sub factor of product was the convenience of using the product, sub
factor of price was suitable price for the quality, the sub factor of distribution was the
convenience of buying product, and sub factor of promotion was giving a sample product for

testing,



