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ABSTRACT

TE158987

This independent  study was aimed to study marketing mix factors and to explore e
problems affccting consumer in purchasing decision of ccramic in Mucang District Ratchaty,
Province. The data were collected from 300 sample by questionarc. Data were analyzed by (he
form of descriptive statistics: frequency, percentage and arithmetic mean.

From the study, it was found that thc majority of thc respondents werc malc, aged
between 20-30 years and married, had a bachclor degree, worked as employees, and had incoyy
of 5,001-10,000 baht per month Most of them bought ccramic for their daily usc by considcmm
the quality of the products firstly, and they, themselves made decision when buying.Most of e
ceramic products were tree pots bought from ceramic stores with not over 500 baht of purchasiny
cost. And goods and store information was informed directly by person.

It was found that thc marketing mix factors affecting purchasing decision were oveg)
rated average at high level : product, place, price, and promotion respectively.

The sub-factors of marketing mix that had average score of importance at the first
priority were as following : product factor which was quality, pricc factors which was the price of
goods, place factors which was convenient location, and promotion factors which was salesperson

payattention to customer.

It was found that thc problems in purchasing decision were overall rated at low level:

promotion, price, product, and place respectively.
The sub problems of each aspect which had first average scores was the product
problems which was good dcfect, price problems was the pricc was not appropriate and

uncertainty, place problems was unintercsting shop decoraiicn, and promotion problems was

unscen advertisement,





