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ABSTRACT
TE 160036

The objective of this study was to study marketing mix factors affecting customers
buying decision for dogs at Jatujak market in Bangkok. This study was conducted by using
questionnaires from samples of 218 customers who bought dogs from Jatujak market in Bangkok.
The data was analyzed under descriptive statistics such as frequency, percentage. mean and
standard deviation

The result found was that the level of the marketing mix factors which affected the
customers’ buying decision for dogs have all been at low level.

Product factor affecting customers’ buying decision for dogs at Jatujak market at low
levels were good ancestor, pet accessories , famous pet shop ,famous farm ,basic dog training
and dog grooming training. However, healihy canines with health certificates, dogs in good
condition ready for salec, breed variations, assistant’s advice and breed certificate affected
customers buying decision for dogs at high levels.

Price factor affecting customers’ buying decision for dogs at Jatujak market at low levels
were cheaper price than other pet shops and a variety of payment method. However, price

information and bargaining power affected customers’ buying decision for dogs at high levels.

Place factor affecting customers’ buying decision for dogs at Jatujak market at low
levels were pet shop location near home, pet shop’s spacious area, inside and outside display,
enough car parking, space and a variety of ordering process through different kinds of media.

Promotion affecting customers’ buying decision for dogs at Jatujak market at low levels
were advertisement through many kinds of media, premium that came with purchasing of old
customers, discount for customers , present for special occasions, dogs club membership and dog

breed show .





