T 154717

nsduRuuSassi finquszaadiodnunilsdudlszaunisaainfiting
ca'amsé\"ﬂ'E?u"lﬂc'élaua:ﬂq;m'lunﬁﬁﬂﬁu%c‘ﬁyams1ﬁﬂ1J5zm‘mlmﬁ?ﬁwua:m?mﬂizﬁu
vauud Inalu nyamvimuas dmsidudeye Taslfuuuaeuaw $wau 300 @radia
lumsiinsizivoya adafild1dun maud Jovas wazAundoavada

MNAMIsANET wudt drevuuvaeuawdulngiiumandgs 01y 21-30 1
anwnamlan  dnsAnsEdulSaes sadwwinnuuiim  wazswlidmaododon
5,001-10,000 1170

waAnsTuMIGeTe1I dazintelsEfy W Arsuiuuaauomd U vl

]
a 6 o

[ dy ) P v < -t o o 4’1’
- aguszoedlumsdomnilin weldiluveswSy Teolimguodmdaige Tumsaaduledo

b4
&

A o o o a “ oy < & o A:
ﬂagﬂunnua:aﬁummm ﬂSZtﬂYI‘UﬁN‘iﬂi'Jﬂﬂ‘lf'e)ﬂ@ﬂ’)ﬂt‘lﬁ'lllﬂ ﬂszmmﬂsaaﬂs:ﬂuwma

p=3 o o yc:da = ] o = dv [] 'nﬂ’f o Y 4 a FY
nofAnNAl ﬂ71801{]11§1’11!‘E]1’1ﬁwaﬁ6ﬂ15ﬁﬂﬁ‘”1‘0"ﬁﬂ ﬁ?ﬂiﬁiy‘bﬂﬂﬂﬂﬂm%t‘ﬁi'ﬁlﬂ‘01ﬂﬁ1\‘1

i 4 ¥ Ed 14

. ¥
aysndum laoiilSuumsde 2-3 Fuaeada yanisde lasmao Ly 500 v Aensa

o [ et v o o »::’ a o ¢
edvaullszaunisaaraniinanemsaadulssomsiindssianyessisrouas

1 ) 1 }Y] tY] o w 1 o 1 -
@309szay  wuMN gaouuuvasua lassw danuddgdeiliodulssaumsaainil
1 P as Y 0 v- 3/ o 9§ ) Y 1 a
aunfoluszavinn laun Tesodusian Jesedumisduaiumsana Jesogemnianmssa
° ] o a o I'd o @
samiouaziaveundnsuyiaud ey

v

S 4 B

o ¥ ' b % 1 -=' o @ o o o o o
Padvdoshunazdundinuedonnudvydududuusn fidel dunaadas) 18

Y

ungunn dunm 1lud davaaduan Auseamumsiadmie Budanuazeianie

Tud i dunsdudiunisaaia Tduswminaune

1 «1 - & a "]_J - o o - ‘1J o ' Y]

fymlums@enyerniadszinnvesiouaziniosssdu  wuir daey
wyueuawwuilynuivadudnlizaunsaniaiisuatolaosmluszduann ludJam
b 4 ¥ 1 R 14 a o ¢ by ]
A Jygmdunsduaiumsaama Jyndwedasoas  wasilymdngomans
AU ANaIaYy

o 1 A o P @ a v 4 ' . a ]

hivgosiisidundothsuduusn dundadaat s Aundenaoududiyld
Y P . Y ' @ o ' e A2
Asm Tdun simhiminzaufuguam dgesmenssasniig 1ud vua fiamion

[ 1 o [T ] -1
arumMsauasunsaain taun Tumosivlaman



ABSTRACT
TE 154717
This independent study was aimed to study the marketing mix factors and to explore
the problems affecting consumer purchasing decision on ceramic gift and decoration in Bangkok
Metropolitan. The data were collected from 300 subjects by questionnairc. Statistical approach
uscd 1n this study included frequency, percentage and arithmetic mean.

From the study, it was found that the respondents werce female, aged between 21-30 years
and single. They graduated at bachelor’s degree, worked as employees, and had average income
of 5,001- 10,000 baht per month.

Regarding gift and decoration buying behavior, it revealed that most of respondents
bought ceramic as a gift. The main reason for buying were style and colorful. They bought
ceramic cup as gift and doll as decoration. They made decision in buying by themselves. Most
of them bought ceramic products from department stores. 2-3 pieces each time with average
value not over 500 baht

It was found that the marketing mix factors affecting purchasing decision were overall

rated at high level : price, promotion, place, and product respectively.

The sub-factors that had average score of important level at the first priority in each
category were : quality for product, cash discount for price, store cleanness for place, and
salesperson for promotion.

Tt was found that the problems in purchasing decision were overall rated at high level :
price, promotion. product, and place respectively. 7

The sub-problems that had average score of problem level at the first priority in each
category were : unable to return or exchange for product, unmatched with quality for price,

difficulty in locating the store for placement, and lack of advertisement for promotion.



