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The purpose of this independent study, “Marketing Mix Factors Influencing
Buying Decision of Chiang Mai Design Company Group Customefs towards Purchasing Hill
Tribe Silver,” was to study the marketing mix factors which affected customers’ decisions to buy
hill tribe silver from Chiang Mai Design Company Group. The subjects consisted of all
customers who visited Chiang Mai Design Company Group during February — April 2007. 237
sets of questionnaires were used as a tool for data collection. The data was then analyzed and
descriptively presented together with frequencies, percentage and means.

The result from this study showed that the respondents were mostly male aged
between 30-39, holding lower-secondary certificates, and having their own businesses. Most of
them bought about 1,001-5,000 grams of hill tribe silver at each purchase. Silver nuggets (Beads)
were the most popular product they bought. The average purchasing frequency was once a
month. Their customers were a major influence in their buying decisions. Most of them had
bought hill tribe silver from other shops both in Bangkok and Chiang Mai. The main reason for
their purchase of hill tribe silver was for selling.

After studying on the respondents who were in hill tribe silver jewelry business, it
was found that most of their shops or companies were located in Thailand, and most of their
customers lived in Thailand. The natures of their business were retail, wholesale and E-

commerce, respectively.

The marketing mix factors which affected customers’ buying decision the most
were product, price, place and promotion, respectively. For the minor factors that most of the
respondents considered significant were, in order of importance, as follows:

Product factors with high quality and without defects, high percentage of silver
substance, well-made products, company’s reliability, prompt production and delivery, ability to
follow orders, diversity of design, cultural and ethic values, regular new arrivals, categories of
product and handmade products.

Price factors include fair price (calculated from weight), competitive price and
negotiation.

Place factors include a large number of products on display, presenting products at
show events, arranging products in categories, parking lot, convenient location, a variety of
means to access the shop, and the availability of shops of the same business.

Promotion factors were the availability of electronic catalog, friendliness of staffs,
attractiveness of the products’ display, staffs knowledge of products as well as their ability and

enthusiasm to give service.





