188135

et a =

= o s ¢ A A =S o Y a v
ATANEIIYATIU ﬁﬂQﬂigﬁQﬂlWiﬂ 1) lWﬂﬂﬂHWizﬂUﬂ'J']NﬂﬂlﬂuilaQEﬂiiﬂﬂﬁﬂ

o e ' v a A 4 a @ ¢ o _S oy o '
i‘]ﬂﬂUTI11Naﬂﬂﬂ15ﬂﬂﬁuah]laﬂﬂclfﬂﬂﬁﬂﬂmcnl'ﬂlﬂaiﬂﬁ1?\'1]'““115‘]1!%1“N1ﬂﬂ101u

Heassnaumvedus Inalumwangunnumuns 2) efinenfSoususznnaiadeau

et [ a =4 Y a 1 v e ] o a A Ay a o r'd Pry
yananiinasenuRaruyedus Inndeiletsniinanemsdadulufendenandusinime’
Ay e ' Y] a o A - -
amauuni s mboneludasinduiluwangunnuriuas  3) efnyulTouion
A151ABN IS MU IBLAZ HINAYDINAAS UMUINDS AR IATZALVU NN HaRDA NNAAITT LYDY
Y a 1 o e ] v a A dy a o 4 P Aoy ° v
g{uﬂnﬂmﬂﬂwvmNammsmau%manmawammmmmammﬂuuﬂmmﬂmmﬂmtﬂu

1 o 1 [

Weassndusiluvangunnuniuns  Tasldnquatediadiuiu 400 au lutva

o ) ' a v P

ayumwavng  fudeyalaslduuuaoun uazhdeyaumeannud miesaz Aunde

wuadin manudeuuuinass wasnSoudiouaueds Tasldmsnaaoun riest wazld

a o =t o I o o @ aad

M3 3AT1EHANULY5 U5 IUNAURDD (One-way  ANOVA) Tasivuaanisdifgnianai

£A1 0.0114820.05

2 ' 9 [} [} = =} 1 S =t

wamsfnzmu Juilnadiulvaiiumendgs Horgsznie 21357 erdwilu
winnuuSymenau Iswlddedou 10,001-20,000 muazsumsAnyszAUYTyIRT

o Ay a o oW o d' ] gy a ] ng s ow o

woAnssnlunsFondafuumneiamiauu wuh guslandiuingdendniuiiy

B 3/ gt =Y ::’ a  w 's é‘ :;I T o

meTaaauunndeaueuai uazilsudonansuaivuuils Tavazde 1-2 afwedlav

9 Y 4’!’ 1 n,: o [ 1
Gl‘]fﬂﬂ‘lfi]']tliﬂﬂﬁ“]fﬂllﬂﬁ%ﬂiﬂ 51-100 1N uazum:suﬂi:mmﬂummiQN

4

LY o a as ] ar 3 =
a3 ldszaunudirguesdadodudiunauniinmsamalagiauie 4 du lasd

LV [] v & o o s Y LY a o 'd v Y ]
nansaadulsegluszdnnniaSosdrulddel Tododundadudd Todoamgoamans

sasmie aduldsnuasilifodumsdusiumama mudy

@ 1 i ] [ v a 3 a oW ¢ i 9 ot
fafudnyanafiinasoiledolunsdaduladensendadusivneiamauy ldud
9 P Y] =& 1 [ [ 9 o =) vl ted ]
swldaoidounazszaumsanyt diuileadoaIuyananung  91gUazeIFN  LNNHAAD

as @ a A dy a o d =
i]%w“lumm%u“lmaanmawamﬂmmmmammﬂuu

]
SaA

b 4
i t o ar 1 a @ a -1
2 ufsutsuaznulaveenansuauinesiinadelasolunisdadulaye

WanfaEmuines e uimimeluiteasswdum luwangamwumiuns



ABSTRACT
188139

The purpose of this study are 1)To study the viewpoint of consumer which is a

factor to make a decision in order for product selection of marketing bakery having a
shop or consumer’s product in Bangkok. 2) To study the comparision between the
personnl factor to the consumer ’s viewpoint and buying decision for its product at the
shop in the department store here in Bangkok.
3) To study the comparision to select the shop and bakery product to the customer’s
viewpoint in order to make a decision to select it in the department store here in
Bangkok. The use of sampling group of 400 people in Bangkok collected the
information as a Questionaire and to bring an information to find a frequency,
percentage, Averages. And standard deviation for its comparision with t — test on the
other hands, the use of analysis to one-way ANOVA as required a statistic
significance in level of 0.01 and 0.05.

The result of study the most of consumer are women 21 — 35 years of age as
private company’s employees with a monthly income is 10,001 -20,000 who graduated
in a bachelor degree.

According to the buying of bakery product and found that the most of them buy
it on market. In the case of S & P and preferred to buy bread frequency 1 —2 times per
week each time of spending is 51 -100 baht as a snack.

To be given an important grade for the 4 categories of marketing mix factor
that on high level are factor of product, factor of distribution channel, factor of price
and factor of marketing promotion accordingly

The personal factor , Making a decision, bakery product are a monthly income
and educational level for the personal factor is age and occupation without any having
a factor of decision to buy bakery product

Shop and product category are affected factor of marking decision to buy

bakery product product which have shop in the department store in Bangkok





