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Abstract 

 

 The objective of this independent study was to study marketing mix factors affecting 

buying decision towards electrical appliances of accommodation business owners in Samut 

Songkhram Province.  The data was collected from 165 accommodation business owners in Samut 

Songkhram, and was then analyzed using descriptive statistics, namely frequency, percentage, and 

mean. 

 The results of the study showed that most questionnaire respondents were female, 51-60 

years old, with Bachelor’s degree.  Their work position was directing manager/owner.  The type of 

accommodation of their business was resort.  They had been in business for 1-3 years, with the main 

service being rooms.  The size of the business was 10 rooms, with not more than 10 staff.  The 

electrical brand used was Sharp and the appliances used the most were electric showers and air 

conditioners.  They obtained information about appliances from salespeople and they bought 

appliances from retail shops in town, and paid in cash. 
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 From the analysis of marketing mix factors, it was found that the respondents ranked the 

overall factors at the high level.  They ranked product at the highest level; place and marketing 

promotion at the high level; and price at the medium level.  For product, the most important  

sub-factor was saving energy.  For price, it was reasonable.  For place, the shops offered variety of 

products and brands.  For marketing promotion, it was after-sales repair service. 

 Problems towards marketing mix factors were as follows. For product, the most serious 

problem was products did not save energy.  For price, electrical parts were expensive.  For place, 

there was not enough variety to choose from.  And for marketing promotion, the staff was not 

friendly and not attentive to customers. 

 

 

 

 

 

 

 

 

 

 

 

 


