»
L)

! v da ! 4
Sodewmsduanuudas: Hesuduilsrerumamisaareitnadenmsyomioa 1 Wi

Tunfmuuils vesduilanludiniagueimi
d’( Y oy o S o
LT gign [aadnAIAY
uimegspanmiiaria MNINUTMITFINY

ANZASTANISAR UM IR MA NIV IR SE

dawmaasinisdmniat ygmin  dszsunisums

219158 5. w1 dudtlsea ATSUNTS
asiiinul Jaumat AU
InAade

LA
o A

L A o ¥ A 1
msfinmnnsafl Tinguszasfifiefinufallsivdiud ssaumemsaaianiinadens
3
A o L) @ W 1
FonTes 1 Wi lunauuils veaduiTanTudandadosnl

o d4 a
Fmsdnwm Wnsdhanlaslfuvvasvomwningnfiiiu 110 16 AFedudinm

visniismihon il i iuwuflinelng luianiaSoin 5 510 udnndoyad
Ynilszanana Taeardan 19 1%un anud sandevas uazARRsn A

Tueaudlsfedsulszammemsamefiinadenisfemdes i indh luniauuy
Ha maninmsimssinud freuuuureuatyidaru iy lussAudiapnniigaludi
nAndadinazdsIm  dudussamamsiasinie uasdhumsduaiumean feeu
Lmuﬁaumn‘lﬁ’mmmﬁ'ﬂﬂuszﬁnﬁﬁmmmﬁﬁfu

Tudmmwdafadt  feouuvumeuanifdmndiiydsiliiudsshudeams iy
Usziudui anunmulumsiau mauSnsdeune aaomdszndald masvinsasn
Sadufmdamsny arufsmovesenas anudiwlumsifan anudwlumsina
azen n1slfussyfaminudause wazmislfusmsdeynfmiud@udiiussfnnniige

Tudrmsm E;'ﬁEmummaumu‘lﬁ"lﬁmmmﬁmﬁaﬂni‘i’ﬂtiaﬂ‘im%lmnn“lﬁ%ayatﬁm

o L - o o A
fussrusmuesduimnissian lussAuchaAganniiga



A

Tufudemmamstaiimie  dreunuyrevai dldanudwyssileiosesly
Sumstasmshorndunomedinefynia PunoniesdFinth Hersmdud hu
vueddnediall giilefinife luumsdvia dneenuuuanudamoly aotdiin §iu
WMINAos§e savdumunA Ty 1uszﬁ'uﬁ1ﬁ'ﬂgmmﬁnfu

Srumssuaiumsamn  feensuumeunwldnnudigiumsluyen  msss
wrSumsng mansTasldniingnne uae matlssmduiug 1mzﬁufhﬁmummﬁnfu

Tudrunis Tarwan daonunvaeuamid e nudwydelvivdesludiums
TsmanrideTnaed uaamden favmnsfuafundedldiih nistadud o jade
fnvensfivadufledery wilsdemud wiuwnuazgiley Tilmeeduazlnlfa ny aye
TnsAnvintunaes uazthaTussnnarauds “luszﬂ"nmf’fiumnwi'_nfu

Tudumsduadunisne  freuuunaevanidManudwgdeiiuiesTuies
mseiadud ussiudidganniiga

Tudumsnelavlfwinoune  gravwuuaevow 1dl¥niudgdeilivden
Twdesmsfmmdaieluddui anmihdede maudlwimdenisvegnd aald
uintsstisgmin nisguae lvldgndn amfuypediuiifdegnd msdemsfisany
angndeasaimmiuaue lums Husms awihitls maneutlyniehan 18 anmse
Frlumisevausmandesmsvesgn® uazarmmatanlumsne lussdudvgann #
A

Tudwnsisznduind  drovuvumevew Bl vydeiliiodesiuies
madhufatueyuinsamisdenn malidhaivaiufmsamammain nsaamany
Tufiavensdn sasmstadimuivaiumi infes v luni ussdudivaannm
T

ﬁmﬁ’m‘]mm’mmseﬁymﬂ%im“l%"lﬂﬁﬂuﬂ%’mwﬂaﬁﬁmammuﬁanmwnmnﬁqqﬁ
Tudnundntefesesnnadud hiveAtuyaniififdey Togmiludunnfienmaud
himiflesiuludazuvsnaiimie Jaymludnusemmemstasmiofediadmind
eus1y uazi’ltyﬂﬂuﬁmmsﬁqaﬂ%‘umsﬂamﬁ'ﬂm*sTmmﬁ'lﬁﬁ";ﬁm1nrri1ﬂmmé"u |

‘ de‘f‘;mﬂNﬁﬁ"r‘l‘ljﬂ'lﬂﬁljﬂiﬂﬂl5°§BLﬂ%l‘é)4]1‘§‘lﬂﬁﬂuﬂgﬂilﬂﬂﬂﬂﬂﬁﬂﬁﬂﬂmmﬂﬂﬂﬂ
owfie dssmsnnlasadulumaifan Tevdveandesifihiunsuuviliigasuuuy
aevandesms Hannfigafedn unvwenuiniitanuidheuuuuaeewdanlng ¥
mieslfinihlunfivedianinsdngd  Tndidefidaeuuruaevandinnniigadetie

4
plloh f3)



Independent Study Title Marketing Mix Factors Effecting the Purchasing of Built-in

Kitchen Appliances of Consumers in Chiang Mai Province

Author Natthakit Lertsakdadet
M.B.A. Business Administration
Examining Committee: Asst. Prof, Dararatana Boonchaliew Chairman
Lecturer Dr.Patchara Tantiprabha Member
Lecturer Nitaya Wattanakun Member
Abstract

The purpose of this study was to study the marketing mix factors effecting the
purchasing of built-in kitchen appliances of copsumers in Chiang Mai province.

Samples of this study were 110 customers of the top 5-kitchen maker companies in
Chiang Mai. Questionnaires were used for collecting data. Statistical techniques, which were
frequency, percentage and mean, were used to analyze the data.

Regarding to the marketing mix factors effecting the purchasing of built-in kitchen
appliances, the results indicated that product factor and price factor were rated as the “most
importance.” However, place factor and promotion factor were rated only as the “very important
level.”

For the product factor, warrantee, durability, maintenance service, emergy saving,
aftersales service, sufficient 'spare part, easy to use, easy to clean, strong packaging, and
products information providing were subfactors that respondents rated as the “most
importance.”

Product price list was the price subfactor that respondents rated as the “most

importance.”



Distribution through kitchen maker, electric shop, department store, furniture
equipment store, supermaket, internet, interior designer, architecture, contr‘"zctor and sales
representative were a place sub-factor that respondents rated as high as the “very important
level.”

For the promotion mix factor, advertising, sales promotion, personal selling and public
relation were rated as the “very important level.” Television, catalog, appliances magazine,
housing magazine, product display, newspaper, leaflet, poster, radio, yellow pages and billboard
were advertising subfactors that respondents rated only as the “very important level.”

Product demonstration was a sales promotion subfactor that respondents rated as the
“most imporiance.” ‘

Salesperson’s knowledge concerning about the products, reliability, understanding
customers’ needs, politeness, taking care of custorners, good relationship, good communication,
consistency services, problem solving abilities, abilities to serve customers’ needs in short time
and selling ability were sub-factors that respondents rated as the “most importance.”

Social event sponsorship, publicity and seminars were public relation subfactors that

respondents rated as only the "very important level.”

According to the respondents, purchasing problems that they often encountered were
products were not perfectly fitted into their kitchen cabinets, unequally retail prices in each
market place, few kitchen appliance dealers and insufficient advertising more than other
problem.

In addition, the most important reason for respondents to buy the kitchen appliances
was product safety. White color was the most favorite choice. The most popular brand for the

kitchen appliances was Bosch. Yet, the brand that consumers used mostly was Electrolux,



