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ABSTRACT

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 questionnaire. Statistical approach
used in this study included frequency, percentage and arithmetic mean. |

From the study, it was found that the respondents were 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 r-nonth.

Regarding giftrand 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 depértment 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 oxl.rerall

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



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

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

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.



