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Abstract

This independent stu&y aimed to stedy marketing position related to bedding
consumer perception and to study factors used in marketing positioning determination of bedding
products in Bangkok Metropolitan. The data were collected from 400 samples of consumers, who
used to purchase bedding products, by using questiénnéires. Purposive sampling method was
applied to collect data from 400 consumers of TC Bedding products in 4 brands, i.e. Lotus, Tulip,
Satin, and Toto. Statistics used consisted of frequency, percentagé, mean, and factor analysis. The

study can be concluded as follows:

According to the study, there were 5 factors used in mafket positioning
defermination:

Factor 1) Bedding products marketing promotion consisted of seeing in television
commercial regularly; hearing from radio advertisernent r'epeatledly; seeing in printed media
repeatedly; being aware from production display cémmonly; availability of clear, appropriate and -
comprehensive information and conﬁguration/qualiﬁcation of- products; Well-infoﬁned
information about prices of products; salespeople’s advice; frequent marketing promotion; and

good solution related to product purchasing.



Factor 2) Bedding products quality consisted of good quality of products; good and
smooth fabric; good quality after being washed; “seamless” property, and long lasting condition.

Factor 3) Value delivery through bedding products distribution channel consisted of
sufficient stores; convenience in commuting to stores; proper open-élose hours; and good product
categorization.

Factor 4) Sale promotion of bedding products consisted of giving quantity discount ;
giving discount to frequent consumers.

Factor 5) Variety of bedding products consisted of various products and assortment.

Consumer perception of market positioning toward bedding products were as
follows:

Lotus brand : consumers did not perceived any dimension of the positioning factor

Tulip brand : consumers perceived on the market positioning of variety of bedding
products.

Satin brand : consumers perceived on 4 dimensions. They were bedding products
marketing promotion, bedding products quality, sale premotion of bedding products, and variety
of bedding products

Toto brand : consumers perceived on 4 dimensions. They were bedding products
marketing promotion, bedding products quality, value delivery through bedding products

distribution channel, and sale promotion of bedding products.



