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ABSTRACT

This independent study aimed to explore factors affecting buying decision of
digital duplicators by publishers in Mueang district, Chiang Mai province. Data collection was
conducted through the distribution of questionnaire to 50 publishers in Mueang district, Chiang
Mai province. Then, the narrative statistics which consisted of frequency, percentage, and
means was applied in order to analyze the data.

The research findings indicated that most respondents were male whose ages were
higher than 41 years old. The type of business or trading registration was mostly found in
Limited Partnerships. The respondents revealed that they had more than 11 years of business
operation with less than 1 million baht of authorized capital. The owners made final decisions
in buying digital duplicators. The major buying reason was for the express printing. The
majority of respondents agreed that the appropriate time for buying the digital duplicators was
financial availability. The person influencing buying decision of the digital duplicator was the
owner, The considerable price of the digital duplicator was between 100,000 — 200,000 bahi.
Interestingly, Riso was agreed to be the best brand for digital duplicators. The respondents

believed that the quality of good digital duplicators should count for the appropriate sharpness.



product’s consultation and after-sales services. The main reason of buying was to increase the
performance effectiveness. Most respondents mentioned that they would directly bought the
digital duplicators from the manufacturer.

The study findings on marketing mix factors affecting the buying decision of
digital duplicators were shown hereafter.

. In term of the product factor, the respondents rated at high for being a factor
affecting the buying decision. The first three sub-factors rated at high were the availability of
pre-sales services and post-sales services (such as transportation and installation), the quality of
product, and the operating duration of machine, respectively.

In term of the price factor, the respondents rated at high for being a factor
affecting the buying decision. The first three sub-factors rated at high were the quality higher
fhan the price meaning the reduction of production and maintenance cost, the appropriate price
comparing with its quality, and the possibility of price negotiability.

In term of the place factor, the respondents rated at high for being a factor
affecting the buying decision. The first th'ree. sub-factors rated at high were the easy-to-find and
convenient to access location and appropriate and neat display, the convenient and sufficient
parking lots, and the shop’s luxurious atmosphere, respectively.

In term of the promotion factor, the respondents rated at high for being a factor
affecting the buying decision. The first three sub-factors rated at high were the staff’s
proficiency and good product knowledge, the staff’s skill on product’s demeonstration, and the
staff’s willingness to provide product information.

Regarding other factors, the respondents rated the first three at high were the

economic condition, the budget availability, and the rapid development of technology.



