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Number of questionnaire...............cceueenee..

Marketing Mixed Factors Influencing Buying Decision of Chiang Mai Design Company

Group Customers towards Purchasing Hill Tribe Silver

Independent Study, Master of Business Administration

Faculty of Business Administration, Chiang Mai University

Note: This questionnaire is aimed at collecting data for an independent study in Business
Administration program at Chiang Mai University. The information from this questionnaire will
be kept confidential and will be used solely by the researcher for analysis in order to reach an
overall impression about the topic. The researcher highly appreciates your cooperation and time

in completing this questionnaire.

Researcher: Ms. Sirinthip Leelamanit

Master Program in Business Administration, Chiang Mai University
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Marketing Mixed Factors Influencing Buying Decision of Chiang Mai Design

Company Group Customers towards Purchasing Hill Tribe Silver

Part 1 Personal information of the respondent

1. Sex
1. [ Male 2. [ Female
2. Age
1. D Less than 20 years 2. D 20-29 years 3. D 30-39 years
4. D 40-49 years 5. D 50-59 years 6. D More than 60 years

3. Educational background

O Secondary

N

1. Elementary

O Higher vocational

N

3. [ High school or vocational
5. [ Undergraduate 6. [ Higher than undergraduate

4. Professional background

1. [ Student 2. [ University professor
3. L] Private company employee 4. [ Government enterprise employee
5. [] Business 6. L] Others, please specify.......ccceennee.

5. Weight of each purchase (includes all categories)

1. D Less than 1,000 grams 2. D 1,001-5,000 grams
3. [ 5,001-10,000 grams 4. [ 10,001-15,000 grams
5. D More than 15,000 grams 6. D Do not know, is not an issue.

6. The categories of products purchased (can give more than one answer)
1.0 Rings 2. [ Earrings 3. ] Pendants
4. [] Necklaces 5. [ Bracelets 6. [ Anklets

7.4 Bangles 8. [ silver nuggets (Beads)
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In the course of one year, how often do you buy hill tribe silverware?

1. [ More than Once a month 2. [] Once a month

3. [ once every 2-3 months 4. [ once every 4-5 months
5. [ once every 6-7 months 6. [ Once every 8-9 months
7. [ Once every 10-11 months 8. [ Oncea year

9.1 Others, please SPeCify......ovvuiieieit i
Who influences your purchase decision the most?

1. [ Yourself 2. L] Members of the family

3. [ Your boss 4. [ Customers

5. Others, pPlease SPECTTY....o.uiuiinii i e
Where else do you buy hill tribe silver in Thailand? (can give more than one answer)
1. Chiang Mai, please Specify........coviiiiiiiiiiii e
2. Bangkok, please specify........ooiiiiiiii

3. [ Other sources, please SPeCify......o.oouiiiiiiiiii i
The main reason for your purchase of hill tribe silver (can give more than one answer)
1. For personal use (from here, please skip nos. 11-14 and go to no. 15)

2. For gifts or souvenirs (from here, please skip nos. 11-14 and go to no. 15)

3. For selling or business (continue to the next question)

4.[] Others, please SPECITY....o.viui ittt

Location of your shop/company

1. [ Thailand 2.usa 3. England
4. [ Germany 5. [ Italy 6. [ Australia
7. [ Netherlands 8. [] Spain 9. [ France
10. [] canada 11.]China 12.0] Japan

13. L Hong Kong 14.|:IOthers, please specify.......................
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12. Country of your customers

1. [ Thailand 2. usa 3. [ England

4. [ Germany 5. [ Italy 6. [ Australia

7. [ Netherlands g. [] Spain 9. [ France

10. [] canada 11. [ China 12. ] Japan

13. ] Hong Kong 14. [ Others, please specify...............c.o.enn.

13. Nature of your main business (can give more than one answer)

1. Import-Export

2. [] Retail Business

3. [] Wholesale Business

4. [] Franchise Business

5. [] E-commerce Business

6. L] Other businesses, please SPecify......o.oouiiiiiiiiiiiii
14. Your position at work

I Buying staff

2. [ Head of buying section

3. [ Executive

4. [ Owner of business or entrepreneur

5. Others, please SPeCIfY......viirit i e
Part2 Information about marketing mixed factors which influence buying decision
15. Please rank the following marketing mixed factors according to their importance, with 1

being the most important.

Ranking
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16. Marketing Mixed Factors
Please put v in the box that best corresponds to the level of importance: 5 being most

important and 1 least important.

Marketing mixed factors which influence buying Level of Importance

decision 5 4 3 2 1

Product

1. High percentage of silver substance (almost

100%)

2. High quality without defects

3. Well made

4. Handmade

5. All categories of products are available, such as

rings, earrings, necklaces, etc.

6. Diversity of design

7. Regular new arrivals

8. Cultural and ethic values

9. Company's reliability, such as old company, not

cheating, etc.

10. Ability to follow orders

11. Prompt production and delivery

12. Others, please specify.............ccooeennes

Price

1. Fair price, calculated from weight

2. Fair price, calculated from weight

3. Competitive price

4. Negotiation is allowed.

5. Credit card payment allowed

6. Others, please specify................oeei.
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Marketing mixed factors which influence buying

Level of Importance

decision 4 3 2

Place

1. Convenient location

2. Parking lot

3. Alternative ways to access, such as through a
web site, e-mail, fax, etc

4. More than one shops are available

5. Products are conveniently arranged in
categories, easy to find.

6. A large number of products on display

7. Products are presented at show events.

8. Others, please specify........................

Promeotion

1. Products are nicely displayed in the window and
in the shop.

2. Electronic catalog available

3. Friendly staff

4. Staffs are knowledgeable about and are able to
present products.

5. Staffs are eager to offer service.

6. Advertisement through various media

7. Marketing promotion available such discount
and gifts

8. Others, please specify........................
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17. What is your overall conclusion about doing business with us?
1. [ Excellent products and good service (end of questionnaire here)
2. U Good products and good service (end of questionnaire here)

3. [ There were any problems about products and service. (please continue to Part 3)

Part3 Problems concerning marketing mixed factors of Chiang Mai Design Company
Group
Problem Level of Importance
5 4 3 2 1

1. Low percentage of silver substance

2. Orders are not to customer's satisfaction

3. Orders are not to customer's satisfaction

4. Orders are not delivered on time

5. Products are weighty, thus more expensive

6. More expensive than other sources

7. Price not negotiable

8. No credit card payment

9. Inconvenient location

10. Problems with transportation

11. Shop sign difficulty to locate

12. Shop has limited space

13. No parking space

14. Inconvenient store hours

15. Not attractive window display

16. Products are not well arranged, difficult to find

things

17. Products are not well displayed in the shop

18. Limited advertisement
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Problem Level of Importance

5 4 3 2 1

19. No marketing promotion such as discounts or

gifts

20. Staff are not eager to provide service

21. Staff are not knowledgeable enough about the

products

22. No exchanges nor returns

23. No beautiful package

24. No brochure about how to care and clean

silverware

25. Others, please specify.........cooevviininnnnn.

Suggestions for improvement

Thank you very much for completing this questionnaire
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