v 1
AaAAa

d' A Y v a Y] 1 a dy
FOLIOINMIAUAINUUVIAITL “ﬂi]i]EJE‘T’J‘L!‘]J?Zﬁ'iJ‘VINﬂ'li@]ﬁWﬂ‘l/]iJ’f]Vl‘ﬁWﬁcluﬂﬁGﬁE]

1153091/ 5ZAUITUIAVIVOIGNAIVOINGUFINIUTHN

= 12 d o w
Foalvid land $1na
Y A aa A d a 7
HIgy URANMTTUNNY Fa1Hng
Syan UIMIFINIUMITUNA

i v v a 3 =Y 4
9'l%1§ﬂﬂﬂ%ﬂy1ﬂ1ﬁﬂuﬂ31llﬂﬂﬂﬁ§$ TOIAITATIVTYDTIVT WUAIN
U |
UNANEID

9 9 a d‘ Y 1 d‘da a dy
MIAUANLDVDATE 1509 Dadearuseauniamsaaranionsnalumssye

A v A 9 1 a Aa o = = d 0o v Ao s A
Lﬂi’l’N‘]J38@‘]J!\11!GI)"]'JL‘U'1“IJ’I’)\‘]Qﬂﬂ'IGIJ’E)\‘Iﬂaﬂﬁ‘iﬂ%ﬂiyﬂlcﬁﬂﬂiﬁﬂﬂq“]ﬁu 1NN mmqﬂszmmwa

1 9 a

= R o @ ! Aaa a dy A [
anpnsilavediudseauneamsaaranloninanegna lumssonsod seAURUFINVIVOS

U

1 a

a o = 1 d o o 1 Aq ¥ = Y 1 1 Y
ngugsnausEnFeslmialand 1de  Teasnguilszanstldlumsdnm 1dun nqugnd

Q a

Y
9 A A [

aa.z‘ ~ 9 A [ [ a Aa o = (= Jd o
nruaidungeduanlszannielszaurnvininnqugsnouisngealuia land $1ia
] g = @ 4 o A A A 9 =
TuraszaznaIAWARB UNNAINUT — IWHIBY 2550 T1UIU 237 518 1ATBINEN 1H UM sfnwn
fio LuDAPUNIN TNTITHIOYA TAgN15IUATILHITINTTUUT MIAIAWD dasrdIusesay

HazANRABIYAA
=2 ' 9 1 1 3 = 1
HaMIANYINDIN gaouuuudeumuaIulvgiumeaens Jo19381313 30-39
A o = v W = 9 a 1 o [l Idy a 9
I dusamsAnyszAulsenAnyInouau uazllsznounimaaiual Tasarulnadedud

v Y ] Y
Tagmasluudazaselszuna 1,001-5,000 N3N nuravesduMndaounuudounmtiondo

v ' '
JgaAa A ~

A A < A dy A A o '
UNNgane Qﬂ“ﬂﬂlllﬂl\ﬂ! 53‘(’Jgnﬁ11Uﬂ15%61ﬂﬂlﬂﬁﬂlﬂﬂuag I A3 FNUDNTNANINNGTAND

U

4 ]
NM3%0IT0952AUITUIINVBIgAB LU DADUDINAD QNAIUBIADULUDADUDIN 1AY

Y [ Y
daounuudeuawdiulngszyinnededuiainuvasounslungunnuaz i iasoaln
L) [ [ dy A v A 9 = dy A o
dmsuigrananlumsdoinioalszautuminvesdaeunuugouniue Foretilivie
! =) a
Ap1301IENIUFINY
= 9 A a A v A
NAMIANYURMIZAAR VUV VTR UNNYTZNDUFINATOITZAURUI NN

1 9 1 |:JI a (] A Y 9
Wy faeunuuaeumndiulvgasnansedlulszmalne nazidszmangnivesdaoy



suudounmduiunamsegadiulngnedszma lneruiu Taedaounuuaouniwdiulng

Mgsnrnelanuiniiga 0909170 530901889 1Az §I0915210N E-commerce MNA1AL

v
aAaa v a

Y ]
fhavearuilszauniemsaaian ’E]“I/I‘ﬁWacluﬂ']ié]ﬂ)”f)!,ﬂ?@Q‘].]igﬂ‘UNusb"I?L‘lﬂsll’f)\‘]

9 1

9 ~ o w o o v Y a o d o v Y ]
Anovuvudouniusesamdauanudidy laun fetedundanua Jedediusia ey
9 [ ) ] U v Y ] a o [ [V | d‘dQ a 491
AUNTIAHNUIY taziladedunmsaaasumsaain a1vsuilededesnioninalunisde
4‘ [ Aa A l 19 d o w 9 [ dy
in3olszauRuanunniaumaegluszauinn Taesssdwoainunlivitos Al
U o Y a ] 4 9 " A Y = 1A o a =1 S 4 dy
Yaveaumaanua laun dumlauning lulid i msllesidudvouiio
a a Y Yo a 1 A A oA A aA = a
Rugs auldsumsnaaninadiiod anuundonouaziyeidesvoananis AWaI50
lumswaauazasdua ldasimunainmrua auauso lUMIHanaIuANNADINITUDI
Y a 9y a Y A a 9 A A v W ' aa 9
gna aumBuunld@enrainvals duauren Tea3035190UIAUTITUFUHN NIVAUA
[ ° a Y Agqg Y A 9 a 9 a g
wuuIvyesninaiuane aumilddenasunnilszanaiuanudeIns uazauananaly
Y
Volunndunoumsnan
ey v 9 9 1 a :} o a Yy a 9 d' =1 (%
PJadearusin 1dun msnasmamihminvesdud duisiagnideeunuy
Y Y 1 1 A A ' o
Sumguasous ags N Inne o9 d

Y o

U W v o ] 1 a < o [
Pasedumsdad e laun msidudsanuaauiuduauinn msdisw
o ] a 9y a v @ a Y A d ]
Swihedunluaueaasdun mssarnduindunanyamugluvurazilsznnues
A v a A a A A Y a
Aui mslanuneaso maaunilineazain msisesmaivainnaeldamwsodase
v ay g ' a A o A & £
laazain nazmsiiud lunquisnadernuieduieanuazainlumsdeninau
Ly % 1 a 1 Y] o A d a o < a
Hadearumsdaasumsaaia laun midaitivan Insinduanaiaondua
1 @ [ @ < a [ a § '
Tdungnd wiinauiiosended iuiias mstauaasdumdiuniazaeluiunlaamu
o =1 9 0o A 9 Y = o = A A g
areaw wiinaulianuiuazaunsasuzsiihaudt lded19d uazwiinamlinnunszasiodu

Tunsldusnms



Independent Study Title Marketing Mix Factors Influencing Buying Decision of Chiang

Mai Design Company Group Customers towards Purchasing

Hill Tribe Silver
Author Miss Sirinthip Leelamanit
Degree Master of Business Administration

Independent Study Advisor Associate Professor Orachorn Maneesong

ABSTRACT

The purpose of this independent study, “Marketing Mix Factors Influencing
Buying Decision of Chiang Mai Design Company Group Customers towards Purchasing Hill
Tribe Silver,” was to study the marketing mix factors which affected customers’ decisions to buy
hill tribe silver from Chiang Mai Design Company Group. The subjects consisted of all
customers who visited Chiang Mai Design Company Group during February — April 2007. 237
sets of questionnaires were used as a tool for data collection. The data was then analyzed and
descriptively presented together with frequencies, percentage and means.

The result from this study showed that the respondents were mostly male aged
between 30-39, holding lower-secondary certificates, and having their own businesses. Most of
them bought about 1,001-5,000 grams of hill tribe silver at each purchase. Silver nuggets (Beads)
were the most popular product they bought. The average purchasing frequency was once a
month. Their customers were a major influence in their buying decisions. Most of them had
bought hill tribe silver from other shops both in Bangkok and Chiang Mai. The main reason for
their purchase of hill tribe silver was for selling.

After studying on the respondents who were in hill tribe silver jewelry business, it
was found that most of their shops or companies were located in Thailand, and most of their
customers lived in Thailand. The natures of their business were retail, wholesale and E-

commerce, respectively.



The marketing mix factors which affected customers’ buying decision the most
were product, price, place and promotion, respectively. For the minor factors that most of the
respondents considered significant were, in order of importance, as follows:

Product factors with high quality and without defects, high percentage of silver
substance, well-made products, company’s reliability, prompt production and delivery, ability to
follow orders, diversity of design, cultural and ethic values, regular new arrivals, categories of
product and handmade products.

Price factors include fair price (calculated from weight), competitive price and
negotiation.

Place factors include a large number of products on display, presenting products at
show events, arranging products in categories, parking lot, convenient location, a variety of
means to access the shop, and the availability of shops of the same business.

Promotion factors were the availability of electronic catalog, friendliness of staffs,
attractiveness of the products’ display, staffs knowledge of products as well as their ability and

enthusiasm to give service.



