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ABSTRACT

The purpose of this independent study was to study the retail marketing mix factors
affecting customers towards selecting mobile phone shops at Big C Supercenter, Lamphun
branch.

In this study, the samplings were specified to 210 customers who bought products
and took services from mobile shops in Big C Supercenter, Lumphun branch. Questionnaire was
used as a tool to collect data; then, all obtained data were analyzed by descriptive statistics, which
were frequency, percentage and mean.

The results showed that most respondents were single female aged 21-30 years old,
holding high vocational certificate/ diploma or equivalence. The majority earned less than 10,000
Baht per month for an income and worked as officer of private company/employee. Reason in
visiting the mobile shops was to buy mobile phone. They often came to the shops to buy the new
mobile phone or use other services during 18.00-21.00 hrs once in two months.

All retail marketing mix factors affecting customers towards selecting mobile phone
shops in Big C Supercenter, Lamphun branch at high level. Factors were ranked in according to
its significance in orderly as follows: physical distribution mix, goods and service mix, integrated

marketing communication mix and price mix.



Hereafter were shown the top three elements of each factor.

Goods and services mix factor were the variety of product brands and series, the
product warranty and the availability of after sales service.

Price mix factor were the apparent price tag, the cheap product price comparing to
other shops and the availability of discount or negotiating prices.

Physical distribution mix factor were the convenient parking lots, the good location
to be noticed and the clear shop sign.

Integrated marketing communication mix factor were the staff who could provide
information of products deep in detail and understandable, the friendliness of staff who provided

services with smiles, and the sufficiency number of staff to provide services.



