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This independent research aimed to study general information, behavior, and factor that 

affected decision in joining direct sales business and to study the problems which arise from 

direct sale representatives who did business in Lampang area. Data were collected from people 

who decided to do direct sale business with Aim Star Network Company Limited (Thailand) in 

Lampang area. The 180 samples were purposively chosen and the data was processed using 

frequency and percentage statistics. The summary of the study was as follows: 

Most people who did direct sale business could be characterized as female, aged between 

21 – 30 years old, married, held a bachelor’s degree, had their own houses, worked as government 

employees, and had monthly income between 10,001 – 15,000 baht. The reason why most of 

them joined the direct sale business was motivation and recommendation from friends and 

relatives, and they thought direct sale business was secure because they had confidence in the 

company and Aim Star Network’s products. Nowadays, most of the people who did direct sale 

business had been doing this direct selling for about 1 year and expected to do it for more than 4 

years. This was to gain extra income which today could generate about monthly income of about 
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10,001 – 30,000 baht to the direct sale business by spending average amount of time of about 5 – 

15 hours per month.  

When studying factors affecting decision to join this direct sale business, for the 

company factor, it was found that the samples mostly paid attention to the products. For the 

personal factor, it was found that the potential for high levels of income was very important to the 

sample. The relationship between genders testing that affected direct sale business joining 

decision was performed by considering different factors. It was found that statistics significantly 

genders related to direct sale business joining decision when considering product, location, and 

personal factors. In addition, genders related to decision in joining direct sale business when 

considering sale promotion and pricing factors.  

 


