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ABSTRACT

This study aimed to study the behavior of making buying decisions, marketing mix
factors affecting buying decisions, and satisfaction of buying plastic wrapping of consumers in
Chiang Mai province. Questionnaires regarding the behavior of making buying decisions,
marketing mix factors and satisfaction were used as an information collection tool to a sample
population of 250 people, and the information were analyzed using descriptive statistics including
frequency, percentage and mean.

The study results regarding general information of the questionnaire takers found that
most of them were female, aged between 21 — 30 years old, held a bachelor’s degree, were
currently working as private company employees, and had an average monthly income of
between 10,001 — 20,000 baht. As for the questionnaire distributed to stores, it was found that
most of them sold vegetables and fruits.

The study results regarding the behavior of making buying plastic wrapping decisions
found that most questionnaire takers used plastic wrapping for food, vegetables and fruits
wrapping. Most of them used plastic wrapping for food 2 — 3 times a week, bought plastic
wrapping from stores mostly size 30 cm. wide and 30 cm. long, 1 — 2 rolls at a time, making each

purchase cost lower than 50 baht, which they paid in cash.



The study results regarding marketing mix factors affecting buying plastic wrapping
decision making found that overall it was at a high level and influenced the plastic wrapping
buying decision in all areas to be at a high level with rankings as follows: price, product,
location/distribution channel, and marketing promotion. For sub-factors, it was found that for the
product factor, the quality of food plastic wrapping influence the buying decision the most. For
the price factor, lower prices of other brands influenced the buying decision at most. For
location/distribution channel, easy to come by influenced the plastic wrapping buying decision
the most, and for marketing promotion, after-sales service such as defected product return
influenced the buying decision the most.

The study results of plastic wrapping consumer’s satisfaction found that, for the
product factor, the questionnaire takers were satisfied with the reputation or brand of the plastic
wrapping the most; for price, the questionnaire takers were satisfied with the credit purchase the
most; for location/distribution channels the questionnaire takers were satisfied with the easy to
come by the most; and for marketing promotion, the questionnaire takers were satisfied with the

sales promotions such as discounts, rewards, giveaways, and premiums the most



