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ABSTRACT

An independent study was undertaken on the purchasing of Philatelic stamps by the
members in Amphoe Mueang, Changwat Chiang Mai. The objective was to identify the
marketing factors on purchasing stamps for collection.

The data was collected from the questionnaires distributed to 187 samples of the
philatelic members in Amphoe Mueang, Changwat Chiang Mai. All data was analyzed by
frequency, percentage and arithmetic means.

The result of the study was found that most of the respondents ‘ objectives in the
purchase of stamps for collection were the aesthetic stamps /hobby . The person who affected
the first decision of the collection were their friends/colleagues. They would buy them at post
offices in the first weekly 1ssue and bought once one set . In addition to purchasing the stamps for
collection, they bought Souvenir Sheets. The average sum of money that they bought among
each 25 - 100 Baht.

It showed that the marketing factors which most of the respondents gave priority to,
were people, physical evidence and presentation, promotion, product and process, Place and

pricing factors were medium level rated.



The marketing mix factors affecting the purchase of stamps for collection, the result
from study was found that most of the respondents gave the priority to each factor as following:

The people factor was courtesy, enthusiasim, good manners and responsiveness.

The physical evidené:e & presentation factor was location, parking, other facilities and
cleanness of places.

The promation factor was mass media, public relation, exhibition, Sunday stamp
market, bulletins, posters, periodicals and philatelic magazines.

The product factor was shape, design, differentiate and aesthetic stamps for collection.

The process factor was speed for stamp news, order, authentic checking and
delivering.

The place factor was post offices.

The pricing factor was reasonable price but not so high.



