4 & = w L] o
voseamsduniuuudas:  hdsdudinls zaumenséndnvesunemiade

ey h d’l’ ) [ v A
Nilnadonisdeu oy Inaludmianuylan

d'i 97 = . = 4
Yorjiday wismydadl mwRving
UImsgsnoumiidia MUWIHISINe

ﬂﬂ!zﬂ‘i‘iﬂﬂﬁﬁﬂﬂﬂﬁﬁuﬂ%’l!I‘U‘I.Ia'sﬁz

709MEmINNg0 aguan Saungay  Usemunssums

o =4 o
919150 8595 WAtasdl ATSUMS
oW1sSaT @ Yswfis AFSHMS
unfieige

msfunduundasy Got “Yasodrudrudsramansfnidnvesiwuontsdeiina
m'ﬂmsc'is‘wmmarj’ﬂ?iﬂﬂ“luﬁ'm‘iﬂﬁyﬂé'inﬂ” Tiaquszassfimonnfeilotedmdnnlszaumems
dnfanvesdmvimidefiinadensdovesfus Inn lufeniniivglon

lunsfinnd nguiedieidonduiTaniilfusnsfmvemisde Tuswmiafivglan
w200 518 nnduitesTaniudgoiniwmided o s S Huazon 9w
wesdloildlumsiitusaus wdoyathuuuaeuon uaziidoyait lfundins e Tasld
TusunsuduSegy spss/pc” uazldmemdnldud snrwil sdooay smmdonuada uazauiiog
LWINATHIN MITWNURANIANY1TATITUTTIeA NUEBINI TN

wamsfinuwyhilefodumdadaust  dedudunm  hivdugemmadadmnie
wazilviodunmanuaivesosing  Tuadensdevesduilanluszduinn  Tuvazfilesodn

3
nsduasumsama dradensdevesdui Inaluszduihunag



Independent Study Title : The Retailing Mix Factors of Book Stores Effecting

the Consumers Purchase in Changwat Phitsanulok.

Author . Mr.Chansin Theppithuk
M.B.A. | . Business Administration
Examining Committee . Associate Prof. Krisana Ratanapruck Chainman
Lecturer Orachron Maneesong : Member
Lecturer Siriwut Buranapin Member
Abstract

Th_e objective of this independent study ,“Thc Retailing Mix Factors of
Book Stores Effecting the Consumers Purchase in Changwat Phitsanulok , was to
study the retailing mix factors of book stores effecting the consumers. purchase
in Changwat Phitsanulok.

The sample size of forty customers was accidental randomly selected in five
book stores. The total of two hundred samples were surveyed by questionnaires. The
collected data were processed by SPSS/PC+ program , using frenquency , percentége ,
mean and standard deviation.

The study showed that the retailing mix factors namely the product , priée ,
place and personality of the book stores highly effected the customers purchase.

Whereas , the promotion only effected the customers. purchase at a moderate level.



