ﬂ' l!'l 2 1) = ar 1 d‘.d L Q) &
Fodeamsdunhuuudasy  fdvdmilszaunemsemaniinadedui lnnlumsdadule

,Q' = :‘ = 3 [ M b4 o 4
ﬂfﬂﬂu"mﬁ’lﬁﬁﬂ‘ﬂ'lﬂ'lﬂ‘!i%'lﬂ’i'l‘lnﬁ'ﬁ]ﬂﬂﬁﬂﬂuﬂuﬂﬂm@x‘l

o a A v

T Taroalny
¥ A
e wiwesann Uszlen \
d3gan VINIIFINIUN T AN

= v oW =
aazassamsnlBammsduaundase
spernans sy A3inesh sparnud  UsEsunIsuns

mmsefﬂ'umn AN HEFFULNF]

Unaiaeio

9 9 = : ¢ A =2 @ Ao 1
ATTIAUADNNUDVDEISU M’Jﬂfg‘llixﬂﬁﬂ!,w’Elﬁﬂ‘hlﬁ]‘ﬂ‘ﬂﬂﬁ')‘l-l‘].liﬁﬁﬂﬂ'l@ﬂ'liﬂﬁ'lﬂ‘l'mﬁﬂﬂﬂ

" ¥

b
AusInnlumsaaduledemimaiafnnemseniwiagnoairtlud unotiosdnia

=t ' =4 & duwd Y By ' ‘ﬂ A A g 9
@oslud msfnwniell linusiusmdeya laalsupuaeuonuniote  muveyan

~ ot '

g ¥
Ausinalunissaaulademiimmannmioisisainiwiraneaelusdunowoes  Sanda

a

A

&

¥

waalvy $1uau 210 510 IadmFanssan 1dun anwed Jevaz uazAunty

3

4 ¥ a 3

HaMs AN INGANITUMITOMINAEIANINBINS WUNRRBUBUL AU IMYRFN

= 3 ] 1 =4 :{31' Ad' g r 4 r=) Qs § or ot :5’
nwanadnafamgaiiuszoznannann 21 vienmesotssigane filduazleay Tasde

W £ Fd
msedduuzit  Teelialdnelumsdemimaiadnmernsaonsa 3,000-5,000 VI

3 ¥ L
o

Al A e = =] Adsl’ d‘? = - dy 37 ar
Lag ﬂﬁu1Wﬁ1ﬁﬂﬂ‘l’l1ﬂ1ﬂ1iﬂﬂ3ﬂ‘i AU NEDFAUINAITANNIDIAITADEDIINI TUING

' ¥ 2! o/ Yeos v ’ o o 2;’ = :’ = ) - @ 2 s oy
nead1elndthu didusalumsdadulededlmmadnmemsiu fiv aseunis Tnys

¥ 7
mudenmaFvesiiimmaAnmeins lasguindeddmnyen



¥

= 7 o’ ] A ] w o g = :’ =
wamsanyilededulseaumanisaaafiinanenisdadulsgedimarddn
W 3 o ar A o o A a o = o o a9
moms wuhideeuuvuaeuanldnwdiyiSesidy fe feloduntadus Tedvau
anufinazyesmanissasmie Padsdmsin uasiishunsduaiumseain
w o o o ’ o & A 4 o o
Hasodmminsudt feounuurounuldanuddgniisumdegaga 3 SuAuusn
fo qummvesdud  AunldTumnasgugaamnssy uas qunmiinasszdy
esedmam Freunuureunuliniwdighidundogega 3 Suduusn fe
s Miaathesn uag ANUIMINZAUYBITIMHLRBN N

o =

Hodeduanufinazsomanissaiimize drenuuudevamidaiudidniin
= L A A w w9 ' ¥ ‘ |
mavgaga 3 Suduusn fe fiveasa msdanthine uaz udeadeluim
Pasodmnsduaiuniiama grovnsaeuowldanudyhlidueiogege 3

@ = 2 w oo g ¥ @ e o 1 J A
HAULLIN ﬂﬂﬂTﬁI‘NHﬂﬂﬂ%iﬁﬂI'ﬂﬁ‘ﬂﬁu'ﬂ’lﬂq ﬂ'l'i“lmﬂ'sﬂis‘mﬁnwum%uummnmsmm

14
ar el

Suimaradnmenms  uoz mslimuuzihvesminnuyiy
i - oW 4 = =t
Jymidaeunuaeununudwansuet fo Fudiinadlidentdo A5
A 12 9 o ¥ . - ' @ g ' A Aad ¥
ds lLinathovenmiidany  Auamudnazgesnenisiaiimineg As UNeasauey

1 = o = 1 ar ar
Llﬁ%ﬁ']uﬂ't‘iﬁﬂlﬁillﬂﬁﬁﬂ'lﬂ ﬁﬂ LLﬂﬂﬁ’lﬂﬂﬂﬂiﬂﬂuﬁNU



Independent Study Title Marketing Mix Factors Affecting Consumer Buying Decision
of Emulsion Paint from Hardware Stores in Mueang District,
Chiang Mai Province

Author Mr. Ong-art Prayoke

Degree Master of Business Administration

Independent Study Advisory Committee

Assoc. Prof. Sirikiat Ratchusanti Chairperson
Lect. Nantana Kumnuan Member
ABSTRACT

This independent study was to study the marketing mix factors affecting consumer
buying decision of emulsion paint from hardware stores in Mueang district, Chiang Mai province.
The questionnaire regarding the decision of water plastic colors from hardware shops in Mueng
district is used as research instrument distributed to 210 consumers. Then, the narrative statistics:
frequency, percentage and mean are applied.

From the study of buying emulsion paint behavior, it was found out that respondents
bought the latest emulsion paint over than two years ago. The brands that they frequently bought
in the most were Captain and Jotan because these brands were recommended. They mostly spent
3,000 — 5,000 Baht for emulsion paint cost per time and bought it once a year. The place where
they bought the emulsion paint was the hardware store nearby their residence. People who got
involve in buying decision of emulsion paint were people in fami_ly. They selected the color
shades by viewing sample color from preferred houses.

According to the research result of marketing mix factors affecting decision of
emulsion paint, it was found out that respondent paid highly importance to the following factors:

product factor, place and distribution factor, price factor and promotion factor.



In term of product factor, respondent paid highly importance to three following sub-
factors: quality of product, product that was fit with the industry standardization, and various
levels of product quality.

In term of price factor, respondent paid highly importance to three following sub-
factors: selling price, sticking the price of produc‘t, and the reasonable price comparing with its
quality.

In term of place and distribution factor: respondent paid highly importance to three
following sub-factors: car parking, products arrangement in the store, and light in the store.

In term of promotion factor: respondent paid highly importance to three following sub-
factors: advertisement through television or radio, distribution of news release such as emulsion
paint news, and the suggestions from seller.

Problems that respondent found were mentioned as follows: the limited numbers of
color shades as the problem of product factor, no price information sticking at products as the
problem of price factor, the limitation of car parking as the problem of place and distribution

factor, and out-of-date colors from catalogue as the problem of promotion factor.



