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ABSTRACT

The purpose of this independent study was to study the marketing mix factors
affecting consumers on buying decision towards electronic products in Mueang District,
Lamphun Province. The data survey was conducted from target consumer group total 260 persons
who have a fransaction in term of using service or electronic products purchasing in Mueang
District, Lamphun Province. The accumulaied data was analyzed by using descriptive statistics
inclusive of frequency, percentage and mean.

The consequence of this study obtained that most the of the respondents were |
female, the ages range were between 20-30 years old, their occupation were private official,
bachelor’s degree education, revenue between 5,001-10,000 bath.

Most of the respondents bought electronic products from general electronic shop.
Before purchase, they compared and consider product specification and quality. Most of them
preferred to purchase by cash. They bought product non-specify brand name. The most popular
promotional was price discount. They knew about the product form print ads the most. Most
respondents preferred to buy Sony brand. Alse in the near future they expected to get Sony

products because its quality.



The results of this study showed marketing factors that influenced purchasing
decision, Most respondents had an overall average in the high importance level which as the
following: product, promotion, price, and distribution accordingly.

The first three product sub-factors that influenced most respondents were as
following: product quality, usage duration equal to product saféty and brand name accordingly.

The first three price sub-factors that influenced most respondents were as
following: price lists, shop provided labels displaying prices, and low interest rate accordingly.

The first three distribution sub-factors that influenced most respondents were as
following: reputation and reliability of the shop, product variety, and shop offered after sales
service accordingly.

The first three promotional sub-factors that influenced maost respondents were as
following: interesting promotional programs, staffs treat customer equally and staffs take good
care of customers accordingly.

This study found problems in marketing mix factors that influenced purchasing
decision, Most respondents had an overall average problem in the high importance level which as
the following: problem in price, problem in product, problem in promotion and problem in
distribution accordingly.

Three problems in product sub-factors were as following: bad product quafity,
product not durable, and bad or non after sales service accordingly.

Three problems in price sub-factors were as following: less or non variety price,
price expensive comparing to other shops, high dawn payment and shop did not display price
labels accordingly.

Three problems in distribution sub-factors were as following: shop location was
inconvenience and hard to get to, shop did not provide maintaining and fixing service and shop
available time was inconvenience for customers accordingly.

Three problems in promotional sub-factors were as following: non promotional

activities, staff provided bad service and staff treated customers inequity accordingly.



