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ABSTRACT

The purpose of this independent study was to investigate retail marketing mix
affecting buying decision by consumers in Bangkok Metropolitan. Questionnaire was
administered to 300 subjects. Then data were analyzed and presented by descriptive statistics
including frequency, percentage, and mean. The results revealed that most of the respondents
were female, aged between 26-35 years old, gained bachelor degree, worked as
employee/executive in private sector, got salary of 10,001-20,00 baht/month. They mostly
preferred to buy plastic shelves. When considered type of plastic according to gender, it was
found that female mostly preferred to buy plastic shelves whereas male mostly preferred to buy
leaning plastic chair. The purpose of buying was for daily use. The respondents mostly
appreciated plastic chair, plastic table, plastic shelve, and swimming bed with white color. Most
respondents were not strict to brand when buying plastic furniture.

Retail marketing mix factors affect plastic furniture buying decision at a moderate
level. They included product, price, distribution channel, promotion, personnel, presentation, and

service.



When each factor was considered separately, it was found that the respondents
concerned the product factor at a moderate level of importance and the most important sub-factor
was the diversity of products.

The price factor was rated at a moderate level of its importance and the most
important sub-factor was the price and quality conformance.

The distribution channel factor was rated at a moderate level of its importance and the
most important sub-factor was the product diversity and availability.

The promotion factor was rated at a moderate level of its importance and the most
important sub-factor was the advertisement via various media.

The personnel factor was rated at a moderate level of its importance and the most
important sub-factor was the salespersons were polite and friendly.

The presentation factor was rated at a moderate level of its importance and the most

important sub-factor was the attractive style of product presentation.



