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ABSTRACT

The purpose of this study was to investigate the marketing mix factors affecting decision
of Thai tourists in purchasing the readymade cotton fabrics at Chomtong District, Chiang Mai
Province. The data was collected by questionnaires for 400 tourists who purchased the products.
The sample size was calculated based on infinite population. The sampling method was
convenience sampling. Descriptive Statistics was used in data analysis and interpretation.

The majority of respondents were female whose ages were between 21 — 40 years olds
with married marital status. They were high school graduates with professions of either employee
or office workers and the average salary of lesser than 10,000 baht per month.

The respondents decided to purchase readymade cotton fabrics based on quality and the
purchasing purpose was for their own. The majority preferred shirts and tended to pay for
readymade cotton fabrics with natural rather than chemical dyes. Moreover, the fabrics made in
plain pattern appeared to be more popular than the specially made pattern such as Yok Dok. The

average buying frequency was once a year with an average purchasing value in each trip of lesser



than 500 baht. The purchasing decision was self- influencing. The source of information relating
to the readymade cotton fabrics shop was mostly by words of mouth and the popular place of
purchasing was the readymade fabrics shop with general cotton.

Marketing mix factors on overall aspects viz. product, price, distribution venue, and
promotion appeared to influence purchasing decision of readymade cotton fabrics on a very high
scale. The first crucial product aspect was focused on its quality. On the price aspect, the
respondents valued clear price’s tag at high level. This was compared to the distribution aspect,
in which the first priority was the persuasive product display. In addition, the first three items on
the marketing promotion list included service mind, friendliness, and manners of staffs.

The most concerned problems pointed out by the respondents were inferior product

quality, unreasonable price, lacks of product variety, and the absence of discount.



