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ABSTRACT

The objective of this independent study was to investigate retail marketing mix factors 

affecting thai tourist purchasing decision towards teak wood furniture  in Chiang Mai province as 

well as problems in buying teak wood furniture in order to use the study results for marketing 

strategy planning and product improvement.  The samples were 200 Thai tourists visiting Chiang 

Mai, divided into 100 tourists shopping for furniture at Ban Thawai Handicraft Village and 100 

tourists who bought furniture at Bo Sang Village.  The data was collected from a questionnaire 

and then statistically analyzed using frequency, percentage, and mean. 

The results of the study show that most questionnaire respondents were female, 31-40 

years old, married, and had their own business.  The average number of family members was 4-6 

persons.  The average salary was 30,001 baht and up.  Their average level of education was 

undergraduate level.  The reason for buying teak furniture was for its durability.  When buying, 

they bought directly from the manufacturer.  Each purchase was for different reason.  They spent 

5,001-10,000 baht per piece and paid with cash.  The most furniture purchased was furniture for 

the living room. 

The following marketing mix factors affected buying decision at the high level: product, 

personnel, price, place, and product display, respectively, while marketing promotion ranked at 

the low level.  The sub-factors that ranked at the highest level for each main factors are as 

follows.  For product, it was product quality and durability.  For Personnel, it was the staff’s 



reliability.  For Price, it was reasonable price considering the product quality.  For place, it was 

discount or gift.  For product display, it was the harmony of the products and the ambience of the 

shop.  And for marketing promotion, it was convenient parking. 

The problems for each main factor are as follows.  For product, the quality of the product 

was not satisfactory.  For price, the price did not correlate with the product quality.  For place, 

there was no parking at the shop.  For marketing promotion, there was no discount or gift.  For 

personnel, it was slow service.  For product display, the display did not go with the ambience of 

the shop.

Suggestions for teak wood furniture entrepreneurs are as follows.  The most urgent 

improvement was on the quality of the wood; the teak should be completely cured and processed 

according to the standard of preparation.  Price should be reasonable and correlate with the 

product quality.  For place, parking should be improved and transportation choices should be 

offered to customers from airport, train station or hotels.  For marketing promotion, there should 

be discount of gift for customers who meet the target amount of spending.  Staff should be better 

trained for manners and service-mindedness.  For product display, interior design would help 

create the right atmosphere for the products.  For manufacturers, there was additional suggestion 

on marketing promotion, that they should create their web site to promote their products, and for 

personnel, there should be staff training for promptness in service as well as effectiveness.


