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ABSTRACT

The objectives of this independent study; Factors Effected Buying the Grecting
Cards of the Consumers in Amphoe Muang, Changwat Chiang Mai , were to study the factors and
behavior of consumers in Amphoe Muang, Changwat Chiang Mai.

In this study, the population were consumers who purchased the greeting cards
from four distributors in Amphoe Muang, Changwat Chiang Mai which were department stores,
bookstores, stationery stores, and souvenir stores. The data was collected from 200 samples by
the accidental 50 samples for each places. The research tool was the questionnaire and the data
was analyzed by the computer using SPSS for Windows Version 9. The statistic used were
frequency, percentage, arithmetic mean, and weighted average.

In this study, the factors that effected buying the greeting cards of the consumers
in Amphoe Muang, Changwat Chiang Mai were the external factors which were the marketing
mix factors, the other external factors, and also the internal factors.

The study found that the marketing mix factors had the overall average of mean
in the low level of effectiveness. It was found that the channel of distribution factors had the
average of mean in the high level of effectiveness, but the price factors, the product factors, and

the promotion factors had the average of mean in the low level of the effectiveness consequently .




The channel of distribution factors, the stores that sold several kinds of the
greeting cards, the stores that had the convenience of party lot, the stores that were clean and
good atmosphere, the stores that had goods display which easy to look for, the stores that were
ncar their residents and offices, and the stores that were in the business arca had the average of
mean in high lével of effectiveness consequently.

The price factors,‘ tl;e patterns of payment had the a{fcrage of mean in the high
level of effectiveness but the cash payment had the average of mean in the highest le\;'el of
effectiveness.

The product factors, wording, feature, and the picture of the greeting cards had
the average of mean in the high level of effectiveness.

The promotion factors, the sale promotion and the advertising had the average of
mean in the low level of effectiveness consequently,

The other external factor which was the cultural factors had the overall average
of mean in the highest level of effectiveness. In the detail of this factor, the greeting cards were
ordinary and traditional gifts had the average of mean in_ the highest level of effectiveness
consequently.

The mternal factor which was the Phychological factor had the overall average
of mean in the high level of effectiveness. But in the detail, the greeting cards were sent to
receiver for best wishes and friendship had the average of mean in the highest level of
effectiveness. Besides, the greeting cards built the satisfaction to receivers, also represented their
mind to the ones who stayed far away, the valuable products, and showed the senders * taste had
the average of mean in the high level of effectiveness consequently .

| The purchasing behavior which were product choice, dealer choice, purchase
timing, and purchase amount, the study found that most of the consumers purchased the Happy
New Year Cards from department stores, bought not more the 1 week before tradition, and bought

as much as they need.



