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ABSTRACT

The objective of this independent study on “Marketing Factors Influencing Buyers’
Decision in Selecting Bookstores in Mueang District, Chiang Mai Province” was to study the
marketing factors that influence buyers in selecting the bookstores in Mueng District, Chiang Mai
Province.

The data used in this study were collected from the questionnaires of 200 buyers (age
between 15-70) who were using the service at the bookstores. Then, the data were analyzed by
statistical means in terms of frequency, percentage, average and weighted average.

According to the study, it was found that the buyers considered the marketing factors to
be in the high level of importance. Those factors are product, place, promotion, people, physical
evidence and process. And, the factor that those buyers considered to be in the moderate level of
importance is price. The results from the study in detail are as follows:

The product factor that influenced the buyers in selecting the bookstores with the highest
average score at a high level of importance includes image and reputation, variety of products,
books from various publishing companies, selling best-selling books, always having new arrivals,

selling new and intact products, and having customer service policy for damaged products.



The price factor that influenced the buyers in selecting the bookstores with the highest
average score at a high level of importance includes prices of goods that are cheaper than the
other stores’ and selling books at prices shown on the cover.

The place factor that influenced the buyers in selecting the bookstores with the highest
average score at a high level of importance includes the location of the bookstores that are
convenient to visit, the location within/near the department stores, the location near the
workplace, and the location near the residence.

The promotion factor that influenced the buyers in selecting the bookstores with the
highest average score at a high level of importance includes having membership service offering
discounts, having discount sales occasionally, having best sellers ranked, and offering free plastic
wrapping service per book.

The people factor that influenced the buyers in selecting the bookstores with the highest
average score at a high level of importance includes polite, friendly and service-minded
salespersons, salesperson that are very knowledgeable about the products, and having enough
salespersons to serve all buyers.

The physical evidence factor that influenced the buyers in selecting the bookstores with
the highest average score at a high level of importance includes orderliness, cleanliness,
largeness, appropriate lighting, cool and pleasant atmosphere, store decoration, large and
convenient parking lot, having toilets, and having seats available to relax.

The process factor that influenced the buyers in selecting the bookstores with the highest
average score at a high level of importance includes service speed concerning product and

purchase system, and the correctness in product and service delivery.



