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Abstract

The purpose of this research was to study the personal factors and marketing mix
factors the purchase of Thai silk in Bangkok. The samples of this studies were people joining
the local livelihood,Thai lifestyle fair in Bangkok. The research was limited the size of samples
based on Tara Yamane. This quantitative research focused on survey. 400 people were
selected as the simple random sampling. Questionnaires were used for data collection. The
statistics used in the ana lysis was the t-test for Independent Samples, one-way analysis, LSD
and Pearson’s Correlation of variance calculated by using frequency, mean, standard
deviation and percentage.

The result shows that most of the respondents were women, who were in the age of
20-40 and earned 10,001-15,000 baht. They were undergraduate employees of private
companies who lived in a city. To study the factor of the availability of marketing mix is in the
highest level. For the product, it was found that the there is a variety of Thai silk because of
better development. Moreover, the price is appropriate. They were sold in the unique Thai
beautiful place. There were also different kinds of public relations. The Buying Decision
Process was considered in the highest level. In addition, the factor in the availability of
Thailand is a process open to the media the most. The specific intent and purchase
understand and agree that Thailand is a place available for easy purchase at the business.
To analize the factors of individual characteristics and marketing mix, hypothesis testing found
that the factors of individual characteristics, genders, ages, incomes, education, occupations,
and different ways of life significantly affected the process of decision to buy Thai silk among
Thai people in Bangkok. For openness, intention, understanding and accepting, and
maintenance, it was no differences. According to the marketing mix in products, price,

distribution channel and promotion were different. The Buying Decision Process of Thai



people on Thai silk had statistically significant. The openness, intention, understanding and
accepting, and maintenance was significant in statistics at at 0.01 and 0.05. The hypothesis
individual characteristics and factors of marketing mix the analysis found the relationships.
Feedback on adoption Thai silk had a good image. PR silks and confidence were accepted

by consumers. Improving the quality and style to advantage. The added value of creativity.



