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Abstract
The objectives of this research were to study the marketing-mix factors to the
decision-making in purchasing furniture product of the consumer in Bangkok and compare
the level of the marketing-mix factors to the decision-making in purchasing furniture product
of the consumer in Bangkok with personal factor. The sample were 400 peoples who
purchased the furniture in Bangkok. The research instruments were quesionares.The data
were analyzed by percentage,arithmetic mean,standard derivation,t-test,F-test and pairwise

compare by LSD.The finding of research were.

The most of people who answerd the questionnaire were women, 33-34 years old
official of private company,monthly salary between 15,001-30,000 bahts, undergraduate,

married and the members of family are 2-6 peoples.

The results of hypothesis testing obtained that the level of the marketing-mix factors
to the decision-making in purchasing furniture product is high.Divide by subject, the highest
level of the marketing-mix factors to the decision-making in purchasing furniture product
were marketing promotion, productions, prices and selling management, respectively.The
result of compare the level of the marketing-mix factors to the decision-making in
purchasing furniture product of the consumer in Bangkok with personal factor obtained
that sex ,education, status and members of family had different at statistically significant

.05.



