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ABSTRACT

The objective of this independent study was to study marketing mix factors affecting
consumer buying decision on Buddhist ritual items in Mueang District, Chiang Mai Province.

The data was conducted by using questionnaires to collect 325 samples of consumers
who were over 15 years old and lived in Mueang District, Chiang Mai Province, used to buy Buddhist
ritual iterns. The samples were chosen by convenience sampling and then the overall data was analyzed
as descriptive statistic in term of frequency, percentage, average and weighted average.

According to this study, the majority of the respondents were female and age between
21-30 years old. They were undergraduates education, civil servants occupation with monthly income
between 5,001 — 15,000 baht.

The majority of the respondents had bought Buddhist ritual items 3 — 5 times / year.
They bought them in order to make merit in special Buddhist occasions namely Visakha Bucha day
Makha Bucha day and Asarmha Bucha day. They usually bought candles, incense sticks, needles, razors,
sets of medicine and Buddhist pray book. Especially for special Buddhist occasions such as Visakha
Bucha day, Makha Bucha, Asarnha Bucha day, the Buddhist Lent day and the end of the Buddhist Lent
day, They prefer bought Buddhist Lent ’s candles, sets of ritual items, Buddhist monk’s skirt, Buddhist
monk’s robe, Buddhist monk’s bathing cloth and sets of medicine. They paid less than 300 baht/ time



and made their own decision when they bought Buddhist ritual items from convenience Buddhist ritual
items shops. The majority of the respondents had received information of Buddhist ritual ifems shops
from radios and catalogs, but they made a little influence on the majority of the respondents’s decision.

The marketing mix factors affecting consumer buying decision on Buddhist ritual
items are listed in descending order of the weighted average level as followed: product, price, place and
promotion respectively. The details of the study of each factor are:

The responders averaged product factors according to their importance as high total
average level. The sub — factors that were ranked as the highest average importance level and were rated
in the high average level were quality of products, variety of products, multi-level of price, custornized
sets, many sizes, change and return goods, reliable shops, produce from certify factories, color of goods,
modemization and well known brand respectively.

The responders averaged price factors according to their importance as high total
average level. The sub — factors that were ranked as the highest average importance level and were rated
in the high average level were rcasonable price, distinct price tag, bargain price and cheaper than other
shops respectively.

The responders averaged place factors according to their importance as high total
average level. The sub — factors that were ranked as the highest average importance level and were rated
in the high average level were shops near community center such as market, retail convenient parking,
convenient space to view, shops near resting-place, shops near temples, convenient working hour and
shops located on shopping center respectively.

The responders averaged promotion factors according to their importance as hiigh total
average level. The sub — factors that was ranked as the highest average importance level and was rated in
the high average level was good human relations of sellers, their training and knowledge on Buddhist
ritual items, product display, distinct shop sign, provide Buddhist knowledge booklets and provide

product catalogs.



