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Abstract

This independent study aimed at investigating marketing mix affecting retailers at
greenmarket walking street in mueang Chiang Mai district towards buying lady fashioned clothes.
Samples of the study were specified to 150 lady fashioned cloth retailers at greenmarket walking
street in mueang Chiang Mai district. Data were collected by the distribution of questionnaire;
then data processing was conducted by the use of descriptive statistic, consisting of frequency,
percentage and mean.

The findings presented that most respondents were female, aged between 21-30
years old, with Bachelor’s degree and earned monthly income at the amount of 10,001-20,000
baht net in average. The majority had been working as the retailer for 3-4 years and type of
business ownership was spouse partnership. Person influencing their buying decision towards
lady fashioned clothes was referred to the respondents themselves. Type of lady fashioned clothes
that they usually bought was simple designed/comfortable cotton dress/jumpsuit in colorful tone.
Expense that they spent in each time of buying those lady fashioned clothes (excluding traveling
expense) was more than 20,001 baht. In average, the cost of a piece of dress was about 101-130
baht and the selling price that they set for each was topped up from its original cost at less than
50%. In each time of buying, they selected the clothes from more than 10 wholesale shops. They
knew about those wholesale shops by themselves and went to buy the clothes by themselves.

Water Gate was their most favorite wholesale zone where they bought those lady fashioned



clothes from. For those respondents who did not arrange their travel to buy the clothes by
themselves, they usually made a telephone order to the wholesale shop directly. In buying a piece
of cloth, they mainly considered to its reasonable price and selected to buy a trendy or popular
design one. The method that the respondents used to estimate customer need of color/pattern/size
of clothes as well as the appropriate amount of clothes in different design to be bought was to
consider the previous purchase of their customers whether they made easy and quick buying
decision to which color/pattern/size of clothes. They usually traveled to buy the lady fashioned
clothes twice a month in average, during the period that they felt convenient. Most of them
completed the payment in cash.

All marketing mixes affecting those retailers at greenmarket walking street in
mueang Chiang Mai district towards buying lady fashioned clothes were respectively ranked at
high level: interpersonal relations, product, environment, organization, price, place, and
promotion.  Hereafter were shown the top-three sub-factors of each marking mix. For
interpersonal relations factor, the top-three sub-factors were sincerity and willingness of
wholesalers to sell products with delivery service, good human relation and friendliness of
wholesalers, and polite manner with sweet words of wholesalers. For product factor, the top-three
sub-factors were beautiful and modern design of clothes, variety of patterns, and new and unique
designed clothes. For environment factor, the top-three sub-factors were economic conditions,
weather conditions plus festivals in a certain time, and purchasing power/ability of the customers
in relevant to the positive-negative adjustment of their base salary. For organization factor, the
top-three sub-factors were permanent location of the wholesale shops, convenient location of the
wholesale shops to access, and reliability of the wholesale shops. For price factor, the top-three
sub-factors were reasonable price comparing to product quality, cheaper price of product
comparing to other wholesalers, and stable and standard price of product which were rarely
adjusted. For place factor, the top-three sub-factors were to have sufficient amount of products in
according to the retailer’s need, to deliver correct product and accurate amounts as ordered, and to
be able to contact with the wholesalers easily and conveniently. For promotion factor, the top-
three sub-factors were to provide intimate service, to allow customers to change and return

products if damage found, and to offer special discount for a large amount order.



