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ABSTRACT

Abstract of special problem submitted to the Graduate School Project of Maejo
University in partial fulfillment of the requirements of the degree of Master of Business

Administration in Business Administration

MARKETING FACTORS AFFECTING THE PURCHASING CHOICES IN
GARDEN CENTERS OF CHIANG MAI PEOPLE
By
Chatdao Tieachanpan

March 2002

Chairman: Associate Professor Dr. Anurak Panayanuwat
Department/Faculty: Department of Agricultural Business Administration and Marketing,

Faculty of Agricultural Business

The purposes of this study were to study the marketing factors affecting
the purchasing choices in Garden Center of the people in Chiang Mai and to study the
problems and obstacles of their purchasing choices in the Garden Center.

A set of questionnaires were used to collect data from 370 samples by
systematic sampling from the samples who are using graden products in Pratou Haya
Market, Kamtieng Market and Big C Market during the period of 08.00-12.00 and 12.01-
18.00 hours and divided the samples into male and female equally. It was found that
most of the samples were male, between 30-39 years old, married, with bachelors’
degrees, the number of people in the family was 3-4, lived in single house, earned
5,000-10,000 baht per month, and worked as employee. The objective to buy the
garden products was for using in the family. They were intertested in the Garden Center
business and would like to have Garden Center in Chiang Mai and will come to use

service in the Garden Center.
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For marketing factors affecting purchasing choices in Garden Center of the
people in Chiang Mai, price factors were the most important factors affecting the
purchasing choices of the samples, product factors, promotion factors and distribution
factors were rated respectively. The price factors was the cheapest price. The product
factors were more variety of products. The promotion factors were kindness and
welcome of staffs, promotion campaign and advertising in newspaper. And for the
distribution factors was decoration and display of the products. The reasons to
purchase the products from the Garden Center were because of many varieties of the
products, cheaper price, and more fashionable products. Most of the samples come to
buy the garden products 1-2 times per month, no specific time to buy and they buy the
products for 500-1,000 bath each time. For the problems and obstacles of buying the
garden products from the Garden Center, there were a limit of car park, no restaurant
available, no variety of products’ brands, changing of the price and the staffs do not
have knowledge about the products.

The personal factors affecting purchasing choices in Garden Center of the
people in Chiang Mai, the results revealed that the differences in age and status caused
differences in a moderate level of purchasing choice with the cheapest price and more
fashionable products. The personal factors affecting the problems and obstacles of
buying the products were the differences of the place to stay. The difference of income
caused differences in the level of problems and obstacles with promotion in that the staff
do not have the knowledge about the products. The differences in career caused
differences in the level of problems and obstacles with product, price, distribution

channel and promotion.
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