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Varanya Kannamthip. (2015). Marketing factors affecting buying decision of customers of
echo (thailand) company limited. An Independent Study for the Master of Business
Administration in Business Administration, Phranakhon Si Ayutthaya Rajabhat

University. Advisor : Dr. Kittima Thamalee.

ABSTRACT

This research aimed to 1) study personal factors of customers, environmental factors of
buying decision, and customers’ buying decision of products of Echo (Thailand) Company
Limited, and 2) compare customers’ buying decision of products of Echo (Thailand) Company
Limited classified by their personal factors and environmental factors of buying decision. The
tool was a questionnaire. The samples consisted of 268 customers of Echo (Thailand) Company
Limited. The data were analyzed by frequency, percentage, mean, standard deviation, t-test, F-
test and LSD by setting the significant level at .05.

The findings revealed that : 1) Most customers of Echo (Thailand) Company Limited
were male, 31-40 years old and single. They got bachelor degrees and worked as staff/employees
of private sectors. Their monthly incomes were 10,001-20,000 baht. The environmental factors
of buying decision of products of Echo (Thailand) Company Limited were the qualities of modern
products, kinds of qualities of products affecting buying decision including evidence of
researching qualities of products, factors affecting buying decision such as products on sale, and
various characteristics or models of products. They often checked prices of products at a high
level. As a whole, the products and prices affected buying decision at a high level. The
distribution channel and public relations affected buying decision at a moderate level. 2) The
differences of personal factors affected buying decision of products of Echo (Thailand) Company
Limited. And 3) The differences of environmental factors affected buying decision of products of

Echo (Thailand) Company Limited.
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