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Marketing mix factors for choosing a Samsung television of consumers in HomePro
department store, Ramindra branch Bangkok
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Abstract

This research Objective (1) is to study the factors of marketing mix in choosing Samsung television.
Of consumers in HomePro department store, Ramindra branch (2) to compare factors of marketing mix
in choosing a Samsung TV. Of consumers in HomePro department store, Ramindra branch Bangkok by
gender, age, status and average monthly income. The sample consisted of 400 people. The research
instruments were questionnaires of 5-level rating scale. Variable) more than 2 groups: age, status and
average monthly income of the buyer. The researcher has established a confidence value of 0.95. The
statistics used in the analysis are frequency distribution, percentage, mean, standard deviation. T-test and
one-way ANOVA analysis

The results of the research were as follows:

1. Most of the 400 respondents were female, 260 people, representing 65.0 percent, aged under
30 years, 157 people, 39.3 percent, had the status of unmarried, 206 people, representing 51.4 percent.
month Less than or equal to 30,000 baht, a total of 148 people, equivalent to 37.0 hundred

2. Choosing to buy a Samsung brand television according to all 4 factors is at a very agree level.
Marketing mix factors for choosing a Samsung television set. Of consumers in HomePro department store,
Ramindra branch The Bangkok Metropolitan Administration found that consumers pay more attention to
the marketing mix factor when choosing Samsung TV in the HomePro Ramindra branch. Bangkok Overall
at a high level The mean is (3.63). When considering each aspect, it was found that The side with
the highest average was price (3.78), followed by product (3.78), marketing promotion (3.73)
and distribution (3.48), respectively.

The results of the comparison of consumers with different gender, age, status and average
monthly income. There were different market mix factors for choosing Samsung TV brands. It was found
that consumers with different gender, age, status, and average monthly income. There are market mix
factors in choosing a Samsung TV. The difference was significantly at 0.05 which was based on
the hypothesis.

Keywords: Television, Samsung brand, Marketing mix factor
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