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Marketing mix factors affecting the decision to purchase natural dyed tie-dye products in

Bangkok and its vicinity
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ABSTRACT

This study aimed to 1. Study demographic factors such as gender, age, status, education level,
occupation, income and status that affect the decision to buy natural tie-dye products in Bangkok and its
vicinity. 2. Study marketing mix factors that affect the decision to buy natural tie-dye products. Marketing mix
factors include Product, Price, Distribution channel, Place and Promotion. The results of the study found that
most of them were women, aged 26-30 years, had a bachelor's degree, were employees/company employees,
had an average monthly income of 10,000 - 15,000 baht and were married/living together. The marketing mix
factors of price were at a high level in all factors, promotion was at a high level in all factors, distribution
channel or service factors were at a high level in all factors, process was at a high level in all factors, and
physical characteristics were at a high level in all factors. The importance of the decision to buy natural tie-dye

products in Bangkok and its vicinity was at a high level in all factors.

Keywords: Decision making, tie-dye products, marketing mix factors
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