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Abstract

This study, Factors Affecting Furniture Purchase Decision of Consumers in Bangkok, aimed: 1)

to study the demographic factors affecting the furniture purchasing decision of consumers in Bangkok 2)
to study the marketing mix factors affecting the furniture purchasing decision of consumers in Bangkok.
This research is a quantitative research, analyze content from concepts, theories and related research.
The sample group consisted of 400 consumers who had purchased furniture in Bangkok using the
convenience sampling method by Cronbach’s Alpha coefficient of 0.935 verified the reliability of the
questionnaire. Descriptive statistical methods including frequency, percentage, mean and standard
deviation were employed to analyze the data. Multiple Regression Analysis was implemented to test the
hypotheses. The results of this research were the following;

1. Different demographic factors, age and occupation affect the furniture purchasing decision of
consumers in Bangkok differently with the statistical significant level of 0.05.

2. Different marketing mix factors, product, distribution channels and promotion affecting the
furniture purchasing decision of consumers in Bangkok differently with the statistical significant level of
0.05.

The results of the research will serve as a useful basic for furniture retail business to design more

successful marketing strategies, which will help them to achieve their goals in relevant furniture business.

Keywords : Furniture; Purchasing decision; Marketing mix
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