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ABSTRACT

This research aims to examine the factors influencing consumers’ purchase decisions
of TOA tile products in the Thai market, to investigate consumer purchasing behavior toward
TOA tiles, and to propose marketing strategy guidelines for enhancing the competitiveness
of the TOA tile brand under an increasingly competitive market environment. This study
employs a quantitative research approach, with data collected through an online questionnaire
from consumers who have purchased or have the intention to purchase TOA tiles in Bangkok
and its metropolitan areas. The sample size consisted of 385 respondents, determined based
on Cochran’s (1977) formula for an unlimited population, and selected using convenience
sampling. The research instrument was a structured questionnaire comprising respondents’
demographic information, product quality, price and perceived value, brand image, and
purchase decision of TOA tiles. Data were analyzed using descriptive statistics to summarize
the characteristics of the sample, and inferential statistics including t-test, one-way analysis
of variance (ANOVA), and simple linear regression analysis to test the research hypotheses.
The findings of this study are expected to provide valuable insights into the key factors
affecting consumers’ purchase decisions of TOA tile products in Thailand. The results can be
utilized by marketers and business practitioners to improve product development, pricing
strategies, distribution channels, and marketing communications in alignment with consumer
needs, thereby strengthening the competitive advantage and supporting the long-term

sustainable growth of the TOA tile brand in the Thai ceramic tile market.
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