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Abstract

The objectives of the research were to study Marketing Mix in selecting pair-waved tiles of diamond
brand by consumers living in Amphoe Muang, Saraburi province, and to compare the marketing mix based on
demographic characteristics. The sample included 132 consumers. Questionnaires were used in as the research
tool. Analysis of data was done by frequency, percentage, mean, standard deviation, t-test, and analysis of
variance.

The results showed that the overall marketing mix(in selecting pair-waved tiles of diamond brand by
consumers was rated high. Aspect analysis revealed that every one of them was rated at high level, arranged in
descending order were: product, distribution channel, promotion, and price. In terms of items, every item of
aspects was also rated high. The highest’ two. items of product were “product was colorful and not easily
faded” and “product was reliable”. The highest two items of distribution channel were “agent was in a good
location which was easy to find” and “sales served advice before the decision”. The highest two items of
promotion were “there were before and after sales service” and “there were advertisements in many ways”. In
terms of price, every item was rated high, i.e “price was suitable with quality” and “products were always in
special promotion”. The comparison of marketing mix based on demographic characteristics showed that
consumers in different age had difference in overall opinions at 0.05 significant level. In terms of aspect,
consumers in different age had significantly different opinions on distribution channel at 0.05. Consumers in
different occupation also had different opinions on distribution channel, and promotion at 0.05 significant

level.
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