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FACTORS AFFECTING PURCHASE DECISION OF FURNITURE IN
SUANLUANG, BANGKOK
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Abstract

The Objectives of the study were to1. To study the
personal factors of decision makers purchase furniture. 2. To study
the factors affecting the decision to purchase furniture.

The research sample consisted of the customers living in
SuanlLuang, Bangkok. The research instrument was questionnaire400
sample and interview sample population17 people. Independent T-
test, Anova were used to analyze the quantitative data. Their search
findings were as follows:

The results of the personal factors of decision makers
purchase furniture are that women give priority to buy the product
than men. The age group ranges in age from 3 groups, the under 30
years age range 30-39 years and those aged 40 years and above no
significant differences. The residential property is divided into 3
groups: detached house, town house and dormitory/apartments. The
study of factors that affect the decision to purchase furniture and sex
difference found on residential property. The study found that the two
major furniture manufacturers should focus on the size and design of
furniture. To study the relative importance of the factors that
consumers use to buy furniture the first factor of the product is the
most desirable level is 4.37. The second factor is the price is the
most desirable level is 4.30. The third factor is the Place is the
desirable level is 3.87. And the final factor is the Promotion on the

desirable level is 3.51.

Keywords: Decision Making, Buying, Furniture
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