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ABSTRACT

This research aimed to study and compare the importance of marketing mix on
stationary buying behavior of stationary consumers in Muang district, Nongkhai province.
The research used simple random sampling to collect data from 400 respondents were
population of Nongkhai province age of 15 years old up. The research used questionnaire
to collect personal characteristic data marketing mix effected on stationary buying behavior
and suggestions of stationary consumer, the reliability was 0.90, data analysis used

frequency percentage, mean, standard deviation t-fest and One-Way ANOVA .

The research found as followed :

1. Personal characteristic of respondents found that most were male 229
persons at 57.30 percentage, 239 persons of the age of 3544 years old at 59.80
percentage most have high certificated education amount 152 persons at 38.00 percentage,
168 persons are self —employed at 42.00 percentage while 164 persons have 10,001 -
20,000 bath of income at 41.00 percentage age.

2. The result of stationary consumer’s opinion snalysis of marketing mix effect
on stationary buying behavior as a whole found at medium level in each compliance
process (X=3.45), people (X=3.44), price (X=3.43), promotion (x=3.25), product
(x=3.22), place (x=3.21) and physical (x=3.19) evidence were ranked from the highest to

the lowest.



3. The resuit of hypotheses test found that among different sex, age, education,
job and income showed statistically different at .05 level of unsignificance.

4. Suggestions for marketing mix effect on stationary buying behavior were
stationary shop should have more styles of stationary various goods not only stationary,
should have different size, price of stationary, consumer must have chance to bargain,
should have more branches stationary shop should setfle in community, free gifts given on
all occasions, should inspect if have enough staff, should have quick service, should have
staff to give suggestions, should improve landscape environment to be looked good and
fresh, wide parking area, staff should give an equal service, staff should not look after

consumer for a long time.



