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Abstract

Research Title Marketing Factors Affecting to Buying Behavior Books in SE-ED Book

Center at Cantral Rama 2 Branch

Researcher : Mr. Dejburin Tiyaroj
Degree : Master of Business Administration
Major : General Management

Advisor . (P Y9 gv‘[&r‘\\v»a

The purposes of this research were to explore the demographic characteristics, study the
marketing factors and the buying behavior books in SE-ED Book Center at Central Rama 2
Branch. The samples used for this study are 400 samples from people who buying books in SE-ED
Book Center at Central Rama 2 Branch. Questionnaires were used to collect data. The data was
analyzed as frequency, percentage, mean, and standard deviation. For hypothesis testing wés used
ANOVA, and Chi-square.

The results of the study showed that most buyers were female, aged between 21-30 years,
hold bachelor’s degree, worked in private companies, and earned between 15,000 - 25,000 Baht.
In addition, the most buyers had frequency of buying books less than 1 time per month. The
average of buying books was less than 3 books per time. The most frequent types of books
purchased were a book of general knowledge. The average expense of buying books was 100-499
Baht per time. The price range of buying books was 50-149 Baht per book and the person who

involved to the buying was you.



In addition, the researcher found that the overall of the important level of marketing
factors affecting buying behavior books in SE-ED Book Center at Central Rama 2 Branch was
high level. The most important factor was place. Secondly, it was price. The lowest important was
product. The hypothesis testing revealed that the demographic characteristics related to buying
behavior books in SE-ED Book Center at Central Rama 2 Branch was age, level of education,
occupation, and income. In addition, the researcher found that marketing factors: product, price,
place, and promotion related to service decision buying behavior books in SE-ED Book Center at
Central Rama 2 Branch.

From the results of the research found that the product was the least important marketing
factors. Entrepreneurs should be updated and improved the name of books is more interesting to

attract buyers to buy books in the future.



