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ABSTRACT

This independent study aimed to investigate Marketing Mix Affecting Architects in Chiang
Mai Province Towards Choosing Ceramic Tiles. It’s under the scope of Marketing Mix in 4 aspects:
Product, Price, Place and Promotion. The Architects were classified by working types in design
field, levels of education, working experience, types of assigned projects and projects’ value. The
samples in the research were 200 architects. Data analysis was conducted using descriptive statistics
which consisted of frequency, percentage, mean and standard deviation. Also, inferential statistics,

including Independent Sample t-Test and One Way ANOVA were used to analysed the data.

The findings showed that the majority of the respondents were male, aged 30-45 years old,
with Bachelor’s degree, most of the architects are salaried architects either working for public or
private and design experience for 5-10 years. The number of private residence design is substantial

in an architectural field, which however such projects’ budget is merely 5 million baht in general.

The results of the study indicated that marketing mix affecting towards choosing all aspects
were agreeable levels that Places was the highest, while Prices, Promotions and Products was in the

second rank.

There was significant difference for architect’s affecting towards choosing in Products and
Promotions at the 0.05 level among architect in different design field. There was significant
difference for architect’s affecting towards choosing in Products at the 0.05 level among architect in
different levels of education. There was significant difference for architect’s affecting towards

choosing in Places at the 0.05 level among architect in different types of assigned projects.



