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Marketing mix factors affecting the decision to purchase indigo-dyed fabric: A case

study of consumers walking to view products on Thalang Road, Phuket Province
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Abstract

Research on marketing mix factors affecting foreign tourists’ decision to purchase indigo-
dyed fabric: A case study of thalang road, Phuket Province. Purpose To study marketing mix
factors affecting foreign tourists’ decision to purchase indigo-dyed fabric: a case study of
thalang road, Phuket Province. This quantitative research study sampled 170 tourists who
visited thalang road and view products, Phuket Province. A questionnaire was used as the
research tool. Data were analyzed using descriptive statistics, including frequency, percentage,
mean, standard deviation and and multiple regression analysis.

The research results found that tourists had the highest level of opinions on marketing
mix factors and their decision-making in purchasing indigo-dyed fabric. When considering each
marketing mix factor, tourists were most interested in the product, followed by price,
distribution channel, promotion, process, physical creation and presentation, and personnel,
respectively. As for the purchasing decision of foreign tourists of indigo-dyed cloth, When
considering each aspect, it was found that tourists placed the highest importance on
information search, followed by alternative evaluation, post-purchase behavior, need
awareness, and purchase decision, respectively.Furthermore, marketing mix factors significantly
influenced foreign tourists' purchasing decisions on indigo-dyed fabric on thalang road, Phuket,
with a statistical significance at the 0.05 level, for 61.1 % (R2 = 0.611). Considering each aspect,
the process aspect influenced foreign tourists' purchasing decisions on ind.igo—dyed fabric on

thalang road, Phuket.
Keywords : Marketing mix factors, indigo-dyed fabric, decision
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