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The effect of marketing mixes for toothpaste selection of students at Silpakorn
University Sanamchandra Palace, Amphoe Mueang,

Changwat Nakhon Pathom
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Abstract

The purpose of this study is to examine the influences of marketing mix for
foothpaste selection of students at Silpakorn University Sanamchandra Palace, Amphoe
Mueang, Changwat Nakhon Pathom. The 419 students were recruited in july 2008. For
this study the most marketing mix factoer that influence on consumer is product. As the
result in the important of product purchasing behavior is sequenced as followed,;
product which was the most reason, properties (24.31%), the factor in price is 27.6%,
sale promotion (17.64 %) by the most reason is buy one get one (18.98%), product
distribution(16.54 %) by the most reason is convenience stores (34.28%). The
relationship of some internal and external factors were also determined by chi-square
method at the confidence level of 95%. The relationships that have been found
statistically significant are class with brand and property of product (P-value=0.003,
< 0.001 respectively), age and property of product (P-value=0.048), sex and faculty
with promotion by special coupon (P-value=0.003, 0.039 respectively), ages class and
faculty with promotion by informations by sale representatives (P-value=0.042, < 0.001,
0.022 respectively), sex and age with convenience stores type of distribution channel

(P-value=0.023, 0.004 respectively) were statistically significant.



