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Abstract

This research aims to study the marketing mix factors that affect buying decision of textile
handicraft from Lanna’s ethnic wisdom of Pgazkoenyau. Questionnaires were used to collect data.
The sample total 250 samples were individual person age more than 20 years old that have
experience in purchasing textile handicraft of Pgazkoenyau in Mueang district, Chiang Mai province.
The marketing mix factors that affect buying decision of textile handicraft from Lanna’s ethnic
wisdom of Pgazhoenyau showed the result that the overall importance is in the very important
level (X = 6.08, S.D. = 0.68), which product factor is at the highest level (X = 6.55, S.D. = 0.51),
price factor is at quite high level (X = 5.22, S.D. = 0.68), place and channel of distribution factor
is at high level (X = 6.15, S.D. = 0.66), and marketing promotion is at the highest level (X = 6.38,
S.D. = 0.62). The hypothesis examination of the consumer with the different general information
in terms of age, education level, occupation, and average monthly income, showed the important
average towards the different marketing mix at the level of significant of 0.05. In order to
develop the marketing mix factors that affect buying decision of textile handicraft from Lanna’s
ethnic wisdom of Pgazkoenyau, it is necessary to focus on: 1) The quality of variety range of
products. 2) Maintain the identity and uniqueness of the traditional textile, pattern, color that
show the local art of Pgazkoenyau’s tribe. 3) Nice and beautiful packaging. 4) Available to purchase
online via E-Commerce and social media. And 5) promote about the marking in cooperating with

both public and private sectors.

Keywords: Pgazkoenyau, Ethnic Wisdom, Marketing Mix
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