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Abstract
This article aimed to study 1) the level of brand image, marketing mix, and decision on
shopping products imported from China and 2) factors influencing consumers' decision on

shopping products imported from China. This research employed a quantitative research method.
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The sample was 400 people in Bangkok who had purchased products imported from China By
using purposive sampling. The instrument for collecting data was a questionnaire-data analysis by
mean, standard deviation, and multiple regression analysis.

The research results were as follows; 1) brand image imported from China overall was
moderate. Production country had the highest average and the product, respectively, the
marketing mix factor. Overall, at an intermediate level, the distribution channel had the highest
standard, followed by marketing promotion, price, and product, respectively, and consumers'
choice of imported products from China. Overall, it was at a moderate level, with thinking or
intentionally buying imported products from China in the past with the highest average, followed
by intention or thinking of imported products from China first. If found, another product with a
similar price will buy imported from China. The decision to purchase imported goods from China
repeatedly in the future, respectively. 2) Factors influencing consumers' decision on shopping
products imported from China were brand image and marketing mix, respectively. When each
factor found a moderate brand image, the producing country was found at the highest level and
product, respectively. Marketing mix factors were intermediate level. Place or distribution was

found at the highest level, followed by marketing promotion, price, and product.
Keywords: Decision on Shopping, Products Imported from China, Marketing Mix
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Dependent Variable MsdengedumitianuseimneRu (Y)

Independent Variable — nndnwalnsidua (X); Jadudiuussaunisnisaan (X, -Xs );

AUNARANY (X,); ATUTIAT (X3); AMUTBINNAITIATIUUE (X,);

PUNITELATHNITNAD (Xs)

Prediction: Goodness-of-Fit

Multiple R .880
R Square 75
Adjusted R Square 72

Degree of Sum of Mean
Analysis of Variance

Freedom Square Square
Standard Error 37721
Regression 5 191.388 38.278
Residual 391 55.634 142
F =269.016 Sig. =.000
Durbin-Watson = 1.825
Explanation: Variable in Equation
Independent Variable Unstandardized Standardized

Coefficients Coefficients t - Value Sig.
(B) (Beta)

AAil -208 -1.816 070
ANANYAINTIEUAT (X,) 1.589 1.251 24.382 .000*
PUNAR I (X,) -114 -116 -2.564 011*
AUIAT (X3) .043 044 1.032 303
AUABINIAITINIINUNE (Xy) 034 031 945 345
AIUNTELESNAIINAR (Xs) -520 -8.323 -8.323 .000%

* szauipdfynsadaniseau 0.05

R399 4 A1 Adjusted R Square Wiiu.772 95u1elaan dudsdaseiia 5 dillaunsnesung

ANuwUsUTINRIuUIAulaTosay 77.2 mdedn 22.8 asuelarieiulsdunlilaegluaunisi

Y
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Y = -.208 + 1.589X; -.114X, +.043X; +.034X, -.520Xs
(-1.816) (24.382)** (-2.564)** (1.032) (.945) (-8.323)**
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