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ABSTRACT

The purpose of this quantitative research was to 1) study the level of marketing strategy in the
plastic forming business in Samut Sakhon, 2) study the purchase intention level of plastic forming industry
customers in Samut Sakhon, and 3) study how business operations affect the purchase intention level of
plastic forming industry customers in Samut Sakhon. The population for this study consisted of 205
individuals; they were plastic forming entrepreneurs who had registered their business with the department
of Industrial Works based in Samut Sakhon. As the exact population was known, Taro Yamane’s sampling
formula was used, and finally 136 participants were selected. The research instrument was a questionnaire.
The statistics used were frequency, percentage, mean, and standard deviation. The statistics used for
hypothesis testing were t-tests and one-way ANOVAS, while pair comparisons were conducted using
Scheffe’s method and Dunnett’s T3.

The results were as follows: 1) In terms of marketing strategy in the plastic forming business
in Samut Sakhon, the entrepreneurs rated product quality control, such as Thai Industrial Standards
(TIS), 1SO, and GMP, as most important. The second most important aspect was sales officer
customer care. The third most important aspect was marketing promotion. The fourth most
important aspect was prices being clearly identified. The fifth most important aspect was
distribution channels. The sixth most important aspect was product quality assurance, and the
seventh most important aspect was location. 2) In terms of the purchase intention of plastic forming
industry customers in Samut Sakhon, the most important aspect was customers’ consideration of
good value for money and credibility. The second most important aspect was customer complaints
to increase their satisfaction level. The third most important was sensitivity to prices; that is, the
company gave importance to keeping a loyal customer base. The fourth most important aspect
was word of mouth; that is, the company gave importance to the customers who shared their
experience and impression with other customers. And 3) in terms of how the business operations
affected the purchase intention of plastic forming industry customers in Samut Sakhon, the results
showed that the entrepreneurs had authorized capital amounts of more than 10 million baht, had
101-200 employees and production capacities of 16-20 tons/year, and they had been running their
businesses for 16-20 years. The findings were significant at the 0.05 level. Therefore, the
entrepreneurs who had an authorized capital of more than 10 million baht could be trusted by
the customers. Also, that the company had 101-200 employees ensured that there were enough
workers for production to meet customer needs. In addition, production capacities of 16-20
tons/year assured the customers that there were enough raw materials for the products to be sent
to them in time. Finally, the fact that the companies were in business for 16-20 years ensured that
they had experience and expertise to meet the customers’ needs.

The body of knowledge gained from this research concerns the application of the plastic forming
business marketing strategies to develop products and processes that can bring competitive advantages to

the companies, which should result in greater production and sales in a sustainable way.
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