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Abstract

This research aimed to study the factors affecting consumers' decision to purchase

wooden furniture products in Bang Sue District, Bangkok, including products, prices, and
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marketing and services. The sample group used in the study was 400 consumers who were
interested in or had purchased wooden furniture products in Bang Sue District, Bangkok.
A questionnaire was used for data collection and data analysis using multiple regression
analysis. The results of the research found that marketing and services (B = 0.315, p < 0.01)
were the factors with the highest influence on the decision to purchase wooden furniture of
consumers in Bang Sue District, while price and value (B = 0.144, p = 0.008) could be used to

plan marketing strategies for wooden furniture entrepreneurs in Bang Sue District.
Keywords: Wooden furniture, Consumer behavior, Multiple regression analysis
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