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PERSONALITY/MARKETING MIX

The purposes of this research were to study the effects of demographic
characteristics and personality on purchasing decisions of psychology books for self-
development of working-age.

The sample group of this study is 385 working-age people, age between 25-60
years, whom brought psychology books for self-development for reading during the
past one year and lived in Muang District, Nakhon Ratchasima province.
Questionnaires were used as a tool to collect data. The statistics used in analyzing the
data were percentages, means, standard deviations, t-test independent and One-way
ANOVA.

Most of the samples were female, aged between 25 - 35 years, introvert type of
personality. The study found that marketing mix has effected on purchasing decision as
very important on place, product and promotion. Price is moderately important on
purchasing decision.

At significant level 0.05 of hypothesis analysis, the difference in demographic
characteristics did not effects to the importance of marketing mix factors on purchasing
decision of psychology books for self-development. On the other hand, the samples had

difference an average monthly income had significantly different on promotion. Also



the difference in personality did significantly different on product, extrovert type give
important to product more than introvert type, but in term of price, place and

promotion had no significantly different.
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