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Abstract

The aim of the study was to examine the importance of marketing mix toward
repurchasing of Myanmar people in Mae-sod District Tak Province. A survey questionnaire
was used for data collection. The sample size was 393 of Myanmar’s consumers who
purchased goods in Mae-sod District. The sampling procedure was convenience sampling.
In term of marketing mix the result found that Myanmar’s consumers placed importance
on quality and standard of products, packaging, product design, low price, various
advertising media, and sales promotion. Accordingly, these could make Myanmar’s
consumers repurchasing things much more quickly and easily at the significant level of 0.01.

Keywords: Marketing Mix’s, Repurchasing, Myanmar’s Consumer, Mae-sod District
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dauuszaunisnann (Marketing Mix)
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M19199 3 wansdvisnavesiwlsdINsEaunInaInNReN1sTeT 1R UIIAAYIEIE UL

N15%091 AUFUNUS AUV IR U SDETE
(Dependent (Collinearity)
Auus Variable) B Tolerance Variance

Inflation Factor

(VIF)
faudsdrulszauniITnana
(Independent Variables)
HARfA (Product) 569%* 481 2.081
N15AMUATIAN (Price) 073 336 2.978
N159A919U"Y (Place) .008 358 2.792
N9aLEsNNITIaIA (Promotion) 200%* 373 2.681
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A15199 3 (5i9)

R? 574
Adj.R? .564
F-Change 109.245%**
Durbin-Watson 1.886

Note: **Sig. at p<.01, *Sig. at p<.05

Wil N1sAsviannefruaIAAIRaIAA AR uTB LA ALY s T uBas Ay
F933n15059980UAERINTUIINAIEDRA Durbin-Watson Inednan Durbin-Watson dandlng 2
nanfe dAneglutag 1.5 - 2.5 avannsaaguldidmamiueamndeufimaundudassiu Jwa
1¢1nn5TiAs1gvt wudn @1 Durbin-Watson Tunsfinunassifidwinty 1.886 Ssagulédn duus
Saszihurldlunisvaseulifrnuduiusneluiies

wonani ludiuvesnishnsevarnuludassvesiulsudasidenludassfunselal
HANuFURUS AU (Multicollinearity) Tnan1siansaA@n@ Tolerance wag A1 Variance Inflation
Factor (VIF) #n@1 Tolerance Yasudsiiandqlng 1 wansinsudsaananifudaszainiu ue
fin Tolerance vasfuusitlndauduansinintam Multicollinearity TuvaziiniseBuieen
Variance Inflation Factor vnfianlng 10 wanginseaumnuduiusvesmndsdasyluaunisiesney
ALOANDENYLTLAUTNN e iailym Multicollinearity (@7u YUz, 2560) LALINKA
NNRTIFFBUANUAUNUSTE NI ILUBATENUINAT Tolerance VaIfILUsHAITEIING 373 - 481
uay A1 Variance Inflation Factor (VIF) fientiosndt 10 nda fau Feagulddndutmnsalad
seuANduTusTiunassy Wududsitlanududassretu Sedeiissruanuduiusuass

wUsdasennealidneliiin Multicollinearity (Fauanslumisnem 3)

[
IS o =

HANINAARUANAFIUAINUSEAUNTNANBYSHARBN1T a4 Han1sANYIRwanlunITNe

o w a

1 3 wudn fudsdiudsraunisnainiiansnasgraiidedrAynisaisse Mstetivesrusian

<

13

yfleusnluguneulden J9uiann windu 56.4 wWasidusd (Adj.R? = .564, F = 109.245,
P < .01) &4 SzsuALdotiudl 99% Usenouludy wansine (B = 569, P < .01) n1sAmun
37181 (B = .073, P < .05) uagn1saadsunisnana (B = .200, P < .01) #1ua1avu Tunaueidauwls
ms¥ndmine lifidvinarenistedivesfuslaasnifiouinesditoddamisada nan1sfinw
gousuaNufgiu dulszaumnaniiavinadenisdesvesuilaasrudiounlusinousiaen
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nanmsasiiufiivtegavesiuilnasidoun wui Huilnasrdeusianae
LazAndsiAumandedudlusineulaen Soinan ludndruiinedy dalnaduiugu
LagnguALuBsunddnUsznevendnlusineudasn uisdlilddunsAnunied
msfnwdies (Ussaufnwiuazsisenfing) nduiuslnameanifseldannisuseneuendniuig
warlfusslunanunsnssudundn vlvguilnasidouniiiumandedudlusinous
aandiulng I5eliegsening 8,000 -10,000.-uw/ifou uaﬂﬁ?uﬁ’mﬁlmﬁﬁmusmwmﬂuag'
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L% =l 1 ¥ a b4 a -dy a ¥ Y al = 1 -dy
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Tudwmheluvszmadounninduaudifanunma fumsgiu Insangegsdsduiilidede
waznsdydnuaifivsvendsaundududlne wddldfuanudeioduinniu fasngludoya
nMsna1aLaznsvesUssmaleun ifindadusivednediurunnludmitesy uenain
ANANLATIINTFINYRAUA LGN USInAv Il suIn G liaud Ay fuusTadueidudiiingg
udaussmuniu wazniseonuuvdudiduihaulafimnumainmans waginauens1Bvodudid
Sndsinglnduiizintuogisunsvans Tudruvesaduiismielusinouiaon fuslaals
Anuddnyfunisimuasaduififisnaiganindidmitelulssmaiiousn nsAnsiadud
vosffuszneunslusineusiaeniiniugniestaau uaznsimunsinduffifianumanzay
funmamvssduiluusazssdusna uenanil nisveAudlusuneusaeaosiussnaunsss
finsuansthesaiidaiu Wediesonisiaduladovesiuslnarifiouniiiunisaniedudi
suisusznounsiuinisnissmineaudWaRuaauarfudeliiuduslnasidiouwn aenads
fusanisnuivesdns Aimanis (2557) fidnuimginssuguilaavadeusniidusingn
Timuddnyiuamnwuesdud uenainid nan1sAnwidamudn mslddelavan uaznisdaeda
mimamﬁmaﬁamwmé’uuw%w%mmﬁu’%lm AOAAADINUNANITANEIVDY A@SUNS 31UUA (2560);

Y] Y

AYns waslla (2557); AAviAY vienald way aussal Buniung (2559); Coye (2004); Wahab,
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