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Abstract

The purposes of this research were to study 1) the customer’s purchase decision on
LED light bulbs and 2) marketing mix affecting customer’s purchase decision on LED light
bulbs of Itthirit Electric Co., Ltd., by using conjoint analysis technique. Population and
samples were 200 customers of Itthirit Electric Co., Ltd., The non-probability sampling
method with purposive sampling technique was used in this study. The questionnaire was
used for data collection. In addition, there were 10 sale managers and salespersons being
interviewed with semi-structure questionnaire. The frequency, percentage and conjoint
analysis technique was used for data analysis.

The study resulted that customers purchasing LED light bulbs from Itthirit Electric
Co., Ltd., had opinion towards customer’s purchase decision on LED light bulbs in the
highest level. The issues related to decision included credit service, followed by price, brand

and warranty, respectively.

Keywords: Marketing Mix, Purchase Decision, LED Light Bulbs, Conjoint Analysis
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