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Marketing Strategies for Environment
of Furniture Business in Thailand
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Abstract

The purposes of the research were to study marketing strategies for environment
of furniture business in Thailand and to compare the marketing strategies for
environment of furniture business in Thailand.

The sample of the study comprised 220 entrepreneurs in furniture business.
The data-gathering instrument was a questionnaire. The results are follows 1) most
Respondents are female, more than 41 years old, bachelor’s degree, ownership,
700,001-1,000,000 Baht per month for income and 11-15 years for business working
experience. 2) The Respondents had high levels of marketing strategies for environment
of furniture business in Thailand. 3) The Respondents of different sex, age, status,
position, income and business working experience did not show significant difference
in work motivation at the .05 level of significance 4) the Respondents with different
education showed significant difference in environment marketing plan at a statistical
level of .05. The undergraduate and graduate Respondents had different opinions in

marketing strategies.

Keywords: marketing strategy, environment, furniture
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