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THE MARKETING MIX AFFECT THE DECISION TO BUY SIBERIAN HUSKY

FROM THAILAND SIBERIAN HUSKY CLUB
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Abstract

This research will study for about marketing mix and decision to buy Siberian husky
from Thailand Siberian Husky club, also study relation between marketing mix and decision to buy
Siberian husky from Thailand Siberian Husky club, This research will use 100 sample from Thailand
Siberian Husky club who be member in Facebook group “I like Husky AUF nlydizeu 5ﬂﬁ Original”,
This research will survey by questionnaire, after survey we found high comment level of marketing mix,
very high comment level of decision to buy Siberian husky, and marketing mix had positive relation
to buy Siberian husky of Thailand Siberian Husky club, the most of marketing mix who had relation
with decision to buy Siberian husky of Thailand Siberian Husky Club are marketing mix of Promotion,

Selling Channel, Product and Price with 0.05 level of significance.
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