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At present. multi-level marketing or MLM has been widely accepted as
tool to expand the market of various products. The growth of MLM business was
surprisingly, high even during the time of economic recession after the financial
crisis in 1996. Therefore, the determining fzctors of demand for multi-level
marketing goods have become an interesting issue for study, especially their

consequences on both micro and macro economics level of Thai economy.

The purpose of this thesis was to study and identify the factors
determining demand for multi-level marketing goods in Bangkok. Data for the
study were collected from the interviewed questionnaires of 210 samples who
represented members of three leading MLM businesses; Amway, the Right
Power, Unilever Network. These data were analyzed descriptively and

quantitatively by using SPSS computer aid program. Multiple regression analysis

was utilized to determine the relationships between demand for MLM goods and
its affecting factors which were the interestingness of product, demonstration of
its usage, age of MLM member, earning from MLM direct sale, excessive price

level, purchasing convenient, product quality, educational level and gender of

MILM member.

The study resul's showed that demand for MLM goods was significantly
determined by all of the above factors except gender of MLM member. Demand
for MLM goods was positively related to the interestingness of product,
demonstration of its usage, age of MLM member, earning from MLM di;ect sale,
purchasing convenient, product quality and educational level of MLM member
but was negatively related with the excessive price level. These relationships
were all in accordance with the hypothesis. [Furthermore, the descriptive analysis
found that demand for MLM goods may not depend on a real consumer’s need of
the MLM member but on income acquired from MLM business as well as the
attempt to avoid offending their relatives or friends who persuaded them to join

the MLLM system.





