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ABSTRACT

The objective of “Consumers Attitudes Toward Energy Saving in Residence Located in
the Mueang District, Chiang Mai Province” aimed to study the attitudes of consumers in the
Mueang District, Chiang Mai Province toward energy saving in residence. The data were
collected by questionnaires from 336 people who lived in Mueang District, Chiang Mai
Province. Then, the data were finally summarized by descriptive statistics i.e. frequencies,
percentages and mean.

The study found that most respondents were female, aged between 18-25 years old.
Most were graduated in bachelor’s degree. Their average income was not over than 5,000 baht
per month. Most were students. Their electricity bill was not over than 500 baht per month. Their
average expense of fuel was 100-200 baht per month.

Regarding the cognitive element, most respondents knew the energy saving in residence
campaign from television and knew the benefit of energy saving in residence was reducing cost.
They knew that the lighting lamp, air-condition should be shut down when it not necessary and
using the high efficiency appliance were the methods of energy saving.

Regarding the affective element, the marketing mix factors affecting energy saving in
residence at the first rank were as follows: For the product factor, the lifetime of appliance was

rated at high average value. For the price factor, the price of electricity was rated at high average



i)

value. For the place factor, the salesman had enough knowledge to introduce the energy saving
product was rated at high average value. For the promotion factor, the campaign of energy
saving through the media such as radio, TV, newspaper, magazine was rated at high average
value.

Regarding the behavioral element, most respondents complied with the energy saving
procedures. The study revealed that the major problems of energy saving in residence were the
high price of energy saving product, the ignorance in energy saving, the lack of knowledge in
energy saving methods, the unattractive benefits in energy saving, the lack of knowledge in
energy saving products, and the government was not fully support in the energy saving

campaign.
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