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ABSTRACT

The objectives of this independent study were to study factors affecting customer
decision to buy float glass from Kittikarwassadupun Limited Partnership (1992), Chiang Mai
province and the problems that occurred for customers during buying decision. Questionnaires
were used for data collection from 80 customers. The data was analyzed by descriptive statistics
using frequency, percentage, and mean.

The results of the study found that the marketing mix affecting customer buying
decision of float glass were at a high level for the product, place and price, while the promotion
was at a moderate level.

The product factors which affected customer buying decision of float glass were the
varieties of float glass pattern, the standard quality, and the varieties of thickness. The place
factors were convenient office hours and location as well as uncomplicated buying process. The
price factors were prices that matched the product’s quality, many variants of price according to
quality, and flexible prices according to quantity purchased. The promotion factors were
empathetic salespeople, salespeople with specific knowledge on product, and sales promotion

such as discounts and premiums.



The other factors affected customer buying decision at a high level were
interpersonal and environmental factors, while personal and organizational factors were at a
moderate level.

The subfactors that affected customer buying decision at a high level were as
followes : the sub-interpersonal factors such as the acceptance and attitude towards salespeople,
product presentation and relationship between customers and the store, the sub-environmental
factors such as customers’ needs, current economic situation, and changes in production
technology.

The subfactors that affected customer buying decision at a moderate level were as
followes : the sub-personal factors such as the store’s preference, the attractiveness of the
products, and the risk perception of quality, the sub-organizational factors such as operations,
objectives and policies of the organization.

All of the problems encountered were at a low level. Examples of the problem were

below standard quality products, delayed delivery and no discount provision.



