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ABSTRACT

This independent study aimed to  investigate the attitudes of consumers in Krabi
province towards compact fluorescent lamps. Data collection was done through the sample group
of people in Krabi province who used to buy or used to use the compact fluorescent lamps. The
questionnaire was designed to collect data and distributed to 400 samplings. Those collected data
were, then, analyzed by the descriptive statistics which were presented in tables indicating
frequencies, percentages, and means.

According to the studying result, it was found that in terms of cognition, the first
qualification of compact fluorescent lamp that most respondents knew was mentioned to the
properness in using fluorescent lamp at the place where was needed to be turn on lamp for long
times and the strong light was needed like hotel, shopping centers, and restaurants. In terms of
quality, the first quality of compact fluorescent lamp that most respondents knew was mentioned
to the save electricity cost comparing to light bulb use. In terms of price, the first information
about the compact fluorescent lamp that most respondents knew was the 4-6 times expensive of
the compact fluorescent lamp to the light bulb. In terms of the original source of product, most of

them knew that the all famous compact fluorescent lamp’s brands in Thailand were not produced



in Thailand. In terms of publicity and product accessibility, they mostly knew that the compact
fluorescent lamp with no.5 label was created by a project of Ministry of Energy.

According to the attitude of consumers towards the compact fluorescent lamp, the
results were shown hereafter. In terms of product, the overall attitude of respondents was agreed
at high level and the first sub-factor they agreed with was the confidence in the qualification of
tube fluorescent lamp as guaranteed its standard by Thai Industrial Standards Institute (TIST). In
terms of price, the overall attitude of respondents was agreed at high level and the first sub-factor
they agreed with was the item stating that if the price of compact fluorescent lamp was cheaper,
then, people would turn to use it more. In terms of place, the overall attitude of respondents was
agreed at high level and the first sub-factors they agreed with was the item stating that if there
were an increasing numbers of compact fluorescent lamp shops which brought together the
convenience in buying, there should be also an increasing number of users. In terms of
promotion, the overall attitude of respondents was agreed at high level and the first sub-factor
they agreed with was the advertisement to draw an interest in using the compact fluorescent lamp.

According to the study on consumer behavior, it was found that most of them had
and tended to have a behavior in buying the compact fluorescent lamp for the next time of buying
household lamps, with the economical reason. The main purpose in buying the new lamp was
mentioned to the new installation of lamp. They used to select/use compact fluorescent lamp in a
two-U-shape with 15 Watts. They mostly chose Philippe brand since the majority thought that the
quality between the well-known brand and unknown brand was totally different. They would buy
the compact fluorescent lamp which was produced in Thailand from the electric appliance shops
and made their own buying decision. The respondents also obtained the energy-safe campaign as
launched by Ministry of Energy and The Electricity Generating Authority of Thailand and also

the information about compact fluorescent lamp mostly from media like television / radio.



