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ABSTRACT

This independent study was conducted to investigate factors affecting consumer buying
decision for fitted-pane glass in Chiang Mai province. The questionnaire was distributed using a
convenience sampling to collect data from 200 home owners in housing estate projects in Chiang
Mai province. Descriptive statistics was applied for analyzing research data, frequency
distribution, percentage, and mean.

The results of the study indicated that the majority of respondents were between 30-39
years of age, working in private companies, and having monthly average household income of
less than 20,000 Baht. Consumer behavior in buying the fitted-pane glass was based on product
utility which the consumers searched product information directly from sellers, and household
members influenced the purchasing decision and also participated in making decision to buy the
selected product.

For the product factors, it was found that the respondents the highest level on product’s
durability, high quality materials, skilled technicians and their capability on product
demonstration, and after-sale services, followed by the high level on guaranteed equipments and
product varieties. The seller’s reputation was ranked at a medium level.

Concerning the price factors, the study found that the respondents placed the highest
level on reasonable price and product quality, followed by the high level on price-discount when

buying a large quantity, buying credit, cheap price, and price discrimination.



Regarding to the place factors, the respondents placed the highest level on sufficient
parking space of the store, followed by the high level on store’s location and variety contacting
channels such as telephone and facsimile.

When it comes to the promotion factors, the respondents placed the highest level on sales
person responsiveness, sales person knowledge and their capability on product demonstration,
and product detail information, followed by the high level on price-discount rate and consumer
assurance through a direct contact between seller and customer. Whereas, the premiums, product
demonstration, and suggestion from friends, acquaintances, contractors or housing estate owners

were ranked at the medium level.



