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Abstract

The objectives of this study “Consumer’s Buiying Behavior for Household Air-Conditioners
in Amphoe Muang, Changwat Chiang Mai” were to study consumers buying behavior for house
hold air-conditioners and consumers buying problerns for household air-conditioners in Amphoe
Muang, Changwat Chiang Mai.

This study discovered that most respondents were 26 - 45 years old, graduated in Bachelor
Degree, and were merchandisers or businessmen with an average income of 10,001 - 30,000 Baht
per family.

The result from the study of consumer behavior on external stimuli showed that marketing
stimuli to buy air-conditioners were product, price, promotion and distribution respectively.

The marketing factors which the consumers considered to buy more than other factors
were as follows : product factors were product’s quality and energy save; pric-e factors were
cheaper price and suitable payment condition; promotion factors were sales promotions,
advertising, salespersons and public relation respectively. For the sales promotion activity that

most .influenced consumer to buy air-conditioners were sales discount and sweepstzakes and the



influence advertising media was television. For the channel of distributions the consumers
coﬁcentrated on good éervice from salespersons, good conditions of after-sales services and
famous stores. .

The process of the consumers’buying decision were as follows !

The first stage, need awareness found that emost of them were emphasised on
comfortable cool and get rid of pollution respectively.

The second stage, the data searching found that the major information sources were from |
experienced users, printing media such as newspapers and magazines, and salespersons.

The third stage, of evaluation of alternatives were found that most of the consumers
focused on the quality of the products, service, price and brand name respectively.

The last stage, the buying concept, showed that the consumers purchased products under
Mitsubishi, Sanyo and G.E brands rather than the others. They own at least one air-conditioner per
househole, They used split type model more than window type one with cooling capacity of
11,001 - 20,000 BTU, average pricing of 20,001 - 40,000 Baht and péid by cash. They bought from
home appliance and specia! air-conditioner shops during summer season more than rainy and winter
seasons,

The problems that most consumers faced in buying household air-conditioner were that no
after sales service from distributors was offered, consumers knew nothiﬁg about how to use air-
conditioner and certain models were obsolete. Price problems were high price, high interest rate
and short period term of payment. Place problems were delay in delivery and hard to find air-
conditioner shops. Promotional problems were that the salespersons had insu_fficient knowledge
about air-conditioners that sales promeotion programs were unattractive and no discount was

offered, more than other problems.



