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ABSTRACT

The objective of this independent were to find out factors affecting consumers’ choice of
construction shops in Chiang Rai Province and consumers” opinion concerning their choice of
construction shops in the future,

In this study, questionnaires were used to collect data from a sample group of
construction shops from 5 Amphoe namely Amphoe Muang,Amphoe Maejan,Amphoe
Maesai,Amphoe Chiangkhong and Amphoe Phan. The samples composed of construction shops
where there were full option of products to choose from. Six shops were purposively selected and
from each shop 25 customers were interviewed altogether there were 150 sets of questionnaires.
The data gathered were analysed by SPSS/PC+ using percentage, frequency and chi-square.

The result of this study shows that majority of construction shops’ consumers were male,
with about the same ratio when divided between builders and general consumers, aged between
235-35 years , married. The majority of the samples were diploma holders which accounted for 30
percent, salary were lower than 20,000 bath per family per month. The low average income is the

result of economic crisis.




The consumer behavior in choosing products were showed in sequence as follow:
Constuction products was the first, second were home decorative products and third were
ceramic, sanitary ware and faucets, fourth were hardware products and the last were electrical
appliances. The difference in status of builders and general consumers did not have any impact in
choosing products. On the other hand the status of builders and general consumers showed
differences in the use of products; i.e. most of builders used in building new houses but general
consumers used in repairing their houses.

Regarding factors affecting consumers’ choice of construction shops this study found
that price had the highest impact on consumers’ choice of construction shops, second was the
products, third was the sales promotion, fourth was the saling site and the last was persons who
recomumend the shops. In comparing status of builders and general consumers there were no
difference in factors affecting their behavior.

The study of consumers” opinion about the type of construction shops they preferred, it is
found that consumers preferred the shops with full range of products, there were enough goods in
the stock, products were high quality, modern style and beautifiil. In term of the price, consumers
wanted discount price, bagainable, reasonable and price tagged. Regarding the place, consumers
wanted construction shops to have convenient parking, products were grouped and displayed for
easy access, interesting windows display and located near community area. In term of promotion,
consumers wanted construction shops to have fast, accurate delivery with no charge, good sales
persons to suggest products and marketing activity were necessary.

If constuction shops have all these qualities, they will be able to efficiently response 1o

the needs of customers. The customers will be highly satisfied.




