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Abstract

This independent study aimed to study the Consumers Buying Behavior Towards
Purchasing Concert Tickets in Mueang District, Chiang Maj Province

In this study, questionnaires were used to collect data from consumers, aged 15-24
years old who had been to concerts in a convention center in Mueang District, Chiang Mai
Province. 200 samples were used, and were divided into: 100 samples of students & 100
samples of working professionals. Convenience sampling was used and only those who had
been to concerts in a convention hall were selected. Data were processed by using percentage,

In Need Recognition or Problem Recognition, the study found that the reasons which
made respondents purchase concert tickets were loyalty to the performers/bands, and a liking of
the songs/ particular music styles respectively.

In Information Search, the study found that respondents sought for information on
performers/bands and performance date & time respectively. They searched for information
from the following sources: friends and billboards respectively. Time spent for information
gathering before purchasing concert tickets were 1-3 days and 4-7 days respectively.

In Evaluation of Alternatives, the study revealed that factors which respondents used to
evaluate the purchase of conceﬁ tickets were the performers and ticket price respectively. In

Pricing, factors involved were affordable ticket prices and variety of ticket prices respectively.



In Persomnel, factors involved were the capability and experience of performers/bands and
reputation of performers/bands respectively. In Location, factors involved were the convenience
in traveling to the concert venue and the state of readiness & latest technology in audio and
lighting equipment respectively. In Marketing Promotion, factors involved were full-sized
billboards and television respectively.

In Purchase Decision, the study showed that the influencers in concert ticket purchases
were friends and performers/bands respectively. They purchased concert tickets from serviced-
kiosks followed by concert venues. The maximuwm numbers of concert tickets purchased were 2
and 1 respectively. The persons who paid for the concert tickets_ were the buyer himself and
friends respectively. Advance ticket reservations were made to avoid ticket shortage. Also seat
assignments for concert ticket were used to ease the seating convenience.

In Post-purchase behavior, the studjr found that after experiencing the latest concert
consumers were highly satisfied with the capability and experience of performers/bands and
image of performers/bands respectively. Those who were very dissatisfied stated the following
reasons respectively: the behavior of others in the audience. In the case that they were not
satisfied with the concert, most of them did nothing. In the case that they were satisfied with the
concert, most consumers would tell their close friends about it and encourage them to purchase
tickets of particular concert and looked forward to purchasing tickets for performers /bands’
future concerts. In the case that they did not want to attend concerts for which they already had
the tickets, they resold their tickets to others, or gave away the tickets for free to others or kept
the unused concert tickets.

The problems found in consumers buying behavior towards purchasing concert tickets
that respondents stated by their importance were the high cost of tickets and the performance

which failed to meet their expectations.



