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ABSTRACT

This independent study aimed to study the media exposure behavior of customers in
Mueang district, Chiang Mai toward their purchasing decision of electric applicants. The sample
were 400 people who lived in Mueang district, Chiang Mai province and used to purchase any of
electric appliances from household electric appliances shops in the specified area and were
selected by convenience sampling. Questionnaire was used as a tool to compile research data.
Then, those collected data were analyzed by the descriptive statistic composing of frequency,
percentage, and mean.

According to the findings, most respondents were equally found single and married
female in the aged between 20 — 29 years old with Bachelor’s degree or equivalent, working as
employees in private companies with 5,001 — 10,000 baht as their average income. The majority
bought electric appliances in the following categories: television, CD and DVD players, Mini and
Micro Combo stereos in between 1,001 — 5,000 baht for its prices.

Based upon results of the study on media exposure behavior, most respondents mostly
obtained product information from television and newspapers for more than 4 times a week, from
pamphlet, brochure, and point of purchase for 1 — 2 times a week, and from fellows, sales

persons, product consultants, and catalogue for less than once a week. The most effective media



affected customers’ purchase decision of the electric appliances the most were television,
pamphlet, and brochure, respectively.

In each purchasing procedure, the media exposure behaviors of those respondents made
to electric appliance purchasing were revealed hereafter.

In a step of problem recognition, factors which aroused the respondents’ interest in
purchasing electric appliances the most were the availability to see how products were beautiful
and modern, the decay of their existing products, and the new technology of product itself. In
addition, their interest in purchasing such a product was also aroused mostly by media including
television, pamphlet, brochure, and catalogue, respectively.

In a step of information search as the next step from having an interest in purchasing
product, the information that the respondents needed the most were the information of product
quality, price, and functions. In order to obtain those required information, they thus mostly
searched them from media namely sales persons/product consultants, pamphlet, brochure, and
catalogue, in orderly. Furthermore, they also searched for the additional information from the
specific electric appliances distributors like Niyom Panich, Saha Panich, and Siam TV.

In a step of alternatives evaluation toward the purchase of electric appliances, the
majority paid high concern on price, latest technology, beautiful and modern model of products,
in orderly.

The majority did not do the comparative product study at the post-purchasing step.
However, for some who searched for the comparative information at the post-purchasing step,
they mostly obtained the information from television, pamphlet, brochure, and sales

persons/product consultant, in orderly.



