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ABSTRACT

Title Factors Influencing the Buying Decisions of Consumers for Sanitary
Ware in Metropolitan Chiangmai, Thailand

By Miss Sunee Thechatakemg

Degree Masrer of Business Adminisiraticn (Business Administration)

Major Field Business Administration

Chairman,Special Problem Advisory Board

This study aimed at determining the factors influencing the buying
decisions of consumers for sanitary ware in metropolitan Chiangmai, problems related to
these decisions and methods of solving these problems.

Four hundred users/buyers of sanitary ware in metropolitan Chiangmai
were selected by design using the Krejcie and Morgan table. Three hundred and forty
samples were collected from the 62,220 households registered in metropolitan
Chiangmai. Data gathering for these households was done by questionnaire interview
at each household selected. An additional sixty samples were collected from sanitary
ware buyers in stores selling sanitary ware. Samples were collected of random equal
ratio in each of metropolitan Chiangmai's fourteen districts. Statistic analysis of the data
was done using SPSS to determine percentage, arithmetic mean, T-test and F-test

The results indicated that the average consumer was a male, between
the ages of 26 - 30, employed by private company, married and had four family
members. He had a total mean family income between 10,000 - 15,000 baht and had
wo rest rooms in his home

Relative to the buying decisions for sanitary ware in metropolitan
Chiangmai the questionnaire aimed at determining what parties were the initiators,

influencers. deciders. buyers and users for these products.



Of the factors influencing the buying decisions of consumers for sanitary
ware in metropolitan Chiangmai, the following were rated as important from high to
low: distribution factors, product factors, price factors and promotion factors.

Consumers indicated the most important distribution factors were a
friendly welcome, competitive products, and speed of delivery. Product factors focused
on product life, efficiency, model, colors and size. Price factors related to the period of
éredit and reasonableness of price while promotion factors focused on discount, point of
purchase displays, sales personnel, and promotional efferts, like buy one, get one free.

The overall problems faced by consumers are separated into their
different factors. Problems related to product factors were that products had a short life,
it was difficult to find sanitary ware supplies, and that models and colors were not up to
date. Price problems related to the high price of sanitary ware supplies, the cost of their
maintenance and there being no credit period. Distribution factors focused on products
being out of stock, a store having an inconvenience location and slow delivery.

Relative to the hypotheses testing of the influence of marketing on the
buying decisions of consumers for sanitary ware in metropolitan Chiangmai, some
differences relative to personal characteristics were indicated. For product factors,
gender, age, occupation and income level showed some significant difference while,
marital status did not. For price factors, gender, age, marital status, occupation and
income level all showed some significant difference. For distribution factors, gender,
age, occupation and income level showed some significant difference while marital
status did not. Relative to promotion factors, gender, age, marital status and income

level were of significant difference while occupaticn showed no significant difference.
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