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Abstract 2 0 8 7 1 8

The purposes of this study were to investigate consumers’ behavicrs and factors
encouraging their decision to buy the highly efficient water purifiers. The informants of
the study were 400 people who used to buy highly efficient water purifiers.
Questionnaires were used to collect the data. Frequency, percentage, arithmetic mean,
standard deviation, Chi-square, t-test, ANOVA, and Scheffe analysis were used to
analyze the data via SPSS software.

it was found that most respondents were female, aged 30 — 40. Most of them
lived in a single-style house, earned 20,000 — 40,000 Baht per month, and had 3 ~ 4
family members. ‘

Regarding the buying behavior, the study revealed that most consumers bought
one highly efficient wéter purifier with more than one filtering step at a time. The most
popﬁlar brand was Pure. The factor encouraging their buying decision was filtering
efficiency of the machine. The price of lower than 10,000 Baht and cash payment were
preferable. The product information was obtained and the machine wasb bought directly
from salespersons. There was introduction and demonstration of water purifiers at the
sales outlet. With respect to the analysis of relationship between buying behaviors and
personal status, 4 items were found related to gender, 5 to age, 7 to types of residence,
7 to avérage monthly income, and 5 to the number of family members.

With respect to the significance level of factors encouraging decision to buy water
purifiers, the study revealed that most factors were rated at a high level. Among all
factors, those being rated as the most important were efficiency in filtering germs,
efficiency in trapping taste /smell /color, and product warranty. The comparison of the
significance level of factors encocuraging buying decision of consumers with different
sex, and age, revealed no differences as a whole and by-aspect. However, the by-item
investigation indicated difference in 6 items related to sex, and 3 to age. The
consumers with different types of residence rated those factors, as a whole, similarly
except for two aspects related to products and market promotion and 12 items of the
comparison. The respondents with different income rated the whole factors differently
especially those related to price and distribution channel. Nine items in this comparison
were rated differently. When the number of family members was taken into account, it
was also found that the consumers rated the factors encouraging their decision at a
different level. The aspect related to market promotion aé well as 6 items in this area

were rated differently. The statistical significance level of this study was set at .05.





