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ABSTRACT

This independent study was conducted to study the demand f:)Ir-‘ ﬁlitigg m]i-x3in7paper
toilet seat cover of consumer in Bangkok Metropolitan.

The respondents select to study were both users and non-users of toilet seat cover that
used the rest room service in the department store. All 400 respondents aged between 16 to 55
years old were sclected by quota sampling and convenient sampling. Consumer data were
collected by questionnaires. All analytical work was done using descriptive statistics which
includes frequency, percentage as well as average value. Results could be summarized as:

Most of the respondents were single aged between16-20 years old. They were studying
and some of them had already completed the Bachelor degree. Their average monthly income
were less than 10,000 Baht. They often spent their leisure time with interesting hobbies and with
their families. Education was major topics on their discussion.

Most of the respondents did not have any awareness to the toilet seat cover. Some of
them were aware of this product from friends and have product experience from hotels and
restaurants. The major criteria for using the product was to prevent contagious diseases while the

main reason for not using was from the low product availability / distribution.

Most of the respondents showed the positive opinion that the product was very useful as
seen from the highest average scores on product importance. The critical attribute that showed the
highest average scores was the physical protection from toilet ware showed touching. Moreover,
the highest average opinion score on price factors that price should be set up in accordance to
product quality, especially in term of contagious discases prevention.

Besides the free product sample, respondents also suggest that there should be the
product distribution at the department stores and discount stores. The most effective media that
could reach them was by the TV, especially during the drama TV progrgm since this period could
occupied a large percentage of watchers. Regarding their purchase intention, 13.5 percent of
respondents indicated that they would definitely purchase the product and 39.0 percent indicated,

with high probability, that they would purchase this product.



