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The purposes of the study were to determine the consumers’ decision making in
purchasing hardware equipment of Arch Products Company Limited and to compare their
decision making in purchasing hardware products of the company, classified by their personal
factors. The samples were 144 consumers. The research tool was a questionnaire. The data ware
analyses by usirs percentage, mean, standard deviation, t-test, F-test (One-Way ANOVA), and
LSD.

Based upon these findings, it was concluded that:

1. Overall the consumers’ decision making in purchasing the products was at a high
level Considering each aspect, it was found that their decision making was also at a high level in
five respective aspects i.e., price, distribution channel, service, product, and marketing
promotion.

2. Decision making of the consumers with different education levels, and incomes

was significantly different at 0.05 level





