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ABSTRACT

The objectives of this study were to investigate the following: 1) socio - economic
characteristics of the customers purchasing sanitary ware at modern retail stores in Muang
district, Chiang Mai province; 2) factors affecting the purchase of sanitary ware; 3) problems
encountered in the purchase of sanitary ware. A set of questionnaires was used for data collection
administered with 190 customers purchasing sanitary ware in Muang district, Chiang Mai
province. Obtained data were analyzed by using percentage, weight mean score, and chi - square
with the significance level at 0.05.

Results of the study revealed that most of the respondents were male 35 - 40 years old,
married, bachelor’s degree graduates, and company employees. It was found that most of the
respondents had an average monthly income of 5,001 — 10,000 baht. Their average family income
was 10,001 — 20,000 baht. Most of them were Home Pro members. People joining in the decision
— making to purchase sanitary ware were spouts and parents. Most of the respondents were
interested in purchasing sanitary ware after obtaining information about sanitary ware. The
respondents placed the importance of an amount of product selection, convenience, rapidness,
services, store location, and store assistance, respectively. Most of the respondents were regular
customers of the sanitary ware retail stores. They purchased sanitary ware once a year. They
decided to purchase sanitary ware based on price and quality of sanitary ware products.

For problems encountered, it was found that some sanitary products were available in
some stores. Besides, prices of the same products in each store were different. Each store did not
have motivation in market promotion. For hypothesis testing, it was found that sex, age,
educational attainment, marital status, occupation, an average family income, sanitary ware retail
store member, people joining in the decision-making, services, convenience, rapidness, and store

assistance had relationship with the purchase of sanitary ware,





