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The purposes of this survey were to study: (1) consumer’s perception, attitude
and information search via the internet between utilitarian and hedonic product, (2)
consumer’s attitude and buying behavior via the internet between utilitarian and hedonic
product. Self-administered questionnaires were used to collect data from 412 males and
females, 22-49 years old, living in Bangkok who searched information about utilitarian
product (Mobile phone) and hedonic product (Movie or music CDs) via the internet

within the past six months.

The findings showed that: (1) consumer’s perception on sources of information
on the internet of utilitarian product were significantly different from those of hedonic
product, (2) consumer's information search about utilitarian and hedonic product via the
internet were significantly different, (3) consumer’s attitude toward buying utilitarian and
hedonic product via the internet were significantly different and (4) consumer's buying

behavior of utilitarian and hedonic product via the internet were significantly different.





