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Abstract of special problem submitted to the Graduate School Project of Maejo
University in partial fulfiiment of the requirements for the degree of Master of Business

Administration in Business Administration

HYPERMARKET BILLBOARD INFLUENCES AFFECTING THE CONSUMER
BEHAVIORS IN MUANG DISTRICT, CHIANG MAI
By
NITIPHAT MAMOON
NOVEMBER 2002

Chairman: Associate Professor Dr. Anurak Panyanuwat
Department/Faculty: Department of Agricuitural Business Administration and

Marketing, Faculty of Agricultural Business

This research aimed to study the following: 1) Factors affecting the
acceptance of the billboard by the consumers, 2) Behavior of the consumers on the
billcoard of the hypermarket in Muang district, Chiang Mai, 3) Problems faced by the
consumers concerning the billboard, and 4) Suggestion of management of billboard of
hypermarket in Muang district, Chiang Mai.

Using questionnaires, data were collected from a sample of 380 consumers
who bought goods regularly from the hypermarkets in Muang district, Chiang Mai that
include Big C, Carrefour and Tesco Lotus. These data were statistically analyzed using

SPSS/PC' computer programs.

The general background of the consumer surveyed were as follows:
1) Females in majority ages ranging between 21-30 years. 2) Monthly income ranging

5,000-10,000 baht. 3) Bachelor's degree holders working in private companies. 4) With
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4-6 family (r)nembers. The overage, cultural, social and psychological factors also
influence the dicision making of the consumers in purchasing goods from the
hypermarkets.

Acceptance of the billboard by the consumers that influence their
purchasing behavior were due to the following factors: 1) Quality and clarity and
language (text) used in the billboard, and 2) Sites for placing the billboard. However,
conveniences in purchasing provided by the hypermarkets also affect the dicision
making of the consumers who regularly buy goods amounting to 500-10,000 baht per
week.

Problems in general concerning the acceptance of the biliboard by the
consumers deal with the following: 1) Fonts side and color, 2) Color of the background
of the billboard, 3) Pictures or graphics used, and 4) Sites where the billboard were
placed.

Importance in descending order given by the consumers regarding the the
billboard were the same as the problems stated above including duration in setting up
the biilboard as well as drawing power of the billboard.

Factors that influenced the quantity of goods purchased by the consumers
were age, income, family members. On the other hand, factors that influence criticism
by the consumers and on the classification of goods include sex, occupation, and
educational background.

Lastly, personal and social factors influenced the behavior of the
consumers in criticizing the services of the hypermarket. Appropriateness on the
presentation of the billboard including design, language, graphic used influenced the

behavior of the consumers in trems of quantity of goods purchased.





