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ABSTRACT

The objective of the independent study was to study Electrical Appliances Buying
Behavior of the Customers of Chiangmai Siam T.V. Co., Ltd. Data was collected from 400
customers. Convenience sampling was used. The study based upon the concept of consumer
behavior analysis, 6 W’s and 1H. Data were analysed by descriptive statistics : frequency,
percentage, and mean. The results of the study were as follow.

Most respondents were 26-35 years old female, married or lived as a couple. Most of
them were employees for private companies or stores, held the bachelor degree,with the average
income between 10,001 — 20,000 baht per month.

Most respondents bought electrical home appliances. On the day of the data collection
most respondents bought televisions, washing machines, digital cameras, or video cameras,
respectively . 21 inches of SONY flatron television, 6.0 mega pixel of SONY digital camera,
SONY DVD video camera, and twin tub of TOSHIBA semi automatic washing machine for 7
kilograms were bought most . The handbill was the advertising medium that mostly affected the
buying decision, and most respondents made the buying decision on their own. The respondents
had no specific time for buying the electrical appliances, and always bought the appliances on
Saturday and Sunday during 13.01-17.00 hrs. Normally, they bought the electric appliances once

a year. The buying reasons were the free shipping and product installment services. It was



revealed that the respondents usually paid for the appliances in cash. Niyompanich Co., Ltd. was
their another place for purchasing the electrical appliances. The retail marketing mix and their
sub-factors that affected the most in the electrical appliances’ purchasing decision making of the
respondents were: product factor, the product warrant; place factor, the well display and
arrangement of the appliances; promotion factor, the clear and accurate answers provided by the
sales personnel; price factor, the 0% interest rate program for installment payment; and people

factor, the good and polite personality of sales personnel.



