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The aim of this independent study was to focus on consumers behavior towards Vending
Washing Machine Service in Mueang District, Chiang Mai province. The respondents were 250
samples. The questionnaires were equally distributed by the locations which are the community
around Chiangmai University, Payap University, Chiang Mai Rajhabat University, Chiang Mai
Land Village, and Rim Ping Super Store (Rim Ping Branch). The data was analyzed by
descriptive statistics using frequency, percentage, and arithmetic mean.

The result reveaied that most respondents were female, aged between 21-30 years old
and single. Their highest level of education was high school /vocational degree /or relatively
equal degree. They were students with 5,001-10,000 baht of monthly income. They stayed in the
dormitories, rental houses/ rooms and most respondents resided in the North and in Chiang Mai
province.

The survey of Consumers Behavior towards Vending Washing Machine Service found
that the respondents used the service at laundry shop and still kept using the service. They used
the laundry shop service and the vending washing machine because of lacking of time for doing
laundry. The open up door machines were popular in the laundry shop. The average frequency of
using the vending washing machine was one time a week and average of 11-15 pieces of clothes
at a time of washing. The time of using the machine was between 18.01 — 21.00 hours on Sunday
and used the machine on their own. They decided to use the machine by themselves. The
respondents used the machines placed in their residences. They know the service location by
their own observations. They spent 20 baht per time of using the vending washing machine and
the most often used brand was ELECTROLUX.

The Marketing Mix factors affecting the behavior of using vending washing machines
were rated as average high in their importance respectively: price, distribution channel, products
and promotion. The other factors were moderately important respectively: personnel, society and
culture, psychology and economy.

All problems in using the vending washing machines were found in moderate level

respectively : distribution channel, product, promotion and price.





