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The purposes of this study were to investigate the behavior and attitudes of users of air-
conditioners, to examine the relationship among users of different backgrounds, and to
compare their attitudes. The subjects of this study were 40C people living in single houses,
townhouses, and condominiums in Donmuang Districts. Questionnaires were used to collect
the data. Percentage, frequency, standard deviation, Chi-square, t-test, ANOVA, and
Scheffe analysis via SPSS software were employed to analyze the data.

It was found that most subjects used Mitsubishi split-type or wall-type air-
conditioners of 12,500 - 15,000 Btu., one machine per house. The products’ price
ranged from 15,001 to 25,000 baht. The new machine would be repiaced after 5 - 10
years. Users obtained the information from electrical appliance exhibitions. Most of them
bought the products from shopping centers as there were varieties of them. They did not
buy them from green shops as the number of such shops was small. When purchasing, users
basically considered the products’ quality, efficiency, as well as energy and environment
conservation, and they paid in cash. With respect to special technology, air re-freshening
and bacteria eliminacding systems were favorably required.

Regarding the relationship between users of different personal backgrounds and
their buying behaviors, the study revealed that sex had no impact on their decision making.
Five behaviors were found related to types of houses, six to monthly income, and seven to
in-house areas.

With respect to the comparison of users’ attitudes toward air-conditioners, the
study showed that sex, as a whole, had no impact on purchasing decision. In addition the
subjects from different types of houses had similar attitudes toward the products, price, and
marketing promotion but different ones toward distribution channels. The subjects earning

different monthly income viewed marketing promotion similarly while they did with the

products, their price, and distribution channels differently. As for the in-house areas for
using air-conditioners, the subjects had the same attitudes towards the products’ price and
marketing promotion, but different ones toward the products themselves and distribution

channels. The study was significant at the level of 0.5.



