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ABSTRACT . 201951

The objectives of this study are (1) to study general information on consumers of
Jacuzzi bathtub, (2) to study behavior on buying and usage of Jacuzzi bathtub (3) to study
marketing communication tools which are suitable for Jacuzzi bathtub (4) to study general
information on consumers relating to sales promotion of Jacuzzi bathtub in Bangkok.

The sampling comprised of four hundred participants consisting of consumers who
want to buy and use Jacuzzi bathtub. The tools were self-administered rating-scale questionnaires
(with reliability level at 0.89), and a computer program was used to calculate the percentage, mean,
standard deviation, t-test ,One Way ANOVA and Least Significant Difference.

The research findings are as follows: (1) the participants are both male and female
in equal numbers, age between 21-30 years old, Bachelor degree education level, average income
per month of 20,001-30,000 baht of private companies, who prefer sport and fitness for hobby
and simple lifestyle. (2) the participants prefer Bathroom design brand of Jacuzzi bathtub with -=
full system whirlpool and airpool with faucet, which can be bought at modern trade stores.. They
usually shop around about 3 shops before making decision. The reason for buying is that they are
buying a new house or building a house in their own land, and the person having influence in
making decision are family members. The preferred place for use of Jacuzzi bathtub is inside
their own house with the frequency of use of once per week. The participants themselves take
care and clean the Jacuzzi bathtub; and if there is any problem, they would contact the
manufacturers specified in the warranty voucher. (3) the major marketing communication tool is
television. (4) The difference of sex affects different sales promotion of Jacuzzi bathtub at the
level of significance of .05. (5) the difference of age, education, occupation and income affects

sales promotion of Jacuzzi bathtub at the level of significance of .05.





