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ABSTRACT 2 18404

This research aims to study the marketing factors affecting air conditioner
purchase for Bang Khen residents, Bangkok, and 2) compare the aforementioned
factors as classifiedby sex, age, residence, monthly income and household size. The
samples for the research were taken from residents residing in the Bang Khen area,
Bangkok either in townhouses, single houses, and commercial houses used as a
residence and had air conditioners without knowing the total numbers of users. The
researcher, therefore, set the sample size at 300 consumers without using probability
according to quota sampling of the residents in the Bang Khen area, Anusaowaree area,
and Tharang area. A questionnaire with a reliability value of 0.9081 was used to collect
the data which was analyzed by a ready-made program to calculate percentage, mean
()_(), standard deviation (S.D.), t-test, F-test, one-way ANOVA, and Scheffe’s test.

The findings showed that:

1. the aforementioned marketing factors overall were rated at a high level
ranging in descending order of mean as follows: product, culture, society, psychology,
price, sales place and marketing promotion respectively.

2. regarding the comparison of the aforementioned marketing factors, it was
found to have no difference at a level of .05 statistical significance as classified by

sex, age, residence, monthly income, and household size.





