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Abstract

The purposes of this study were as follows:

1. To study Consumers. Buying Behavior for Home-Used Television Receive Only
Systems (T.V.R.O. Systems) in Amphoe Muang, Changwat ChiangMai

2. To study problems about using Home-Used Television Receive Only Systems of
consumers in Amphoe Muang, Changwat ChiangMai |

Accidental Sampling was used for the selection. Data from questionnaires were
analyzed by SPSS/PC+ Computer program. Statistical method employed were frequency.,
percentage and Chi-square testing.

This study discovered that most of the respondents were 26-45 years old, graduated
in Bachelor Degree or above, with family monthly revenue of 20,000 baht up.

Regarding to external stimuli, the findings were as follows; the market situation that
stimulated the most of consumers were good quality of product, lower price, promotion,
and convenience to buy, respectively. The external environment that stimulated were the
new useful technology product, recommendation from peer group about the product’s
benefits and the higher purchasing power, respectively.

The findings show that the steps in the Buying Decision Process were as follow:




First, need reéognition: the major reason of consumers in buying were being able to
receive various programs such as sports, entertainment and ﬁews from worldwide.

Second, data searching: major data sources of consumers were searching from
people who had experienced in using the product and from such print media as newspapers
and magazines, respectively.

Third, evaluation of alternatives: the factors that most of the consumers consider to
weigh the highest importance in order were as follows ; product, according to quality ;
price, being the cheaper price ; place, a retail outlet offered the best after-sale service ;
promotion, being the advertising and public relations.

Forth, buyers’ response: it was found that most of the respondents purchased 4.1 -
7 feet antenna dish sizes and metal-net model. They bought 1-2 years ago from dealers by
cash with a net price range from 25,000 - 30,000 bath.

Last, after-buying evaluation, the study showed that the problems from usage as
follows :

Sixty two percent of the consumers faced product problems which included ,
according to their significant, unclearness of signal, difficulty to use and defecting of
product, respectively.

Fifty nine percent of the consumers faced programs problem which included,
according to their significant, the programs were not interesting, no Thai - language
program and dissatisfied with the number of channels received, respectively.

Forty two percent of the consumers faced after-sale service problems which
included, according to their significant, service staffs were unable to give a clear response
and can not solve the consumers’ problems , delay in repair services and high repair cost,

respectively.




