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Abstract

The objectives of this study were 10 examine the factors that influence
the slat aluminium buying decision of the aluiuiniam awning shops and
hardware shops in Amphoe Muang, Changwat Chiang Mai, and to study the
factors that the slat aluminium sellers thought influence the slat aluminium

buying decision of their customers.

Questionnaires were used to collect the data from the total population of 8
slat aluminium buyers and 7 slat aluminium sellers. Data were collected to show
the levels of importance of factors influencing the slat alurninium buying decision
and to show the buyer and sellers ratings for the ability to offer services of sellers

cn those factors.

The study found that buyers bought slat aluminium from few sellers such
as S. Vanich Co. Ltd. Saha Sangthong Xansad Aluminium Part.,Ltd. and Kittiwat

Aluminium Co.Ltd. There were some sellers such ag Nattakom Furmishing




Co. Ltd. and Sa-nguankiat Co.Ltd. who couldn't sell their products. The buyers

sought information about buying from the salesperson of the sellers.

The three most important factors for the buyers of slat aluminium wete
1) price factor, which was term payment and 2) product factors, which were color
durability, color shining and accurate length and 3) service factor, which was

prompt delivery.

The significant factors which the sellers thought concemed the buyers
were product factor, which was color durability and price factor which was

comparibility of price among other brands.

A comparison of the level of factors concerning the buying decision
between the buyers and the sellers opinions showed the similarity between the
two parties. This means that the sellers know the buyers expectations, or that
there is little gap between consurner expectations and management perceptions

of consumer expectations.

Regarding the sellers” ability to provide services, the sellers thought that
they could do well on product factors, such as color durability, slat springiness
and slat thickness. However, the buyers didnt give the highest rating to their

sellers in any factor.

A comparison was made between the significant factors which the
sellers thought concemed the buyers and the ability to provide services of the
sellers in their opinion. It was seen that the sellers believed their values of the
ability to provide services in most factors were higher than or equal to those they

believe concerned the buyers.

Comparison between the ability to provide services of the sellers In

both the sellers and buyers” opinions showed that the sellers thought their ability




to provide services were equal to or higher than those perceived by the buyers.
This mean the sellers thought that the goods and services that they delivered to

the buyers have more quality than the quality that the buyers perceived.

A comparison between the factors influencing buyers’ decision and the
service provided on each factor by the sellers from the buyers point of view
showed that the buyers thought that their sellers had ability to provide service in
lower level than that they concemed in many factors, especially product quality
and price. Then this means there were gaps between buyers' perceived services

and expectation of services.

This gap may be the result of a gap between sellers’ perception of
buyers’ expectation and service-quality specification or a gap between service-
quality specification and service delivery. The sellers thought there were no such
gaps, since the seller thought that they could provide services better than those
deemed significant by their customers. This was not correct; the fact was the
buyers thought the sellers could provide services at the level lower than those of

concern to the buyers.

Therefore, the sellers should better define service-quality specification
such as term payment and delivery time to reduce the gap between sellers’
perception and service-quality specification. Also they should try to deliver the
specified service-quality to their customers in order to reduce the gap between
service-quality specification and service delivery. These lead to reduce gaps

between customer expectation and customer perceived services.



