d.l A'! 9/ 8} = o Ala ] di' o e o= ¢ 3 o O
vaseamsaunuuvdas:  ulohilinadenis dondndumneumesiiaduiegy
Y A o I or [T | []
vaus Innluduneios Tandadoslny

v

Ay ¢ ¢ v
Yagvau Wi iasen ‘U"Jll‘]fiﬂ

UIMmsgInaNmiadia EATRELRMIERARES RN

ANEATSNNISEBUNM SARA T IMUUB S

t o o l:!
dewmansmsd aniemd yaymdo Uszrunssums
819150 ofA WYY ATSUNS
19158 1517 wSuygasin  Assun
UNfines

EY g/ o A « w S ] Af a ow o' da o o [
mIauauuLBassies  “fuivhiinanemsdenaadumoumeiniaduiogiuosd
=3 ] a - | ] oY) o W ebe ] ¥
v lnnludunodios  TwmdaGodlmir  Uagulszasaie  Arwndsilioniinadensde
o w o 4 o o 3 = yd” = ﬂy
nandudumesladusozlvesduslon  nodnssuveddde  uaslymAwunnanisde
Y o w oy o o -] Y = o 2 o @ oal ] =)
wazms Isnannundumostaduioglvesdus Inaluduneies  Tandadodny  F8ms
Y] ° 1o 1 o = d¥ o w o
Anvrldmsdisas Tasnuvasuauninaquaieeiaduom 160 SHNABYDHARA QLN
rY o o o o 1 - a; []
gumestiaduso3uIuga 6 Wouiniumn
wamsAnmmu faounuvasumuaiuIngiiumene orguesfnounuvreusis
dalnafedszning 2029 ¥ frevuvureumudiulnaiihninSounsoindnm seduns
fAn AvlSeyanas uazszausie lAmantoundl 5,000 umasRou
A o a 9 ] el v é’ aoow o o o
wainsanilededudrudlszaumanisaanniinadon1sFonaafuaoumesiia
#Foglvedduslan  wuddreumureuandiulngldnnudiiylasswniidumaely
o = 9 o nﬂ‘.l:l.l c: LT | .ul 9 Q w ar d"d
szavtimawn  uazlManudngndnmaslussavinmnnluiledoyndumuddudsiife
a I a w 4 a = a '
Josedrusar Medvdmndadus TesedwmsduaSumenisana waziledoduresmnia
o o ' I 6 & edett - o o ' w9 Y]
msvanmiie  wazlianudaghiinuaioluszauiinanndeiliedruniizurndonna

malulab



@efinsaniuswaziBoanuhsimdedas Tuwewdadus nsInsindis awlaivan
r A A o < 9 =S a oo o o L o A
oy syuviiadosnm msuand g Tulfinslundadaa uazamdnuel viedeifes
Y sF d. ] -ﬂ' 2 ﬂ LY | aa ¥ d’l’ ﬂ a  as [ ar 1
yos umindedadiuileiedesniinadenisammilusuduusnuesuansilotoludu
Uszaumamsania
s s}A’I’ a0 ar o= g o g [
HansAnENgAnIINVBIfFenAnasiB umedaduS gl wuhdnouuuyaeunty
1 [F= o =y o o ' o oo =
daInglidszaumsellumsldBumediia 2-3 Thiozannnd 4 Udludwaufivhdu sorwi
-y 3 fd M A W Y & P A e Y
Hmouuuuaeunmlddumestaie N dnvazmsldmuienisaumniesudsdeya
F
amuazdes e lumsidieszuienal 20:01-24:00 u. szeznmlumslFiundazas
ar 1 o T v & o o o
fin 122 $2 T szozan lums ¥ luisaziRouno 16-30 421w daulnaidra Tusdumediin
a  w da dad o d t 124 o 4
Mnnaafaneumeiindusegl AeounvureunivduIngliszaumssilumsie
a8 o da ¢dd o o a & = 44 A 9y A a4 dy
nandaioumeiitaduseqy 6 wouda 1 U imgrohdaiemInanesld dehdefedrio

o 3 a ¢ a o A

foer Aouyilindu mssuigremenmilsderiun davarsuazmiie dnoutuureuaiy
C Ay 44 4 o dy o a .
dwlvgnon/foutvende  mawahnlavutdefetdodidilgmlunsldon S
a w  da sd o d 1ad ' & o o A4 4 v a o
nanfuNdumesndusIgnge luudazasde 1 uhnnY aowundonaiunouN NS U
'8 L A o = 4 o @ o g oo o o
AN Eduguinouiiuseiuasnisfinm s ludlundadusitumesiia
. ¥ ] 1 ¥ . 1
audegiidefn 1020 Al szdusimiidodie 401-600 uw unzAanwauledrubun
4 9 o e 7 d ' ya ¢ d d
Auadesiums I9dumasiiane arwaulsdemsisdumenfiaanuiaga
[ - 5’ 3 m oaw oy d & o d ' g/
andlgmanunnmsBeunsmsldnfaiumnoumesitiaduiegiwun  Anouuyy
govawdulvanuilaywidudmilszaumamssmalassin  uazluurazauhiiduate
[y 9/ = 5w ar ;ﬂ 3 - o 'd L]
vostlgmiluszdunudoy Sosaudwudsne dymauraniuan Jymeansim daym

AMumsduaiunmaaaia uazilaywidursmiensiasmuie



Independent Study Title Factors Effecting Internet Package Buying of Consumers

in Muang District, Chiang Mai Province

Author ' Mr. Pacnarong Buachaiyo
M.B.A. Business Administration
Examining Committee Assistant Prof. Dararatana Boonchaliew  Chairman
Lecturer Apichat  Chompoonuth Member
Lecturer Renus Sermboonsang Member
Abstract

The objectives of this study, “Factors Effecting Internet Package Buying of Consumers in
Muang District, Chiang Mai Province” were to study of factors effecting Internet Package
buying, the purchasing behaviors and problems faced in buying and using Internet Package of
consumers in Muang District, Chiang Mai Province. The study was conducted by using
questionnaires interviewing 160 samples who used to buy Internet Package within 6 months.

According to the study, most of the respondents were male, aged between 20-29, being
the student holding bachelor degree and earning less than 5,000 baht per month.

When considering the marketing mix factors effected Internet Package buying of
consumers, it was found that most of the respondents gave overall average of mean in the high
level of effectiveness and- also for each factor as followed, price factors, product factors,
promotion factors and channel of distribution factors respectively. They also gave average of
mean in the high level of effectiveness for technological factors.

Considering in the detail of each marketing factors, it was found that price per hour, easy
to connect, less broken line and reliability system, free more hours in product and brands image of

the store were the most important sub-factor in each marketing factors.



According to the purchasing behaviors, we found that most of respondents had 2-3 years
and more than 4 years of experience in using Internet. Most of them used Internet in home for
information search or sent and received data, images and sounds, also used Internet during
20:01-24:00, 1-2 hours per period, 16-30 hours per month and use Internet mostly from Internet
Package. Most of the respondents had 6 months to 1 year of experience in buying Internet
Package. The reasons of purchase Internet Package was to trial the products and most popular
brandname was CSCOMS. They recognized brandname from newspapers, magazines and books
and most of them used to change the brandname because they faced some problem when using
the other brandname. They always purchased only one package per time at computer shops within
Computer Plaza, CM computer and education center. The amount of hour in package that most of
them purchased was 10-20 hours at the price between 401 to 600 baht. The study of the other
factor that the respondents interesting, found that Broadband Internet was interested more than the
other factors.

The problems that the respondents faced in buying and using Internet Package have the
overall average of mean in the low level and also for each problem. Considering in the details, we
found that the first problem was product followed by price, promotion and channel of

distribution, respectively.



