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ABSTRACT

Thé objective of the independent study was to study the consumer behaviour toward UBC
services in Mueang District, Chiang Mai Province. The data collection based on convenience
sampling was done by distributing questionnaires randomly to 364 UBC members, It was
determined to apply the Consumer Behavior Analysis concept in this study with the aims to explore
customer’s behavior features which were described through 6W’s and 1H. Then, those collected
data was compiled in terms of frequency, and percentage, and here were the results of study.

Based on the results of study, it was found most respondents were married business female
owners/merchants whose ages were 26-35 year-of-age with Bachelor’s degree. They revealed via

| filling the questionnaires that they could earn less tha; 20,000 baht for their monthly incomes and
the length of UBC subscription was 1-3 years.

They, moreover, indicated that they selected to use the rental set of equipments for only
one service point, and subscribed for the Gold Package that its monthly fee was 1,568.12 baht.

" According to the results of questionnaire, it was found out that most respondents agreed to
select UBC service due to the following qualifications of UBC; being source of information for an
individual and other family members, and having much more various channels than the general
landline television. In addition, they stated that the factors affecting their decision in service

selection was about the quality of channels provided by UBC itself. Then, it was found through the



questionnaire’s result that before the respondents subscribed for any UBC package, they were
interested in the cinema program including the animal features.

It was interestingly'stated that those respondents made their own decisions in subscription
without any suggestion from others. However, the family members who were father, mother,
relatives, and couple would co-operate in their decision making.

For the UBC members as the respondents of this study, they wonld have chances to watch
the UBC programs around 22-31 days a month. They pointed out that they, in fact, watch its
programs everyday, in particular, during 20.01-24.00 hrs.

Furthermore, it was mentioned that those respondents subscribed to UBC service through
UBC Chiang Mai Siam T.V. with the reason stating that the company provided the most
convenience for them. Then. they also revealed that the source of information they considered in the
making decision process came from the sale staffs.

Nevertheless, the respondents accepted that in the very beginning they would seek for the
UBC information from many sources, and brought them together in order to help making decision.
Then, they finally subscribed for UBC services at the rate higher than 8,000 bath. They, however,
agreed that the service rate was not much appropriate and wanted the UBC to reduce the fee for
additional points. In each time of watching the UBC program, the respondents would watch the
cinema program with another 1-2 persons. Moreover, it was revealed that most of them scored at
the moderate level for their satisfaction towards UBC services. They, actually, wanted the UBC to
improve about the repetition of its programs. Anyway, most of them used to suggest 1-2 persons in

subscribing for UBC membership.



