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ABSTRACT

The objective of this study was to study buying behavior of employees at the
Northern Region Industrial Estate, Lamphun province towards electrical appliance by
using consumer behavior and marketing mix theory.

The data were collected by using questionnaires completed by 321 employees
of the Northern Industrial Estate. Then, the data were analyzed by frequency,
percentage and mean.

A study found that most of the respondents were single female aged between
26 — 30 years old, holding bachelor’s degree. Their monthly income ranged between
5,000 — 10,000 baht/month and they earned other income less than 5,000 baht/month.
They were monthly employees in the Northern Industrial Estate with the range of
working time around 1 — 3 years. There were 4 — 5 people in their family. For their
buying behavior, it was found that the latest electrical appliance that their bought was
Panasonic television. The reasons for the purchase were it was necessary and they
did not have one yet. The purchasing decision was made by themselves and also paid
for by them. There was no exact date and time for purchasing. The electrical
appliance stores were selected based on the variety of choices, mainly from
department stores. Each purchasing was more than 10,000 baht. The respondents
considered price and benefits respectively. They read leaflets and brochures before
making the decision. The purchase was paid by cash. After purchasing, they kept the
old one as a spare. The majority of the respondents were satisfied with their
purchased. They were not keen to recommend it to friends. They also had a plan to
purchase Sony home theatre in the future.

The study revealed that, all marketing mix factors were rated at the high level.
The important feature of product was warranty. The important feature of rice was
reasonable price. The important feature of place was convenience and parking space.
The important feature of promotion was polite and gentle salespersons.



