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ABSTRACT

The objectives of this independent study were twofold: to investigate the behavior of
consumers in Amphoe Mueang Chiang Mai towards purchasing products through catalogs and to
bring informative benefits to entrepreneurs who interested in operating catalog business.
Research samplings were identified to 200 consumers who had purchased products through
catalogs within a year. Data were collected by the distribution of questionnaires; then, analyzed
by the use of descriptive statistics, including frequency, percentage and mean.

The findings showed that most respondents were 26-30 years old, single, females,
holding Bachelor’s degree, working as employee for private company and earning monthly
income at the amount of 5,001-10,000 baht. The majority purchased daily consumption goods
such as rice, fish sauce, soap, toothpaste and etc. as well as other types of product such as electric
appliances, CD music, cloths and cosmetics from the hypermarts; Tesco Lotus, Big-C, Carrefour,
and Makro the most. The frequency in purchasing products or going shopping at shopping malls
was mostly found at 2 times a month.

Results of the study on purchasing behavior of consumers towards purchasing products
through catalogs were presented as follows. The majority mostly knew Friday as the goods
catalog and also mostly used to purchase goods from it. When they purchased goods through the

catalog, they mostly purchased via the company — Seven Catalog and the product order was



mostly done via staff/representative channel. Reason in purchasing products from catalog was
product’s variety. In their opinion, the designing elements which made the catalog interesting
were layout and attractive words. Type of product that consumers used to purchase through the
catalog the most was in the cosmetic and beauty category.

Most of them decided to purchase products through catalog at immediately if they
satisfied with it and the influencing person was referred to the consumers themselves. Chance to
purchase products through catalog was occurred when there was discount or giveaway promotion.
In each time of purchasing products through catalog, they mostly purchased 2 or lower than 2
items, at the frequency of once a month, with the total amount of 100-500 Baht, and paid by cash.
The majority found problems from purchasing products through catalog; the most problem that
they found was the damaged product. Most of them satisfied with the product quality and wished
to purchase products through catalog in the future as it was convenient to make an order.
However, the reason of those who would not purchase products through catalog was to be
delivered a product which was unlikely to the one shown in the catalog.

Results of the study on marketing mix factor suggested that the consumers ranked the top
concern on product factor; following by price, place, and promotion factors, respectively.

In product factor, the consumers rated for its importance at high level and the top
important elements were the beauty of product, the quality of product, and the uniqueness of
product which was difficult to find from other shopping places.

In price factor, the consumers rated for its importance at high level and the top important
elements were the cheaper prices comparing to general market and the product quality which was
worthwhile for its price.

In place factor, the consumers rated for its importance at high level and the top important
elements were the convenient place to make orders and the punctuality of product delivery.

In promotion factor, the consumers rated for its importance at high level and the top
important elements were the attractive promotions such as discount coupon, and the

advertisements done via media such as SMS via mobile phone.



