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Abstract

The purposes of this independent study are to: 1)
examine the factors that affect customers’ purchasing habits of air
conditioners with inverter technology in Bangkok and the relationship
between these factors and 2) propose suggestions to a marketing
plan for inverter air conditioners. The sample group consisted of 400
people in Bangkok who have previously purchased inverter air
conditioners. Questionnaires were utilized to collect data for this study.
The data was then analyzed using IBM SPSS program and shown in
frequency, means and percentages, as well as using linear regression
to analyze the relationship all factors.

This study extracted three major factors as followed: The
first factor is “Marketing mix factors™ 1) Product factors: The level of
the product factor affecting purchase was quite high; energy is saved,
2) Price factors: The level of the price factor affecting purchase was
high; product has value, 3) Distribution factors: The level of the
distribution factor affecting purchase was high; agencies’ contribution
is better than websites’ one, and 4) Promotion factors: The level of
the promotion factor affecting purchase was in the middle; it depends
on certain events. The second factor is “Service Quality factor”: The
level of the service quality factor affecting purchase was high; brand
reliability is important. The third factor is “Customers’ respect to
inverter technology” which concern global warming and saving energy,
was high.

The results of the linear regression analysis show that all
factors are related to each other. The highest factor which affects

customer’s behavior is the customers’ respect to inverter technology.

Key word : Air Conditioners, Inverter Technology, Consumer Behavior
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