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Abstract 1 8 8 O 4 8

The purposes of this study were to investigate Bangkok customers’ behaviors and
factors affecting buying exercise instruments and to compare the significance level of those
factors caused by customers with different personal status. The 400 subjects were 400
randomly selected from the population of 1,949,599 families residing in Bangkok
Metropolis. Questionnaires were used to collect the data. Frequency, arithmetic mean,
percentage, standard deviation, t-test, ANOVA, and Scheffe Analysis were employed to
analyze the data, using SPSS software version 11.

It was found that most respondents were female, aged below 30 years, with family
income of 20,000-40,000 baht and 3-4 family members. Their houses were of single
type. Most used to use exercise instruments but never owned one at home. Their reason for
buying the machine was for exercising. Family members influenced their decision to buy
most. The factor affecting their decision was modern exercise technology of the machine.
The frequency of using the instruments was uncertain, depending on chances. It took them
1-3 weeks before deciding to buy one. They consulted with and bought the instruments
from the sports section of department stores. Sale promotion and TV commercials affected
their decision most. Their favorite payment method was by cash. In case of paying by
installments, the period of 6-12 months was preferable. The machines they like most was
those with multi- functions with spinning belt for fat reduction, digital displays of time,
distance, speed, pulse rate, and calories burned, adjustable oars, and foot massage running
track.

With respect to the four aspects of market mixture; namely, the products, the price,
sale channels, and sale promotion, the study revealed that customers placed the importance

at the highest level on the quality, duration, safety, and warranty of the products, as well as
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the price of the supplementary equipment while other factors gained high level of
importance.

The comparison of significance level of factors accelerated by consumers’ personal
status revealed, as a whole, no difference among customers with different status. However,
the detail investigation indicated that customers with 1-2 family members placed more
importance on products’ brands than those with 6 members. The family income was also
found affecting the decision to buy differently. That is, customers with 20,000 - 40,000
baht/month placed more importance on the quality of the products than those with lower
than 20,000 baht. Those living in single houses put more importance on quality and
duration than those living in townhouses on maintenance. In addition, customers living in
twin houses paid more attention on distance to and parking lots of distributors. They
preferred buying from direct distributors to those in commercial row buildings. Customers
living in townhouses put more importance on salespersons than those living in single
houses. The study was significant at the level of .05.
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