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ABSTRACT

The objective of this research is to study the level of consumer behavior and
satisfaction in purchasing electrical appliances in North Eastern of Thailand including the
variance analysis of personal factors and the influencing prediction of the variables. The
researcher developed 5 Likert scale of 34 items of a questionnaire by reviewing from the
concept and theory of Kotler, Kuarana and Groth & Grandey, for thinking based. The simple
random was used for collecting data from 318 respondents of the people in the North
Eastern. The statistical analysis is frequency, percentage, mean, standard deviation, t-test,
F-test, MANOVA and regression.

The research results found that the mean of consumer behavior and customer
satisfaction are high level equally for all component at 4.25 and contributed statistically
significant different at 0.05, separated by income and occupation at F= 0.292, 3.13 (p-
value= 0.009, 0.026), respectively. Meanwhile, the variables in terms of occupation,
income and intended purchasing electrical appliance types impacted significantly on
informative acquisition channel at R%= 0.22. Besides, the informative acquisition channel,
fulfillment and trust predicted on customer satisfaction at Beta 0.14, 0.12 and 0.11,
respectively. Importantly, the results also demonstrated that these three variables
influenced together on customer satisfaction at prediction coefficient R* = .04 (Std. error
.44). Consequently, electrical appliances entrepreneurs must improve building site and
training the service quality capability of the staffs.

Keywords: Consumer Behavior, Customer Satisfaction, Electrical Appliances
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