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ABSTRACT

This independent study aimed at studying customer behavior towards purchasing
consumption goods at Jamfa Plaza Shopping Mall in Mueang Lamphun district and exploring
factors affecting their needs of purchasing the consumption goods at the studied shopping mall.
Samples of this study were specified to 300 customers of Tambon Nai Mueang and Tambon Ban
Klang branches of Jamfa Plaza Shopping Mall in Mueang Lamphun district. Data obtained were
analyzed by the descriptive statistics, consisting of frequency, percentage and mean.

The findings showed that most customers were single female in the age between 26-
40 years old, holding Bachelor’s degree, working as employee of private company and earning
monthly income at the amount of 10,001-15,000 baht. The majority owned and went to Jamfa
Plaza Shopping Mall by motorcycle with 2-3 people accompanied. They normally made
purchasing decision and decided to purchase goods at Jamfa Plaza Shopping Mall by themselves.
Most of them usually purchased clothes and spent about 501-1,001 baht in each time of purchase
at the studied shopping mall. The consumption goods, however, were purchased at Jamfa Plaza
Shopping Mall at less than 50% of the total purchase. They usually went to Jamfa Plaza Shopping
Mall at 1-2 times in a month, during 15.01-18.00 hrs. on weekdays: Monday — Friday and
weekends and spent less than 1 hour for purchasing products. Most of them came to the studied

shopping mall to purchase goods for personal use and got to know the information of products



from friends/family members. They felt neutral with the services obtained at the studied shopping
mall.

The Product sub-factor affecting consumer’s purchasing decision at the highest
level was the product quality. The Price sub-factor affecting consumer’s purchasing decision at
the highest level was the reasonable price comparing to its quality. The Place sub-factor affecting
consumer’s purchasing decision at the highest level was the proper working hours. The
Promotion sub-factor affecting consumer’s purchasing decision at the highest level was the
special discount for members/the discount seasons. The People sub-factor affecting consumer’s
purchasing decision at the highest level was the polite and clean dressing of staff. The Physical
Evidence sub-factor affecting consumer’s purchasing decision at the highest level was the image

and the reputation of the shopping mall itself.



