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ABSTRACT

The purposes of this research were 1) to study basic business factors to purchase
refrigerators for commercial use of the customers in Phranakhon Si Ayutthaya Province, 2) to
study factors for making decision to purchase refrigerators for commercial use of the customers in
Phranakhon Si Ayutthaya Province, 3) to compare decision levels to purchase refrigerators for
commercial use of the customers in Phranakhon Si Ayutthaya Province divided by basic business
factors. The samples were 137 customers who purchased refrigerators for commercial use in
Phranakhon Si Ayutthaya Province. The data were analyzed by percentage, mean, standard
deviation and F-test by determining at a significant level of .05.

The findings indicated that most customers are general retailers that sell beverages like
energy drink, drinking water, soft drink, beer and fruit juice. They purchased the refrigerator from
Sanden for 1 unit with internal volume 201 to 400 cubic liters and the price is lower than 40,000
baht.

As a whole, the factors for making decision to purchase the refrigerator for commercial
use were at a high level. When each aspect was considered, it was found that products, prices and
distribution channels made customers purchase refrigerators at a high level. Marketing promotion
was at a moderate level. The comparison of the decision making to purchase the refrigerators for
commercial use separated by basic business factors showed that, overall customer with different
characteristics of business, beverages, brands of refrigerator, internal volume and numbers of
refrigerators had no different levels of purchasing. The customers who purchased refrigerators at

various prices had differences of decision making in prices and marketing promotion.
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