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Abstract

The objective of this study, An analysis of data base on consumer preference in Nakhon
Ratchasima are: first, to analyse the data base on consumer behavior in three service secters ;, department
stores, banks and hotels, second, to study consumer preference on those services according to sex,
age, education occupation and incomes, and third, to study the problems and how to improve those
services in Nakhon Ratchasima.

The primary data is 496 samples from the nonprobability sampling survey. These samples are
from purposive sampling by occupation in the urban area of Muang District Nakhon Ratchasima.

The statistical package of social science (SPSS/PC*) is used in the descriptive analysis, and
the results are shown in the form of percentages, arithmetics mean, standard deviation, t-test and
ANOVA. Most samples are in the labour force, have bachelor’s degree and medium level incomes.

The number of female samples is a little higher than that of men. The results of the study
include three main points. First, most of these consumers always go to Klang Plaza (Jomsurang road)
and Big C at noon and in the evening on the weekend. On average, They go there two times a month
because of convenient transportation and parking. Second, most of these consumers always go to the
Bank of Krung Thai limited and Bangkok bank limited during lunch hours. They go to the bank 2-4
times per month, especially those of two banks because of convenient transportation, parking and
stability. Third, most of consumers always go to Rajchaphruk and Sima Thani hotels, but they don’t
often go to the hotels in each month. The important activity at the hotel is food service. The reasons
for going to Rajchaphruk Grand and Sima Thani are the convenience in transportation and parking.
However, the consumers’ preference of services from department stores, banks and hotel is in the
medium level.

Besides, the comparative preference study on the consumers by sex, income level for the
services of department stores, banks and hotels shows no difference. However, if the results are divided
by consumer age and education, the comparative preference from the services of department store is
different, but not banks and hotels. For the comparative preference by occupation, the consumers
always feel that the services of the department stores and hotels are the same, but not the banks.

The important recommendation for service improving of department stores, banks and hotels
is the decreasing of price of those services in the marketing.



