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Abstract

The Detergent industry in this_thesis is the industry which produces
and distributes the deterusnt. which now-a-days is necessary item for the
households in Thailand because of their wide range of use not only for
washing clothes but also other materials. Therefore, the stuéy of
consumers' attitude tow;:dsthe domestically broduced detergents in Bangkok,
in the researcher's opinion, is an interesting subjec* bL=cause by studying
one will know the attitude of consumers which can be used as a guideline

wlenever need should arise.

This study of consumers' =ttitude was stressed upon the constructicn
of questionnaires to be answered by the population in Bangkok arsa takan
at random and upon interviewing the manufacturers and distributers of
‘detergents. From the questionaires and interviews the study inrdicates

the followings:- e

1. It shows that the consumers do not use the detergert cnly fox

washing clothes but also for washing other ma.=rials.



2., The popular brands of detergent to consumer are Breeze,

Justic Poa, FAB in the percentage of 44.0, 19.0 and 17.7 respectively.

3.. Most of the detergent consumed now-a-days will do no harm to

consumers' body.

4, The ones who make decision on choosing the brand and shopping

for detergent for the households are housewives.

5. The favourite places that consumers prefer to buy detergent

are retail stores and cooperative stores respectively.

6 The popular sizes of detergcul are large size and fanmily size.

Most of the consumers purchas= 1 unit at a time.

7. Most of the consumers think that the prices of detergent

are too high.

8. The consumers accept that the packages of the détérgents- are

suitable.

9. Most of the consumers have an idea on the fragrance of

dertergents that they should be a iight fragrance,

10. The majority group of consumer prefer to have price discounts.

Free goods and bonuses are the consumer second preference while only the

minority groups of consumer prefer a prize drewing.

11. The factors of consumers' decision on purchasin: tergents
" )
first, is the buying convenience, quantity, familiarity and lzand- second

is foam, fragrance and package. The last is special program. advertisiug

and special ingredient.

T TR



12. Advertising is a great help to consumers on choosing the
i

i brands of detergents.
13, Television is the best media for advertising the detergents.

The suggestions that the researcher would like to make are as

. follow:-

1. The producers and distrituters should devclop their products

' for consumers' brand loyalty.

2. The pricing strategy of the detergents market is suitable.

3. The companies might find the rew channel for distribution

which emphasizes on the convenience in purchasing such as drugstores,

coffeeshops.

4. The advertising messages should aim at the housewives.
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