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Introduction Furniture industry has one of the fiercest competitions in Thailand. For the new 
entrant, it is essential to study and understand the consumer behavior in order 
to survive in this market and attempt to gain market share from the existing 
market leaders.  

Purpose The purpose of this study is to investigate the key influential drivers of 
consumer intention, the major barriers or obstacles of consumer intention, and 
the market opportunity based on consumer behavior through the case study of 
IKEA.   

Methodology A quantitative approach was used to fulfill the purpose of this study. 257 
respondents in Bangkok Metropolitan area were conducted online via 
SurveyMonkey website. Respondents were asked a series of questions about 
purchasing pattern, behavioral intention, factor influencing the choice, and 
demographic information. Secondary data was also utilized to increase the 
value of the findings. Then, SPSS program was used to calculate and analyze 
data through descriptive statistics, ANOVA, factor analysis, reliability analysis, 
and discriminant analysis. 

Findings The key influential drivers of consumer intention on home furnishing are shop 
service image, shopping reliability and facility, basic merchandise and major 
reference group. 12 factors were considered for furniture purchase and 9 
factors were considered for home decoration purchase in terms of basic 
merchandise.  

Conclusion Thailand might be a new potential market for IKEA.  It is because Thai 
consumers have no brand loyalty on home furnishing products and they prefer 
a one stop shopping store that fits with the concept of IKEA store. Also, IKEA 
has many suppliers in Thailand that may get an advantage of keeping the lower 
cost by using the local sources. IKEA, however, perhaps needs to adapt some 
strategies to be suitable for Thai consumers such as offering delivery service, 
and assembly service. The challenge is how IKEA can deal with the only one 
store to compete the others who have many stores in different location. 
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Chapter 1:  Introduction 

In the introduction it provides a brief overview of the background of the industry and the 
theoretical background to discuss the research area, followed by a problem statement. 
Thereafter it indicates the research purpose and the research questions of this thesis. Finally an 
outline for the thesis will be presented. 

1.1 Background 

1.1.1 Industry Background 

IKEA was established by Ingvar Kamprad in 1943, it started by selling pens, wallets, picture 
frames, table runners, watches, jewelries and nylon stockings. In 1948, Furniture was introduced 
in the product range. The first showroom was opened in 1953 with the concept of quality with 
low price. The first IKEA store was opened in 1958 at Älmhult in Sweden, which was the largest 
furniture display in Scandinavia (IKEA Group Corporate Site, 2009a). Nowadays, IKEA is the 
world’s largest home furnishing retail chain which has more than 300 stores in more than 35 
countries, including franchises, which has more than 600 million visitors around the world (Inter 
IKEA Systems B.V., 2010a). IKEA plans to open 12 new stores nationwide which include one 
superstore in Bangkok, Thailand (IKEA Group Corporate Site, 2009b). 

In September 2008, IKEA signed a five-year production contract worth 15 billion baht with 
Thailand’s SPS groups - a Thai furniture maker and a supplier of board-based furniture- for 
supplying furniture to expand its presence in Asia, the western coast of the United State and 
some part of Europe (Ekvitthayavechnukul, 2008). Also, IKEA plans to venture with Siam 
Future Development, a leading shopping center and retail real estate developer in Thailand, to 
open the first IKEA store in Bangkok (Post Today Newspaper, 2008). 

In May 2009, Siam Future Development and Ikano, who received the franchise rights for 
operating IKEA home-furnishing mega stores in Singapore and Malaysia, announced to invest in 
building a Mega Bang Na shopping centre on the eastern outskirts of Bangkok. This will occupy 
an area of over 40,000 square-meters and will be the largest complex offering furniture products 
in Asia. The first store in Thailand will be opened by October 2011 (Bangkok Post Newspaper, 
2009).  

Thailand’s furniture industry is the one of the strongest in the Southeast Asia and aims to be the 
furniture hub in the region due to its superior production quality, innovative and elegant style 
influenced by unique cultures and lifestyles, abundant rubber supplies which could become the 
sources of raw material, flexibility in the materials as well as various exhibitions provided by 
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Thai government to support and promote Thai furniture. These activities include a furniture 
exhibition which is held every year to attract a large number of visitors from all around the 
world. Thailand International Furniture Fair (TIFF), for instance, is organized by the department 
of Export Promotion, Ministry of Commerce Royal Thai Government with support from Thai 
Furniture Industries Association, the Furniture Industries Club and the Federation of Thai 
Industries in order to be able to complete with other competitors in the region such as Vietnam, 
Indonesia and Malaysia. 

Focusing only on the furniture industry in Thailand, there are approximately 2,596 manufacturers 
of furniture and furniture parts. The majority of them are 2,220 small manufacturers, followed by 
294 medium manufacturers, and 86 large manufacturers. The export of furniture and furniture 
parts is a significant part of Thailand’s economy, as the total value of exports of year 2009 in this 
sector is US$ 1,002.04 million. However, the estimate of domestic market is approximately 
20,000 million baht or around US$ 583 million1

There are several players in Thai furniture market. The domestic companies include S.B. 
furniture, Index Living Mall, Modernform, Rockworth, Maxima, Pasathan etc. The market share 
of three leading domestic furniture companies; S.B., Index and Modernform, is more than 60% 
of the total market share. The international companies include Garant Moebel, Dongha, Ethan 
Allen, Habitat, Mobilia Flexy Living etc. The furniture market segmentation can be classified 
into three categories; High end, medium and low end. The high end furniture market is imported 
furniture which focuses on the design and quality. The medium furniture market is local brands 
using domestic or international materials. The low end furniture market is imported furniture 
without any brands identified which focuses on provincial areas and is selling through furniture 
wholesalers (Anonymous, 2009). As the three local companies have a majority market share in 
Thai furniture market, it is a challenge for IKEA as a new competitor to grow a market or steal 
market share from those existing companies.  

. Consequently, export market is larger than 
domestic one (Thai Department of Export Promotion – Ministry of Commerce Royal Thai 
Government, 2010). On the other hand, the total value of import furniture of year 2009 is 1,500 
million baht or around US$ 43.69 million (Anonymous, 2009). 

1.1.2 Theoretical Background 

Market opportunity can be evaluated by several fields such as comparative market information, 
competitors’ performance, customer requirements, technology, inflation and the economy, legal 
and ethical requirements, political conditions, social change, market share, market trends and 
developments, new and emerging markets, profitability, sales growth and so on (Stevens et al., 
2006). In this research, however, I will emphasize to study on consumer behavior.  
                                                           
1 Exchange rate for year 2009, THB 34.3351/US$, Source : Bank of Thailand 
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When firms extend into a new market, they must determine the ownership structure and the 
management strategy that will maintain their competency advantages the best. Since the different 
consumers have different needs or even the same consumer can make different decisions 
depending on the situation, it is essential to know the consumer behavior because such study 
provides clues for developing offers that deliver satisfaction to the customers in order to be able 
to succeed in the new market. 

Consumer behavior not only has always been considered an important factor for the producers 
and the other actors in a number of steps from producers to end user, called the vertical value 
chain or networks, but also puts forward a decision making model, purchasing patterns which 
involves the thoughts, ideas, feelings and experiences to satisfy needs and desires in the 
consumption process (Yadin, 2002; Peter and Olson, 2002; and Solomon, 2006). Studying 
consumer behavior enables companies to predict how their consumers will respond to 
promotional messages and to understand why they make the purchase decisions in the 
marketplace. Furthermore, understanding consumer behavior is essential to the long run success 
of any marketing strategy. For instance, if companies know more about the consumer decision 
making process, they can design marketing strategies and promotional messages that will affect 
consumers more effectively (Schiffman and Kanuk, 2004; Lake, 2009).  

As buying decision processes are different based on the types of products that intend to be 
purchased, there are four typical types of consumer buying behavior which are based on the 
degree of buyer involvement in the decision and the degree of differences between brands 
available to the customer. The different types of consumer buying behavior may be differently 
forming attitudes and beliefs and influencing on a number of behavior outcomes through the 
decision making process. By classifying these types of buying behavior, company can specify 
the scope of a campaign or strategy to influence the customers to satisfy their needs and wants 
(Kotler et al., 1999; Troll, 2005).  

An understanding on how customers make decision about furniture purchases will enable 
researchers to further understand the key drivers of household furniture buying decisions of 
consumers that will guide companies on matter ranking from marketing and promotion to sales 
approaches (Roy, 2002). 

To gain a more comprehensive understanding of consumer behavior, it is necessary to study the 
attitudes toward behavior, subject norms, behavioral intention and external factors such as 
environmental influences, personal variables through the theory of reasoned action because the 
theory of reasoned action can predict the consumer behavior through all of those factors. 
Understanding of how customer attitudes are formed is also important because the relationship 
between attitudes and behaviors is relevant to the prediction of consumption since behavior 
usually reflects established beliefs and attitudes and behavior can be influenced by a number of 
factors beyond attitude including direct personal experience, influence reference group, and 
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mass-media communication. By understanding all of these, it can help to predict and understand 
motivational influence on behavior (Peter and Olson 2002). 

Overall, the theory of reasoned action maintains the attitudes toward an action which can predict 
a consumer’s intended consumption behavior. Nevertheless, to be able to access the 
understanding of attitudes toward furniture and home decoration purchasing behavior, it is 
essential to understand the types of consumer buying behavior, decision making process and the 
attitude formation. Since the different types of consumer buying behavior can establish the 
different formation of the attitudes and beliefs, decision making process can explore the 
consumption pattern, expectation for future consumption and the level of satisfaction. Those 
studies can therefore evaluate the market opportunities in terms of consumer behavior by 
comparing the factors influencing the consumer behavior with IKEA’s market strategy in the 
other countries in Asian market to predict the market possibilities for Thailand before entering to 
this new market. 

1.2 Problem Statement 

During the past few decades, doing business has been highly competitive globally including Thai 
furniture industry, the consumers have a great deal of various choices and options to decide on. 
Consumers play a significant role as they are the ones who are directly involved in the final 
buying of products or services. Most consumers today are more informed, more knowledgeable, 
more demanding, more perceptive than ever before. In Thai furniture industry, for example, 
companies thus have forced to find their consumer’s needs and wants by learning and 
understanding their consumer behavior in order to make them buy so as to earn revenue and to 
survive in the market. Companies then have to provide new products or services for consumer 
satisfaction. For example, Index Living Mall, one of the biggest leader furniture companies in 
Thailand, has offered one stop shopping and lifestyle living solution for customers instead of just 
a furniture solution in order to meet the consumer satisfaction from all levels (Index Living Mall, 
2010). Another example is S.B. furniture, the leading Thai’s furniture, has introduced the first 
3D pro designer program to Thai furniture market (S.B. Furniture, 2010).  As a result, the 
understanding of consumer behavior is crucial to succeed in the business. The better the 
company understand the consumer’s behavior, the more sales it can generate. In contrast, vague 
understanding of consumer habit makes the company hardly compete with other rivals and this 
occurrence might force company to withdraw from the market.  

Sheth (1982) demonstrated that many previous researches on consumer behavior area have 
focused on empirical knowledge rather than theoretical knowledge. The empirical knowledge has 
resulted in generating lots of facts and explanations about the consumer themselves, how much 
they buy the products or services, their media and shopping habits, demographics, lifestyles and 
psychographics. The popular theories on consumer behavior research have emphasized on social 
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psychology (such as social cognition, attribute theory, information processing theory, social 
identify theory etc.), diffusion of innovations theory (such as the tendency of new products) and 
personality research (such as individual or social learning). As a result, this study has focused on 
both empirical and theoretical knowledge. Theoretical knowledge is used to establish the 
variables of behavioral intention to purchase furniture and the factors influencing on home 
furnishing choice. Empirical knowledge, then, is used to describe the findings in consumption 
patterns and demographics for Thai furniture purchasing.  

Although, there are some previous academic researches on Thai furniture consumer behavior, 
they have focused narrowly on the specific type of furniture or one specific residential area. For 
instance; the key factors influence customer buying decision on bedding sector in Saraburi 
province, Thailand by Teocharoenchai (2001), this research studied on Thai consumer behavior 
on bedroom furniture purchasing in order to find out the factors influencing the bedroom 
furniture decision through the marketing mix including product, price, place, and promotion. 
Another example is the factors affecting decision to purchase household furniture of the 
consumer in Bang Khen District, Bangkok Thailand by Sujayaporn (2008). Those researches are 
lack of general frameworks to be used for analysis of Thai furniture consumer’s behavior for this 
study. It is because they were focusing on the observation and reporting on a specific event or 
behavior such as bedroom furniture purchase rather than the explanation or experiment on the 
theoretical knowledge on the consumer behavior theories. This study thus will develop the 
factors influencing on home furnishing decision from those researches and use the theoretical 
knowledge through types of consumer buying behavior, consumer decision making process, the 
sources influence forming attitude and the theory of reasoned action in order to predict the 
consumer behavior by considering both positive and negative factors which might be having an 
influential driver of consumer intention to buy furniture in Thai market focusing on Bangkok 
metropolitan area since the first IKEA’s store will be located in Bangkok. Then, those factors 
will be used to evaluate IKEA’s marketing opportunity in Thailand in terms of consumer 
behavior as a new entry competitor by comparing the IKEA’s strategy in the other countries in 
Asia or South East Asia such as Japan and China.  

1.3 Research Purpose 

The aim of this study is to provide an evaluation of IKEA’s market opportunity in Thailand by 
providing an insight into consumers’ perception of the consumption patterns of furniture among 
the consumers in Thailand’s market through the decision making process in order to understand 
the buyer’s behavior of furniture through the types of consumer buying behavior and identify 
what the positive and negative factors are related to consumer decision making process on 
behavioral intentions to purchase. In order to access these perceptions, this study employed the 
theory of reasoned action as the main conceptual framework for investigating the consumer 
behavior attitudes towards furniture and home decoration that can predict a consumer’s intended 



The Evaluation of IKEA’s Market Opportunity in Thailand 
 

P a g e | 6  
 

consumption behavior. Based on this methodology, the idea that purchase patterns and factors 
influencing the purchase decision can be forecasted by consumers’ intention holds a valuable 
implication for IKEA to analyze and evaluate the market opportunities in terms of consumer 
behavior whether Thailand can be a new potential market or not.  

1.4 Research Question 

• What is IKEA’s market opportunity in terms of consumer behavior in Thailand market? 

However, it is necessary to analyze the key influential drivers and the major barriers or obstacles of 
consumer intention to purchase furniture in Thai market in order to identify the market opportunity. 
Therefore, the sub questions are as follows.  

1) What are the key influential drivers of consumer intention to purchase furniture in 
Thailand market? 
 

2) What are the major barriers or obstacles to consumer intention to purchase furniture in 
Thailand market that might have an impact on IKEA? 
 

1.5 Disposition of the Thesis 

This thesis consists of seven chapters as the following description of each chapter. 
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• In this chapter, the background to the subject is introduced and then it moves on to the 
problem discussion of this thesis and endes up with a purpose which answers three 
research questions.

Chapter 1: Introduction

• In this chapter, it describes how the research and the methodology are conducted and 
how to collect and analyze the data.

Chapter 2: Research Methodology

• In this chapter, it presents a literature review in previous studies which is related to the 
subject and the choices of theories which are used throughout the thesis, including the 
type of consumer buying behavior based on the degree of personal involvement and 
the degree of differences among brands, furniture purchasing process, the theory of 
reasoned action and the sources of influence on attitude formation

Chapter 3: Frame of Reference

• In this chapter, it presents an overview of Thai furniture market, the capacity of Thai 
furniture and furniture parts, the buying behavior and the key factors to purchase 
furniture. 

Chapter 4: Background and Description of Thai 
Furniture Market

• In this chapter, it introduces the background of IKEA and the study of its strategy to 
show what activities IKEA adapted in Asia Market.

Chapter 5: IKEA Background and Strategy

• In this chapter, it provides the empirical finding and the analysis of the empirical data 
by using the theories in chapter 3. 

Chapter 6: Empirical Finding and Analysis

• In this chapter, it draws the conclusions of this study based on the analysis which are 
connected to the research questions and fulfilled the research purpose.

Chapter 7: Conclusion
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Chapter 2:  Research Methodology 

In the research methodology, the choice of the subject will be discussed and justified, followed 
by preconception, the research approach, research paradigms, scientific approach, and research 
design. Thereafter, it follows the selection of data collection source. Finally, it presents the 
trustworthiness of what is the reliability and validity before starting this study as well as the 
limitations of the research area. 

2.1 Choice of the Subject 

IKEA is the one of the successful home furnishing retail chain throughout the global market 
which provides excellent design and function with low price. Key success factors include the 
unique design capabilities, unique sourcing, and tightly controlled logistics. Because of its 
success, the myth of IKEA continues to attract the attention of academic researchers.  

Several companies have a success in Thai furniture market, whereas some of them encounter a 
failure. As IKEA plans to expand and invest in Thailand, - the leading furniture manufacturer in 
South-East Asia-, in October 2011, this occurrence motivates me to study and learn more about 
this market opportunity in terms of consumer behavior. Since consumers’ requirement are 
different from one country to another. Thus, it is a chance and challenge to IKEA in Thailand 
whether it will succeed like Chinese market or fail like Japanese market in its first entry. The one 
important reason why IKEA wasn’t successful in Japanese market in the first entry is because it 
unclearly understood Japanese consumption and lifestyle (Capell, 2006). As consumer behavior 
is the key to understand the consumers’ requirement, the knowledge from consumer behavior 
researches such as a consumer’s decision process, buying behavior or consumption patterns 
helps companies to know the way their consumers think, feel, reason and choose among 
alternatives, and to identify marketing opportunities as well as problems (Lake, 2009). Therefore, 
it is necessary to study and understand the consumer behavior before entering into the new 
market.   

2.2 Preconception 

As a student of the Master’s Degree in Marketing program at Umeå University, the first core 
course is consumer behavior.  This course motivated me to do thesis in this area since the 
analysis and understanding consumer behavior plays an important role in the success of 
companies’ marketing strategies. I am able to observe the current development and problem with 
the new entry of furniture competitions in Thailand especially in Bangkok where I was born and 
grew up and had work experience in dealing with Thai furniture manufacturers. Therefore, I am 
familiar with Thai consumer behaviors and cultures which help reducing the possibility of 
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linguistic misunderstanding when translate some secondary data from Thai into English and 
translate the questionnaire form English into Thai.  As a result, I decided to write the master 
thesis with the topic related to the evaluation of IKEA’s market opportunity in Thailand by 
focusing on consumer behavior. 

2.3 Research Approach  

Generally, quantitative research is any research procedure dealing with data collection in 
numerical form such as questionnaires, graphs, tables, or statistics. On the other hand, qualitative 
research is any research processing dealing with data gathering in non-numerical in nature such 
as categorizing data (Saunders et al., 2007). 

In consumer research, quantitative research is the study to understand the effects of various 
promotional inputs on the consumer to enable marketers predicting consumer behavior by 
dealing with data collection in terms of experiments, survey techniques and observation. While, 
qualitative research is the study to find out or discover new ideas and to develop promotional 
strategy by dealing with data collection in terms of depth interview, focus groups sessions, 
metaphor analysis, college research and projective techniques (Schiffman and Kanuk, 2004; 
Levy, 2005). 

The main research approach of this study is quantitative research which is based on measureable 
data collected in numbers to represent the characteristics of variables that influence on consumer 
buying decision. Since IKEA does not enter into Thai market yet, it is difficult to focus on the 
target consumer group. As a result, the survey will be conducted randomly which can be 
generalized to larger populations. The quantitative research, thus, can help in this situation by 
utilizing large samples ranking in size from around hundreds respondents that all respondents are 
asked the same series of closed questions which allow for better statistical analysis. Furthermore, 
as quantitative research can predict the consumer behavior, it is consistent with the research 
objective that seeks to discover the factors influenced the purchase decision to predict and 
understand the consumption patterns. However, the results from the questionnaire in the 
quantitative method are limited as they provide numerical descriptive rather than the depth 
detailed information. As a result, the secondary data of both qualitative data (e.g. data gathering 
in non-numerical in articles etc.) and quantitative data (e.g. the statistics in the market value of 
Thai furniture industry) were used to enhance the value of the findings during the quantitative 
research. 
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2.4 Research Paradigms 

The research paradigms are used to describe a set of basic beliefs and dictates that for scientists 
in a particular style of enquiry influence what should be studies, how research should be done 
and how results should be interpreted which determine the direction of the research in order to 
reach the reality, create the mindset of the researcher and apply the research findings. There are 
comprised of three categories which are ontology, epistemology and methodology. These 
paradigms have been continuously developed from four main dimensions which are positivism, 
interpretivism, objectivism and constructivism (Maksrithongkum, 2003; Voce, 2004; Kent, 2007; 
Bryman, 2008; Salmani and Akbari, 2008). 

Ontology is concerned with the nature of being and reality which does not require much 
evidence for validity. This also implies a study of existence based on the assumption of its 
absolute and metaphysical meaning (Kent, 2007; Nel, 2007). Moreover, Bryman (2008) 
classified ontology into two positions which are objectivism and constructivism. Objectivism is 
an ontological position known as critical realism which considers multiple perceptions of a 
single, mind-independent reality (Krauss, 2005). While, constructivism is also an ontological 
position which does not concern with an ontology reality but instead the constructed reality 
related to social relationship and interaction as social constructed (Bryman, 2008; Salmani and 
Akibari, 2008). 

Whereas, epistemology is concerned with the study of knowing, how knowledge is established 
and how knowledge can be obtained which one seeks to understand the origin, process and 
limitation of observation (Kent, 2007; Nel, 2007). Furthermore, Bryman (2008) classified 
epistemology into two positions which are positivism and interpretivism. Positivism is a 
epistemology position which holds the authentic knowledge based on actual experience and 
relied on experiments that the theory used as a framework test hypotheses in order to discover 
the truth and study of social reality and beyond (Krauss, 2005; Bryman, 2008). While, 
interpretivism is also a epistemology position which holds the belief in the truth through 
understanding, emotional and sympathetic empathy of human behavior influenced by the 
observer and relied on interviews and observation to describe perceived truth (Kent, 2007; 
Bryman, 2008) .  

In addition, methodology is concerned with the identification of the particular practices used to 
obtain the knowledge. The methodology chosen relies on what one is trying to do instead of a 
commitment to a particular paradigm which should match with the particular phenomenon 
(Krauss, 2005).  

As this study will find the variables influencing on purchasing decision, positivist epistemology 
is adopted in this study.  The nature of knowledge of positivist epistemology can be described in 
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a systematic way that consumers make decisions after weighing alternatives or it generally 
involves testing hypothesized relationship between variables to see which variables have affected 
on buying decision (Schiffman and Kanuk, 2004). Furthermore, Voce (2004) stated that the 
knowledge is built based on sense experience and positive verification that makes accurate and 
certain knowledge to enable the researchers to determine how things really are and how things 
really work. Similarly, Guba and Lincoln (1994) described that the knowledge according to 
positivist epistemology can be established through accumulation of verified fact or probably fact 
that is taken from the generalizations by articulated as cause-effect linkages. They may be used 
most efficiently for prediction and control. Generalizations may then be made, with predictable 
confidence to a population of setting. 

2.5 Scientific Approach 

Scientific approach involves the observation and theory to test scientific hypotheses which 
consists of deductive and inductive approach (Saunders et al., 2007). Deductive approach is 
concerned with testing or confirming hypotheses which represent the relationship between theory 
and research to identify how data can be gathered in relation to make up the concept of 
hypothesis that moves from general theory to specific observation. While, inductive approach is 
the building theory which is the reversed process of the deductive approach that moves from 
specific observation to broader generalization and theories (Trochim, 2006, and Bryman and 
Bell, 2007). 

In this study, I would want to have a clear theoretical position on consumer behavior prior to 
designing the questionnaire for developing and testing variables. The data gathered could then be 
collected and enable me to test the variables that have influenced on the purchasing decision. 
Lately, the result will be analyzed and presented. As a sequence, deductive approach is adopted 
in this study. 

2.6 Research Design 

Research design provides the glue that holds together research structure to show the major part 
of a research project and to address the research questions. A choice of research design will 
reflect decision on a range of the dimension research process and methodological procedures 
such as sampling and statistical packages. It thus enables researchers to find the answers of 
research questions in any research project (Bryman and Bell, 2007; Saunders et al., 2007). 

Research design can be generally classified into three categories based on techniques or the 
nature of the research problem which are exploratory design, descriptive design and causal 
design (Hair et al., 2007). Exploratory research is designed to generate basic knowledge, ideas, 
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insights or hypotheses, to clarify relevant issues uncover variables associated with a problem, to 
uncover information needs and to define alternatives for addressing research objectives. 
Descriptive research is designed to provide further insight into the previous research problem by 
describing the variables of the characteristic of the topic of interest in the research. Causal 
research is designed to provide information on potential cause and effect relationship (Hair et al., 
2007; Kent, 2007).   

According to Hair et al. (2007), the descriptive research can be classified as either cross-
sectional or longitudinal design. Cross-sectional design requires data to be collected at a 
particular point of time and summarized statistically by measuring the elements only once during 
the survey process to find relationship between variables (Bryman and Bell, 2007; Hair et al., 
2007). This design involves a sample from the population of interest and a number of 
characteristics of the sample members are measured (Hopkins, 2000), the different groups of 
people to look at similarities or differences between them (Neville, 2005).While, longitudinal 
design observes the same sample of cross-sectional design over long period of time (Neville, 
2005; Bryman and Bell, 2007; Hair et al., 2007).  

Even though longitudinal design can make observing changes more accurate than cross-sectional 
design, it is not appropriate for this study due to limited time. This research involves studying at 
the same point of time on the several variables influenced on the purchasing decision on 
furniture and home decoration products. As a result, cross-sectional design or social survey 
design is adopted in this study. 

2.7 Selection of Data Collection Sources 

Data are the collection of facts, figures and systematic records which are often used for the 
electronic processing and manipulation of the collected material, and their conversion into useful 
information. Data can be divided into two categories; qualitative and quantitative data or primary 
and secondary data (Kent, 2007 and Yadin, 2002). 

Quantitative data are any information dealing with numbers such as questionnaires, graphs, 
tables, or statistics that can utilize the process of measurement. On the other hand, qualitative 
data are any information that can be collected that is non-numerical in nature such as words, 
phases, texts or images (Kent, 2007 and Saunders et al., 2007). 

This research uses two main sources of data collection. One is primary data that are from online 
survey. Another is secondary data that include both quantitative and qualitative data to give 
supporting data and to fulfill the gap from the online survey in this study. 
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2.7.1 Primary Data 

Primary data are data that have been collected by the researcher specifically for the project at 
hand such as field research, surveys and polls (Ivanovic and Collin, 2003; Kent, 2007; and 
Yadin, 2002).  

In this research, the primary data collection methods will focus on the quantitative data 
collection as survey research. Since this study involves with the collecting information from a 
large sample, the survey research is the appropriate approach (Hair et al., 2007). 

2.7.1.1 Online Survey 

Online survey is administered via computer networks such as intranet or internet through the use 
of either email or web-based survey (Hair et al., 2007 and Kent, 2007). There are many benefits 
of online survey conduction. First, it attracts large numbers of respondents in a short amount of 
time at lowest cost. Second, it has a higher the percentage of people who actually respond to a 
survey than other survey methods such as telephone or email survey. Third, it is quickly and 
easily to collect and analyze the data. Fourth, respondent can reply at anytime anywhere. Fifth, 
respondents remain anonymous that might encourages respondents to be more forthright and 
honest than other survey methods. Sixth, it has no interview bias. Finally, it is easily to set up 
and manage (Coomber, 1997; Schiffman and Kanuk, 2004; Dillman, 2006; Hair et al., 2007; and 
Kent 2007).  

In this research, the questionnaire will be assigned space on a server of web survey software 
packages and service such as SurveyMonkey. This online survey prevents the same respondent 
from filling in the survey more than one time by limiting one response per IP address. It, then, 
will randomly contact respondents by using email invitations in order to participate in this survey 
and asked them to go to the website by clicking on the web address. The online survey, however, 
might not represent the whole population since it is limited to the respondents who have an 
internet access. Furthermore, it is difficult to force the respondents to answer all the questions or 
completed the survey before closed the website.   

2.7.1.2 Samplings 

Sampling is a small group of people selected to represent the whole population for survey 
purposes which can be classified as either probability or non-probability sampling (Ivanovic and 
Collin, 2003; and Yadin, 2002). 

According to Hair et al. (2007), probability sampling is generally used in quantitative research 
by using a random procedure to represent sample from the population. With probability 
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sampling, researcher can calculate the error related to particular sampling design and can make 
the decision with knowledge in hand. On the other hand, non-probability sampling is generally 
used in qualitative research by using a non-random procedure to select a case from the 
population of cases. With non-probability sampling, researcher cannot calculate the error but can 
apply informed judgments to obtain usable sample information.  

In this research, probability sampling will be used in terms of area sampling. Hauser and Hansen 
(1944) described that area sampling is a form of sampling in which a region is subdivided to be 
sampled into a set of small areas or some of the divisions and then selected at random for a 
completed survey. Thus, this survey will focus the samplings on Bangkok metropolitan area 
since IKEA will open its first shop in Bangkok. The respondents are the residents in Bangkok 
area. The assumption is people who work in Bangkok tend to have an accommodation within the 
metropolitan area. According to this assumption, the questionnaires that translated into Thai 
version were sent via email lists to individuals such as employees who are working in Bangkok 
and students who are studying there. The email lists of approximately 100 were retrieved 
primarily from author’s connections with the locals as the author is Bangkokian and then from 
asking the respondents to distribute the survey to their networks of friends, colleagues, and 
families in order to increase the number of respondents. Some of the questionnaire links were 
posted to social network website such as Facebook and the Bangkok-online community such as 
Pantip.com, Dek-D.com, and skyscripercity.com etc. The respondents will be asked where their 
residential area is to ensure that all respondents are living in Bangkok. The questionnaires which 
respondents did not answer all the questions nor had lived in Bangkok were eliminated from the 
survey. Thus, the survey is interpreted of the reliable and valid questionnaires. 

2.7.1.3 Question Guide 

As the objective is to understand the consumption patterns and buying behavior of furniture, this 
study developed the question guide based on the types of consumer buying behavior of home 
furnishing,  decision making process that focuses on asking consumers about their purchase 
preferences and consumption experiences in the general furniture purchasing they can do so in 
person. 

In this research, the form of questions using in the questionnaire is closed-end questions. With 
closed questions the respondent is given the alternative of choosing an answer from a list 
provided with a question given the benefits of a statistical interpretation that is much easier to 
code, compare and statistically analyze (Reja et al., 2003; Hair et al., 2007).  The questions are 
based on the decision making process that focus on the stages through an individual consumer 
decision of home furnishing purchase. Along with this process, the influential factors on 
purchasing consideration will be examined through how they could affect consumer intention 
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through the attitude toward behaviors, subjective norms and the external variables and what the 
factors that could influence on home furnishing purchase. 

In the questionnaire, it is divided into four sections. The first section asks about the home 
furnishing purchasing pattern. By this home furnishing means furniture, home décor and 
accessories items excluding appliance and electronic entertainment items. This section is 
focusing on the general consumption experience in home furnishing, and the source of finding 
information on home furnishing. The second section asks about behavioral intention to purchase 
furniture that is identified by attitude toward the furniture buying behavior and subjective norms. 
To ascertain attitude toward the furniture purchasing behavior, respondents will be asked to rate 
their level of agreement by using 7 point rating of agreement or disagreement (7 = strongly agree 
and 1 = strongly disagree) with a number of statements relating to basic merchandise nature, 
shopping reliability and facility and shop’s service image. To accurately understand the 
subjective norms, respondents will be asked to rate their level of agreement with a number of 
statements relation to major and minor reference group. The third section asks about the factors 
influencing home furnishing. Respondents will be asked to rate their level of importance by 
using 7 point rating of important or unimportant (1 = not at all important and 7 = critical) with a 
number of factors relating to consideration when buying home furnishing. The forth section 
collects the external variables including gender, age, education, employment status, marital 
status, the number of family members, income, types of living and residential area.  

In addition, the questionnaire translation is made by native speakers, including the author, the 
translation team, then it is read proved by native English speaker and professional translator. The 
translation process has been designed both in Thai and English in parallel then the final version 
was again validated to ensure the reliability results on the questionnaire. Starting by designing 
the questions in Thai, then the English draft version was developed. After the English draft 
version was completed, the translation team were asked to translate the questions back into Thai. 
In this step, some adjustments had been made, then the second draft version was released which 
was proved read by the native English speakers and the professional translator before all the 
questions can be posted to the survey page. 

2.7.1.4 Data Collection 

Data were analyzed by using the SPSS program. Descriptive statistics were used to describe 
sample characteristics such as demographic characteristic, home furnishing purchasing pattern, 
behavioral intention to purchase furniture, and the factors influencing home furnishing. T-test or 
ANOVA were used to assess the statistical differences between the means of two or more 
groups. Factor analysis was used to measure various aspects of behavioral intentions to purchase 
furniture, as well as to reduce the factors influencing furniture and home decoration choice. The 
basic concepts of factor analysis model are summarized in figure 2.1.  
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Figure 2.1: Basic Concepts of Factor Analysis Model 
Source: Anonymous. (2006b). 

According to DeCoster (1998), factor analysis is a statistical method used to examine how 
underlying constructs influence the responses on a number of measured variables. Factor 
analysis is typically divided into two types; exploratory and confirmatory. Exploratory factor 
analysis is used to discover the nature of the constructs influencing a set of responses. While, 
confirmatory factor analysis is used to determine if a specified set of constructs is influencing 
responses as predicted on the expected number of the constructs.  The purpose of using factor 
analysis is to reduce a large number of variables to a smaller number of factors (Garson, 2010). 
In this study, the exploratory factor analysis model was used to test the applicability of the item 
development; where by principal components extraction was performed to test the reliability and 
validity of the measurement model. 

Factor loadings or the correlation coefficients between variables and the extracted components 
were used to measure each of factors. Also, item-to-total correlations were calculated to measure 
reliability of each factors and to eliminate variables. Habing (2003) suggested that if the numbers 
of sample size are 200, the value of the loading should be 0.384.  If the numbers of sample size 
are 300, the value of the loading should be 0.298. As the result, the value of loading in this study 
should particularly be 0.30 or higher, since the numbers of sample size are 257. Therefore, items 
which had a value lower than 0.30 were dropped from further analysis. Next, the reliability 
analysis or Cronbach’s alpha was calculated for each of these common factors and ‘Cronbach’s 
alpha if item deleted’ also was used for identifying and deleting unreliable items. Finally, the 
discriminant function analysis was used to predict the value of dependent variable (purchase 
intention) for group membership from the independent variables. 
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2.7.2 Secondary Data 

Secondary data are data that have already been compiled from the existing sources or through 
desk research such as website, company records, magazines, newspaper, official statistics and 
government publications for their own purpose and are to be used for a secondary purpose 
(Yadin, 2002; Ivanovic and Collin, 2003; Hair et al., 2007). According to Kent (2007), desk 
research entails the proactive seeking out of the existing data in both quantitative and qualitative, 
which is supposed to use for a secondary purpose, and also findings in previous reports, studies, 
newspapers, magazine articles, journals or other literatures that might be useful for the research 
purpose at hand in the analysis, planning or controlling of marketing activities. Such data can 
help to define research problems, issues or opportunities and to develop research design. Also, it 
might be helpful to interpret primary data in context with more insight.  

Even though, the majority of sources come from the primary data collection which is necessary 
to achieve the research’s goals and objectives more effectively and efficiently, it is difficult to 
get an in-depth interview with the top executives in large and famous Thai companies without 
having connections or networks that directly link to the management team there. With 
enthusiasm on IKEA entering Thailand market, some newspapers and magazines had already 
conducted an interview with the executive directors in the leading furniture companies who 
understand their customers and will have a direct impact from IKEA’s operations in order to get 
some ideas of consumer requirements. As a result, this study will also base on the secondary data 
collection from those newspapers and magazines, some prior researches, and other secondary 
data sources related on consumer behaviors in Thai furniture market. Those secondary data are 
likely source of documents for both quantitative and qualitative data analysis which would cover 
all the data needed to analyze in this study.  

Figure 2.2: Research Process 
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2.8 Credibility Criteria 

As the measurement of any phenomenon always involves a certain amount of chance error, any 
research should be tested for reliability and validity in order to address issues about the quality of 
the data and appropriateness of the methods used in a research project as shown in Table 2.1 
(Cano, 2001 and Kent, 2007).  

Reliability Validity 
• Cronbach’s Alpha 
• Item-to-total correlation 

• Factor analysis (factor loading) 

Table 2.1: Reliability and Validity 

2.8.1 Reliability 

Reliability is the extent to which any measuring procedure produces consistent results in order to 
address how accurate of research methods and techniques used to produce data (Cano, 2001). 
According to Hair et al. (2007), reliability is usually associated with multi-item scales consisting 
of multiple variables which are related to the question that respondents evaluate as part of the 
whole concept. To be reliable as a scale, the results achieved by respondents consistently should 
be correlated. A measure of scale reliability is typically measured by a Cronbach’s coefficient 
alpha and item-to-total correlation. A Cronbach’s coefficient alpha is a measure of internal 
consistency reliability for test scores by calculating the average of all possible split-half 
coefficients with the range from 0 to 1, the value of 0.7 as a minimum to be accepted. However, 
some studies can accept the minimum value in the range of 0.5 to 0.6 (Hair et al., 2007 and Kent 
2007). While, item-to-total correlation is a measure of consistency reliability to reduce indicators 
in ease of a low value of Cronbach’s alpha in order to increase reliability. It is based on the items 
in the component and the total score from the questionnaire. The item will be eliminated when 
the value is less than 0.3, that means this item does not correlate very well with the scale overall 
and it will have to be dropped (Field, 2009). To obtain higher reliability, this research applied 
SPSS to calculate both Cronbach’s coefficient alpha and item-to-total correlation for the 
variables on questionnaire. 

The data in this study have been conducted by the questionnaire that is translated by native 
speakers from both Thai and English in order to ensure that respondents understand the questions 
and respond them appropriately. This questionnaire thus could increase the reliability data. 
Furthermore, the original data and figures have been validated twice before entering the data into 
SPSS program and then have been measured by the statistic method with high reliability to 
ensure that the interpretation of the results is accurate and the analysis is reliable. 



The Evaluation of IKEA’s Market Opportunity in Thailand 
 

P a g e | 19  
 

2.8.2 Validity 

Validity addresses whether the research measured what it intended to measure or how truthful 
the research results are which deal with the appropriateness of the method to the research 
question (Cano, 2007; Golafshani, 2003; Hair et al., 2007 and Kent 2007).  In this research, it 
will focus on using construct validity to assess measurement validity through factor analysis 
(factor loading). According to Carmines and Zeller (1991), construct validity is based on the 
extent to which a measurement relates to other measures by understanding the theoretical 
rationale underlying the measurements. To assess construct validity three steps have to be 
followed.  First, the theoretical relationship must be specified. Second, the empirical relationship 
between the measures of the concepts must be examined. Final, the empirical evidence must be 
interpreted in terms of how it explains the construct validity of the particular measure being 
tested.  

This study aims to evaluate IKEA’s market opportunity in terms of consumer behavior. To 
obtain higher validity, this research will use literature reviews and prior researches to guide what 
variables are supposed to be measured in the questionnaire. The data consist of many variables to 
find out the key influential drivers and the major obstacles of consumer intention to purchase 
furniture in order to lead to an accurate evaluation of IKEA’s market opportunity in Thai market 
based on the consumer intention to purchase furniture. 

2.8.3 Generalizability   

Generalizability determines whether or not the samplings from a study conducted on a sample 
population can be representative of the population at large (Bryman and Bell, 2007). Since the 
samplings in this study are focusing on the residents in Bangkok Metropolitan area from various 
zones with a wide range of background who has made a decision on buying a piece of furniture 
or home décor in the past few years, it can be concluded that they are representatives of the 
potential furniture buyers in Bangkok market. As the samplings in this study are focusing on the 
Bangkok Metropolitan area, all these samplings could be representative of the Bangkok 
population at every zone. According to the questionnaire asked about the residential area of 
respondents, the results showed that there are more than one respondent from each area. 
Furthermore, as studying in quantitative research works generalizability in statistical, random 
sampling allows generalizability through the principal that the study sample is likely to be 
statistically representative of the larger population of interest (Bryman, 1988). Therefore, it is 
possible to extrapolate Bangkok population that can make predictions about consumer intention 
to purchase home furnishing. 
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2.9 Limitations 

Since the first IKEA’s store will open only in Bangkok and only small numbers of Thai people 
know of IKEA brand, the conducting a survey by using area sampling by focusing on Bangkok 
metropolitan area would be appropriate approach for unpredictable target consumer groups in 
this study. However, this sampling might not be representative the whole of Thai furniture 
consumers. 

In addition, the result of an evaluation on IKEA’s market opportunity in Thailand might not be 
accurate because the consumers are not aware of IKEA’s strategies in Thailand market or the 
market positioning of the brand in Thailand which may be different from the other countries in 
Asia or South East Asia. Since most of Multinational Corporations (MNCs) use the different 
approaches to implement strategies in each country because of their different orientation. 
Therefore, it is hard to predict what IKEA’s strategy would probably be implemented in 
Thailand’s market. Muji, for instance, a Japanese retail company, has been positioned itself with 
reasonable price, high quality and simple design. However, when it opened its first store in 
Thailand in 2006, it turned out to be a luxury shop which is located only in the luxury shopping 
mall such as Central Department Store (Muji, 2010). 
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Chapter 3:  Frame of Reference  

In this chapter, the overview of the previous chapter related to the problem area and more 
specifically to the research question will be reviewed. Firstly, the choice of theories will be 
discussed. Then, the developed conceptual framework of described theories will be provided by 
four types of consumer buying behavior, household furniture buying process, the sources of 
influence on attitude formation, and the theory of reasoned action. 

3.1 Choice of Theories 

As consumer behavior research is the study of how, what, when, and why people buy products or 
services, it is a challenge for marketers to understand the consumers respond to the different 
elements of the presenting of marketing mix with combining the elements from psychology (e.g. 
perception, cognitive, emotion, personality, behavior, and interpersonal relationships), sociology 
(e.g. society, human social interaction, demography, criminology, social stratification, political 
sociology, sociology of race and sociology of gender), socio-psychology (e.g. attitudes, 
persuasion, social cognition, self-concept and cognitive dissonance) anthropology (e.g. culture, 
class, human being), and economics (e.g. production, distribution, and consumption of goods and 
services) (Dodoo, 2007; Blythe, 2008). 

There are several consumer behavior researches on household products. Ferber (1962) 
demonstrated that the popular theories in household behavior are theories of spending or saving 
behavior, influence of variables other than income on spending and saving (e.g. socio-economic 
characteristics, financial factors, expectations and intentions to buy), determinants of asset 
holding, determinants of specific expenditures and decision process. Similarly, Manchester 
(1977) discussed that the economic theory of maximizing utility of an individual plays an 
important role in household behavior which is focusing on demographics; lifestyles and attitudes; 
kind of income; diet and health; quality, services and prices.  

Consequently, the consumer behavior is fundamental to marketing strategy which holds the 
understanding and recognizing of the customer needs which is the key to predict buying behavior 
of consumers in the marketplace. Since the explaining and predicting of consumer choice is still 
largely unknown among consumer and marketing research, it goes beyond the current interests of 
marketers’ concern about analyzing both marketing and behavior (Foxall, 2001). 

When firms extend into a new market, they must determine the ownership structure and the 
management strategy that will maintain their competency advantages the best. To be able to 
succeed in the new market, it is essential to know what type of consumer buying behavior is 
because it has always been considered a vital stage in the consumer purchase decision process. 
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Then firms can predict the consumer behavior by using the theory of reasoned action based on 
the attitude formation, subjective norms and behavioral intention. 

As a result, the study of furniture and home decoration behavior has deal with the following 
aspects of the subject: (1) type of consumer buying behavior based on involvement with the 
product and brand that may influence consumer’s behavior and explain the consumer’s 
differential response to different products or brands and the consumer’s differential individual’s 
attitudes or behavior for a specific product category; (2) the decision making process that may 
explain the consumer behavior, identify and measure the relative importance of the factors that 
enter into the decision making process; (3) the source of influence on attitude formation that may 
lead to intention and particular behavior; (4) the theory of reasoned action that focuses on 
attitude toward products, behavioral intentions toward some product categories. 

This study proposes a theoretical model which captures the main characteristics of the furniture 
and home decoration buying behavior, explains how the buyers build their belief, behavior and 
attitude toward a product, explains how they made the decision by determining a set of decision 
making process, and explains how the attitudes are formed in order to fulfill the factors of 
attitude toward behavior and subjective norms in the theory of reasoned action. A comprehensive 
understanding of these will enable researchers to further understanding and predicting of 
furniture and home decoration behavior. 

3.2 Type of consumer buying behavior 

Consumer buying behavior refers to the buying behavior of the final consumer. Buying behavior 
is the decision process and act of people involved in buying and using products. Since the 
consumer decision making varies by the different types of buying decision. Every company, 
therefore, needs to identify its target consumers and their decision processes before planning its 
marketing. As a result, the identified type of consumer buying behavior will help a firm on what 
is important to the consumer, how belief, attitude and behavior are progressed and also suggest 
the important influences on how buying decisions are made. 

The level of product involvement has reflected on consumer behavior that can identify its 
attitudinal and behavioral correlates such as search behavior, information processing and 
cognitive responses. Cognitive responses mean the beliefs about an attitude object after receiving 
a message (Ivanovic and Colling, 2003 and Solomon, 2006). High product involvement typically 
deals with the decision on high priced, high perceived risk such as buying a car or house. On the 
other hand, low product involvement deals with the decision on inexpensive, low perceived risk 
such as buying household products (Lastovicka and Gardner, 1978). Consequently, high product 
involvement leads to complex decision making which requires long decision sequences. While, 
low product involvement leads to simple decision making which the decision process is 
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considerably shorter than high product involvement (Bloch, 1982). When a purchase decision 
requires more participants and more careful consideration, consumers are believed to be more 
motivated to search for information (Warrington and Shim, 2000). Researchers have identified 
four typical types of consumer buying behavior based on the level of involvement for product 
that consumer intends to purchase and the level of perceived brand differentiation (Adcock et al., 
2001; Kotler, 2003; Kotler and Armstrong, 2005; Solomon, 2006; Warrington and Shim, 2000). 
These four types describe a process through a three-step hierarchy from beliefs and knowledge to 
the formation of attitudes, and then to purchase decision as shown in Table 3.1  

By identifying the different types of consumer buying behavior, the company can understand the 
various influences on buyers and the influence a number of behavior outcomes including search 
behavior and information processing, how consumers actually build their attitude toward a 
product so that it can develop offers which are meaningful and attractive to target consumers, 
and create solution that delivers satisfaction and profits to the consumers (Kotler, 2003 and 
Solomon, 2006).     

Complex Buying Behavior  

Consumers undertake complex buying behavior or extensive decision making (Howard and 
Sheth, 1969) when they encountered in situations where there is high involvement and perceived 
significant differences among brands. This behavior can be associated with purchasing in 
expensive, risky, and infrequently bought products such as cars, homes, computers, education 
(Kotler and Armstrong, 2005). Since those products have long lifetime to repeat the purchase, 
consumers in this group are not fully acknowledgeable about the product category and what 
attributes to be considered at the time of purchase. This influences the probability side of 
perceived risk that will motivate them to actively learn the product or brand information 
(Kapferer and Laurent, 1986). The buyers will search relevant volumes of information source 
types such as public, personal, or commercial and formats such as print, audio, video, 
interpersonal in order to meet their needs and to manage perceived risk associated with high 
involvement purchase (Grant et al., 2010). After that, the buyers will pass through a learning 
process. First they form beliefs about a product by accumulating knowledge from multiple 
relevant attributes. Next, they evaluate these beliefs and develop attitude toward the product by 
weighting the careful alternatives. Finally, they take brand preference as the ideal choice in the 
product category (Solomon, 2006). This process often results in the type of brand loyalists; the 
buyers felt strongly about choosing the best brands and showed very little interest in changing 
brands (Warrington and Shim, 2000).  
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Dissonance-Reducing Buying Behavior  

Dissonance-Reducing Buying Behavior occurs when consumers are expected to be highly 
involved in purchase but show a little interest in the brands. Howard and Sheth (1969) 
determined this type of buying behavior as limited decision making that the consumers 
occasionally buy product. They need to obtain information about unfamiliar brand in a familiar 
product category and perhaps they require a moderate amount of time for information searching. 
This is likely to be the case with the purchase of expensive, infrequent or risky products such as 
furniture (Kotler and Armstrong, 2005). Since the perceived brand difference is not significant, 
the buyers may shop around to learn what brands are available but they buy relatively quickly on 
the basic of a few obvious, often new, features rather than on the basic of the features actually 
required (Adcock et al., 2001 and Kotler, 2003). Quality performance seems to be more 
considerable for this group than for others (Warrington and Shim, 2000). However, the 
consumers might respond simply to a good price or to purchase convenience when they find no 
difference in the quality or they might select for the higher price when they find quality 
performance (Kotler, 2003 and Kotler and Armstrong, 2005). 

After making a purchase under such a circumstance, consumers are likely to experience the 
dissonance when they notice certain disadvantage of the purchase or hear favorable things about 
brands not purchase (Kotler and Armstrong, 2005). Consumers attempt to reduce the risk of 
dissatisfaction by searching information about purchase (Mitchell, 1992). Warrington and Shim 
(2000) called this group as involved information seekers. They have a strong interest in the 
product category and they are highly motivated to search information from a variety of sources 
in order to make informed choice by selecting the best brand within the product category.  They 
are willing not only to experiment with multiple brands, but also consider changing brands if 
they find a better one. To avoid changing the brands, a company’s after sale communications 
should provide information to supply their beliefs and evaluations that help the consumer feel 
good about their brand choice (Kotler, 2003). During information searching, the consumers will 
get the new belief about the product category and then they will build a set of attitude.  

Habitual Buying Behavior  

Habitual buying behavior occurs under the conditions of low consumer involvement and few 
significant perceived brand differences (Mitchell, 1992). Warrington and Shim (2000) called this 
group as routine brand buyers with representing the repeat purchase based on the consumer’s 
habit or routine. Likewise, Howard and Sheth (1969) determined this group as routine response 
with buying low involvement frequently purchased low cost items. The examples of products 
that are every often purchased almost automatically on the basic of habitual buying behavior are 
newspaper, magazine, food products, frequently purchased products, and most low-cost products 
(Adcock et al., 2001).  
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Unlike other groups, habitual buying behavior does not pass through the usual three-step 
hierarchy of beliefs, attitudes, and behavior (Kotler and Armstrong, 2005). Since consumers are 
little interested in either the product or brand alternatives, they do not actively seek out 
information or need very little search and decision effort related to the product or interest in 
experimenting with a variety of brands. They usually do not form a strong attitude toward a 
brand but they select it because of familiarity. The buying process of this group starts with brand 
beliefs formed by passive learning and is followed by purchase decision or behavior which may 
or may not be followed by evaluation (Warrington and Shim, 2000 and Kotler, 2003). 

Variety-Seeking Buying Behavior 

Variety-seeking buying behavior or impulsive buying behavior (Howard and Sheth, 1969) occurs 
when the consumers are not involved with purchase and no conscious planning but there are 
significant perceived brand differences. Similarly, Bayley and Nancarrow (1998) defined that 
impulsive buying behavior is often forms of unplanned purchases which the consumers make a 
decision when they are in store. Since the cost of switching brands is low and a large number of 
choice alternatives, consumers generally will change their brand frequently because of boredom 
or dissatisfaction (Mitchell, 1992). In contrast, Kotler (2003) suggested that the consumers 
change brands because of the sake of variety rather than dissatisfaction. Similarly, Hoyer and 
Ridgway (1984) stated that switching brands is driven by desiring for new products as a purchase 
exploration. 

The typical example of a product is very often selected on the basis of buying an alternative to 
what was purchased on the pervious occasion. However, there is no clear preference either by the 
individual making the purchase or more particularly by the users of the products such as different 
users in family (Adcock et al., 2001). Givon (1984) demonstrated that household products are 
one of the examples of this product category.   

In a three step sequence, initially, the consumers have some beliefs about products  with a little 
interest in brand alternatives, they seemingly satisfy with some minimum level of performance 
by viewing price as the standard selection on the basis of limited knowledge (Warrington and 
Shim, 2000). Then, they form an evaluation of that product or brand only after the product has 
been purchased or during consumption. The attitude is likely to come through behavioral 
learning in which their choices are reinforced by good or bad experiences with the product after 
purchase. But next time, the consumers might pick another brand out of a wish for trying 
something different (Kloter and Armstrong, 2005, and Solomon, 2006). 
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Table 3.1: Types of Consumer Buying Behavior 

Source: Modified from Kotler (2003) , and Solomon (2006) 

In case of IKEA, IKEA offers home products from upholstered furniture to a variety of 
household furniture including furniture, accessories, textile furnishing, bathrooms and kitchens. 
In this study, IKEA products will be divided into two categories; furniture and home décor and 
accessories. Home décor and accessories are the other IKEA’s products excluding furniture such 
as kitchen equipment, small storage, lighting, decoration and mirrors, flooring, textile and rugs, 
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clothes storage etc. (IKEA, 2010a). Furniture refers to dissonance-reducing buying behavior 
since furniture is a high product involvement for which the consumers are prepared to spend 
considerable time and effort in searching information because of the perceived risk associated 
with the expensive product and perhaps some are less interested in brands than performance, or 
some are less interested in performance than price when it has a little bit different in quality etc. 
While, home décor and accessories refer to variety-seeking buying behavior since home décor 
and accessories involve with low product involvement for which the buyers are bought 
frequently with a minimum of thought and effort because of little to no perceived risk with 
inexpensive product. This buying, however, is not based on the consumer’s habit.  

3.3 Decision Making Process 

Decision making process is a series of steps that a buyer goes through in making choice about 
which products and services to buy (Solomon, 2006). Decision making process models have 
been suggested in a number of different areas as the following examples.  

Ferber (1962) divided the household decision making process into three distinct stages; First, a 
particular action that comes to the attention of the household purchase; Second, the specification 
and deliberation among alternative forms of household purchase such as the different types of 
specific household products, the difference of payment forms and specified times of making the 
purchase; Finally, the actual choice that one alternative is selected as the best and the decision is 
made to purchase.  

Hansen (1972) indicated the typical consumer behavior decision into two models. First, 
consumer information-processing models focus on information searching which describes how 
this information is related in order to reach a decision. Second, problem-solving models focus on 
evaluation of alternatives which includes evaluation, decision and post-decision.  

Zeleny (1981) discussed human decision making modeling into two basic approaches. First, the 
outcome-oriented approach focuses on what the outcome of the decision process which is based 
on the view that if someone can predict the outcome of the decision process correctly, then that 
person obviously understands the decision process. Conversely, the process-oriented approach 
focuses on how decisions are made which is based on the view that if someone understands the 
decision process, then he or she can correctly predict the outcome of the decision process. Both 
approaches consist of three stages of decision making process. First, pre-decision stage focuses 
on the information gathering and evaluation process. It begins with the decision makers 
dissatisfy with the current situation which is the non-availability of suitable alternatives, then 
they start searching the information for new alternatives that can reduce the conflict to an 
acceptable level, and then evaluate a choice among alternatives that are compared with the idea. 
Second, decision stage is made from the highest point of the small number of options at the 
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previous stage. Finally, post-decision stage continues to search new information in order to 
increase the decision maker’s confidence. 

Puto (1987) found the three stages of risky individual choice behavior process. First, an editing 
stage represents the initial analysis of the problem into a series of prospects. It provides the first 
step in identifying the major factors influencing the structure of the reference point formation. 
The initial reference point consists of the two general factors which are the buyer’s expectations 
of product or vendor performance, and specific buying objectives that are the quantified 
performance target in force for a given procurement such as the delivery must be within one 
month. Second, an evaluation stage represents the decision maker who gives a value to each of 
the edited prospects and selects the one with the highest value in the choice set. This stage is the 
modifying the editing stage by additional information such as the content of a supplier’s sales 
message or justification of the particular choice from either themselves or a superior. Sales 
message should focus on the positive aspects instead of negative ones to avoid a loss shifted or to 
achieve a gain. For example, when it frames the outcomes in positive terms, it can produce a 
positive decision frame and encourage risk aversion. Conversely, when it frames the outcomes in 
negative terms, it can produce a negative decision frame and encourage risk taking. Finally, the 
choice is making the decision from alternatives by comparing with the reference point. The 
outcomes will be frame as either gains or losses.  

Shao et al. (2008) indentified the decision in a durable product purchase with three common 
pathways to consumer choice in order to understand the relationship between attributes and 
decision outcomes. First, a single-stage choice utilizes the single alternative when the consumers 
are trying to reduce the complexity of the decision task through multiple screening decisions. 
Second, the two stages of screening and choice. Screening will be used by consumers in complex 
decisions to eliminate alternatives, whereas choice is the consideration among many alternatives 
resulting in a choice decision. Finally, the three stages of awareness, consideration, and choice 
set composition. This stage also will be used in a complex decision situation where consumers 
are faced with many alternatives. Consumers, thus, trend to utilize multiple decision stages. 
However, it emphasizes on the choice outcome which calculating utility maximization and 
predicting the choice set composition. 

Nevertheless, most of decision process models generally deal with five different stages: problem 
identification, information acquisition, evaluation of alternatives, decision making, and post-
purchase (Peter and Olson, 2002; Kotler, 2003; Olsen, 2003; Troll, 2005; and Solomon, 2006). 
However, the consumers’ intention will drop out at each stage of their decision making process 
(Olsen, 2003). Those stages are the most common of all decision making models which put 
major emphasis on information search, and predict more or less complex decision processes 
depending on the specific circumstance. The different between simple and complex decision 
process is complex decision processes considerably longer period of time than simple decision 
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process, and complex decision process needs more careful analysis of alternatives (Hansen, 
1972). In this study, complex decision refers to furniture purchases and simple decision refers to 
home décor and accessories purchases. The decision making process begins with considering 
various methods that customers use when they face with a purchase decision. During this 
process, first, the customer is identifying a problem or a need for a product. Second, they are 
searching the information about product alternatives to solve the problem or satisfy the need. 
They probably want to do some research in order to narrow down a few alternatives (Peter and 
Olson, 2002; Solomon, 2006). Olsen (2003) found that consumers expect the website for the first 
place to be able to find information about products that they are considering buying even though 
a store does not sell its product online. The website might make the consumers more likely to go 
to the store to buy the products. However, the majority of dropouts’ intention to buy a product in 
this stage is inadequate product information. For example, some consumers could not identify 
purchase options from the product list, or some could not decide if the products would satisfy 
their needs. As a result, companies should be taking their consumers’ information needs into 
account and trying to know exactly what basic information consumers need in order to identify 
purchase options (Olsen, 2003). Third, the consumers evaluate alternative to arrive at a decision. 
They must make a choice from the available alternatives on rational basis in terms of satisfying a 
need, and having benefits from the product solution (Kotler, 2003 and Solomon, 2006). Also, 
there are a large number of consumers who dropped out their intention to purchase at this stage 
because of inadequate product information. For instance, the consumers could not decide 
whether the product they were interested in would fit their needs. Companies, therefore, should 
concern what detailed product information consumers need to know when evaluating product 
alternatives, which product evaluation criteria consumers will use, how companies encourage 
consumers to contact the sales and support department when they have questions about the 
products (Olsen, 2003).  The fourth stage is purchase decision, the consumers form preferences 
among the alternatives in the choice set (Zeleny, 1981; Puto, 1987; Peter and Olson, 2002; 
Kotler, 2003, and Shao et al., 2008). The consumers would want an easy way to find out where 
and how to purchase, or an easy way to contact the sales department (Olsen, 2003). Finally, after 
making a decision, the outcome of post purchase affects the final step in the process. The 
consumers will evaluate the overall feeling about the product and buying experience from the 
level of satisfaction or dissatisfaction (Olsen, 2003; Kotler, 2003). 

As described in the five general stages on the decision making process, companies need to 
adequately provide the product information from both online and offline sources in order to 
support the consumers in this process and to avoid the consumers dropped out their buying 
intention in the middle of the decision making process. By understanding the key drivers of 
consumer needs and concerns as they progress through the decision making process, companies 
can build better and more successful strategies with gaining market share and raising revenue.  
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3.3.1 Furniture and Home Décor and Accessories Household Decision Making Process 

Furniture is one of household durable goods which have long repeat purchase (Stone and Rowe, 
1960), perhaps once every four or so year for some families (Roy, 2002). As most of household 
durable goods are purchased for family use, family members may make a joint decision (Wilkie 
et al., 1992). The decision making process of durable product that is presented by Davis (1976), 
Wilkie et al. (1992) and by Belch and  Willis (2001) is similar to the general decision making 
process as mentioned before. However, since this process moves toward more joint decision 
making with the family members involved at one or more steps in the process, the process lies 
within the recognition that family members involved in a joint decision may well not share 
similar purchase motives, choice criteria, information, or product preference. 

Although, those models might be suitable for the household furniture decision making process, 
the specific study of how the furniture buyers made decision about furniture purchases which 
have been reported by Roy (2002) will be more suitable for this study. The consumer’s furniture 
purchasing decision can be classified into five stages; planning, research, shopping, item 
selection, and store experience, as shown in figure 3.1   

On the other hand, since, home décor and accessories household products are less expensive 
product and perceived risk than household furniture and the decision making process is very 
similar to household furniture decision making process, but the decision processes considerably 
are shorter than household furniture (Hansen, 1972) and the detail in each stage is a little bit 
different. This study, therefore, will use the same decision making model because none of the 
researches were studied specific decision making process in home décor and accessories 
household.  

 
Figure 3.1: Household furniture Decision Making Process 

Source: Adapted from Roy (2002) 
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Planning 

At the initial stage of purchasing process, it begins when a consumer identifies the needs and 
wants to make a purchase. This stage is the same as problem identification stage in the general 
decision making process as discussed before. Need recognition may result from either receiving 
information on furniture through advertising, word of mouth, other communication channels, or 
changing in lifestyle such as purchase a new home, birth of children, job change (Lihra and Graf, 
2007). Similarly, Roy (2002) found that worn out furniture is the main reasons to activate the 
furniture buying process followed by moved to a new residence and changing a new model or 
style. Furthermore, the need recognition can respond to a marketing stimulus even the consumers 
did not recognize the need. For example, the consumers pass furniture showroom and are 
attracted by the design of its showroom display. Kotler and Armstrong (2005) suggested in this 
stage that companies should research consumers to find out what kinds of needs or problems 
arise, what brought them about, and how they led the consumer to this particular product.  

Almost every furniture consumers are planned purchases, while some home décor and 
accessories consumers are planned purchases and some are unplanned purchases. Consequently, 
some consumers who are planned purchases can identify the needs. For instance, if the 
consumers plan to move to a new residence, they want to buy the new furniture as well as home 
décor and accessories. The decision making process for those will be the same as furniture 
purchasers. However, some consumers who are unplanned purchases for home décor and 
accessories might not have this stage. 

Research 

After consumers made the decision to buy furniture, purchasers will gather the information from 
the different information sources to decide where to shop and what to buy. The information 
sources can be classified into four categories. First, personal sources come from family, friends, 
neighbors, acquaintances. Second, commercial sources come from advertising, salesperson, 
dealers, packaging, and displays. Third, public sources come from mass media, consumer 
organizations, and specialist magazines. Lastly, experiential sources come from handing, 
examining, using the product (Hansen, 1972; Kotler and Armstrong, 2005).  

However, Roy (2002) found the further information source for furniture purchaser that is stores. 
The consumers collect the information by 64% of those visited the stores for ideas, 51% of those 
called or visited stores to compare prices, 43% of those read the advertising or catalogue, and 
40% compared advertised prices. Moreover, the buyers can research furniture online to gather 
more information about products before making a purchase at a local store. For instance, the 
website provides visual presentations of furniture such as detailed three-dimensional 
representations of furniture and floorplans showing furniture in the consumer’s own room 
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(Anderson, 2005 and Lihra and Graf, 2007). By searching online, the consumers can save time 
shopping, form opinions about products, decide which stores to visit, determine how much to 
pay, save money at stores by identifying discounts, check store inventory for availability, find  
driving directions to stores, and so on (Anderson, 2005). 

Epperson (2005) stated that the catalogue and internet offering expands dramatically on the in-
store mix. For example, in furniture catalogue from both offline and online, it does not only have 
furniture but also decoration items beyond that of its offering. This might encourage more 
spending in home décor and accessories items. Perhaps, some consumers who are unplanned 
purchases in home décor and accessories items might be stimulus to trigger unrecognized needs 
in this stage.   

Shopping 

The third stage in the furniture buying process is deciding where to shop. After searching 
information, consumers may want to see and touch the real product which perhaps the color is a 
little bit different from the catalogue as well as obtain more detailed information about options, 
product quality, and other issues perceived as important before making a final selection (Lihra 
and Graf, 2007). A number of consumers may rely on the information at store to help them make 
a variety of decisions prior to the commitment of external information seeking (Punj, 1987). 
Salesperson, thus, should clearly communicate overall style and quality of products offered, new 
products, new promotions and available price range in their advertising (Roy, 2002).  

When shopping for furniture, most consumers visit more than one store. Roy (2002) reported that 
the average of visiting store is 3.2 stores, of which 76% visited three or more stores, and 10% 
visited two stores. Only 14% visited just one store before making the decision. However, Punj 
(1987) discussed that 60% of all durable buyers are made after they have visited only one store. 

In addition, as the store design and efficiency are particular important in making decision (Lihra 
and Graf, 2007), it is essential to make store different from other competitors to create awareness 
among consumers who have never visited store and encourage them to buy more products 
(Wyman, 2006). Inman et al. (2009) suggested that in-store can stimulate the need recognition 
for the consumers who are unplanned purchases before shopping. Therefore, the home décor and 
accessories consumers who are unplanned purchases and cannot recognize the needs in the 
planning and research stage might identify their needs in this stage.  
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Item Selection 

The fourth stage in the furniture purchasing process is selecting the product to buy. When 
consumers decide to buy furniture, most of them only have a general idea of what they want to 
buy. Roy (2002) demonstrated that 64% of those have no idea about brand, and 42% of those 
have no idea about model. Most consumers, therefore, are made the final decision at store. 
Likewise, Lihra and Graf (2007) suggested that the relationship between consumer and 
salesperson developed at the pervious stage of shopping may push consumers to select the 
furniture in the store. As a result, retailers should advertise a large number of items by focusing 
on the range of style and quality instead of specific brand or model. 

As furniture purchase decisions are made jointly with family members such as wife, husband, 
children, grandparents, consumers might bring them along when furniture shopping to make sure 
they also like the item and to get a second option (David, 1976; Belch and Willis, 2001; Roy, 
2002).  

Furthermore, the amount of time a consumer spent on a furniture purchase is relatively longer 
than a home décor and accessory purchase. Roy (2002) reported that 66% of furniture buyer 
made a purchase in a month or less, 34% made a purchase in more than month. 19% of 
consumers took only one day to purchase furniture from the time they started looking. Ferber 
(1962) suggested that even though most of durable goods purchases are planned and thought out 
carefully in advance, sometime the decision is made quickly when the product was needed 
urgently such as when the currently product broke down.  In contrast, 60-80% of home décor and 
accessories buyers in small appliances and 85-90% in cookware, towels, and sheets are made a 
purchase only one store and decision to buy it at the shopping time (Punj, 1987).  

Since most of consumers do not purchase additional furniture and home décors and accessories 
that they had not planned on, it is important that retailers consider creating tie-in promotion of 
accessories and core furniture items to achieve incremental sales (Roy, 2002).  

Store Experience 

The final stage in the furniture purchase process is the in-store experience. In-store experience 
that is satisfying to consumers drives repeat visits and brings them back for more. In contrast, 
falling short on the desired experience will leave consumers open to try the other competitor 
stores (Wyman, 2006). Similarly, Roy (2002) found that the high levels of satisfaction from both 
the store and salesperson will intend consumers to return to the store. However, the consumers 
who have a bad experience at a store will share this experience with others. Therefore, there is a 
significant benefit to get feedback from consumers in order to understand how well the store is 
satisfying the consumer needs and to quickly identify and resolve problems. 
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3.4 The Source of Influence on Attitude Formation  

Attitude is defined as positive or negative evaluations toward some stimulus object, person, 
institution, or event of a person’s general feeling (Fishbein and Ajzen, 1975; Ajzen, 2005) 
through a learned predisposition (Schiffman and Kanuk, 2004) or classical conditioning (Stuart 
et al., 1987; Manstead et al., 1995; Olson and Fazio, 2001; Solomon, 2006).  

According to Pavlov (1979), classical conditioning is a type of learning in which a stimulus 
acquires the capacity to arouse an automatic response that was initially aroused by another 
different stimulus. Olson and Zanna (1993) suggested that the paring neutral attitude objects with 
positive or negative stimulus should evoke more positive or negative evaluations of the object 
through classical conditioning. Moreover, Kim et al. (1998) demonstrated that direct affect 
transfer by using the classical conditioning can be used in attitude formation. With the direct 
affect transfer refered to an unconditional stimulus will evoke an effective response. When the 
unconditional stimulus (positively and negatively valence stimulus) is consistently paired with a 
conditional stimulus (a potential attitude objects), the subjects will become aware of the 
contingency relation, and the generated affect will then transfer from the unconditional stimulus 
to conditional stimulus (Kim et al., 1998; Olson and Fazio, 2001). Similarly, Schiffman and 
Kanuk (2004) illustrated that in terms of classical conditioning, unconditional stimulus refers to 
an established brand name through past positive reinforcement resulted in a favorable brand 
attitude, whereas conditional stimulus refers to a new product that is linked to the established 
brand.  

On the other hand, as attitudes are learned predisposition, this learning process is the shift from 
having no attitude toward a given object to having some attitude toward it (Oskamp and Schultz, 
2004). An attitude, thus, is formed by the individual’s beliefs about the positive (favorable) or 
negative (unfavorable) attributes of the attitude object through a learning process that affected by 
reference group influences, personality, past experience with the product, word of mouth 
information acquired from others, exposure to mass-media advertising, the internet and various 
forms of direct marketing (Jones, 1970; Manstead et al, 1995; Schiffman and Kanuk, 2004). 

To be able to understand or to influence consumer attitudes or behavior and to predict future 
behavior, it is essential to know how attitudes are formed. Consequently, the principle sources of 
forming consumer attitudes or behavior come through direct experience and indirect experience 
(Fazio and Zanna, 1981; Millar and Millar, 1996; Olson and Fazio, 2001; Fazio et al., 2004; 
Glasman and Albarrcín, 2006). The direct experience with attitude object may tend to be 
affectively based on the own personal experience or person’s feelings toward the object, while 
the indirect experience may tend to be cognitively based on the person would have to rely on the 
basis of non-behavioral information that receives from others about a given attitude object (Fazio 
and Zanna, 1981; Millar and Millar, 1996; Fazio et al., 2004) such as influence of reference 
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group, direct marketing and mass-media communications (Oskamp and Schultz, 2004; 
Schiffman and Kanuk, 2004). However, attitudes formed through direct experience are generally 
stronger than attitudes formed through indirect experience in terms of easily accessible, affective 
reactions, predicting future behavior, promoting attitude behavior consistency, the degree of 
holding with confidence (Millar and Millar, 1996; Glasman and Albarracín, 2006). On the 
contrary, Fazio and Zanna (1981) suggested that in some cases indirect experience may generate 
stronger affective response than direct experience, for instance, a child’s attitude toward 
members of a given ethnic or racial group.  

Direct Personal Experience 

As attitudes are really based on consumers’ beliefs and their associate evaluations, beliefs and 
attitudes are principally created on the basis of a person’s personal experience of a given object 
(Ajzen, 2001). Likewise, Oskamp and Schultz (2004) stated that the most fundamental approach 
in which a person forms an attitude is through direct personal experience with the attitude object. 
The attitude formation through direct personal experience refers to the individual basing an 
attitude on previous behavior toward the attitude object (Fazio and Zanna, 1981). Fishbein and 
Ajzen (1975) suggested that the more positive beliefs a person has on the past experience about a 
product, the more positive attitude this will create. Recognizing the significant of direct 
experience, most of marketers usually attempt to stimulus trial of new products by offering free 
product samples and then to evaluate them (Smith and Swinyard, 1983; Kempf, 1999). If a 
product proves satisfactory to consumers, it is likely that they will form a positive attitude and 
possibly repurchase the product and enjoy adopting it (Schiffman and Kanuk, 2004). 

According to the types of consumer buying behavior, both dissonance-reducing and variety-
seeking buying behavior will build a set of attitude after they purchased. Direct personal 
experience, therefore, plays an important role in attitude formation for furniture and home 
decoration buyer. 

From a point of view in this study, personal experience on furniture and home decoration refers 
to customer satisfaction or dissatisfaction of the store experience. Consumers with positive past 
experience of furniture store are more likely to hold more positive beliefs and have more positive 
attitudes towards furniture shopping and, thus are more likely to repurchase from that store as 
their first priority. Conversely, dissatisfied consumers are more likely to change the store than 
satisfied. Consequently, it is vital for furniture and home decoration stores to create a positive 
store experience for their consumers in order to guarantee satisfaction.  
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Influence of Reference Group 

As living in society, it is necessary to come in contact with others especially family, friends, 
admired individuals. Reference group, thus, often impacts on forming attitude. The family is a 
significantly important sources of influence the individual’s early attitude patterns by providing 
the basic values and a wide range of less central beliefs (Oskamp and Schultz, 2004; Schiffman 
and Kanuk, 2004).  

As noted earlier, many household products are jointly consumed. Joint decisions are made by 
involving direct or indirect with two or more family members such as grandparents, parents, 
brother, sister, wife, husbands etc. These decisions were mostly when buying furniture and home 
décor and accessories (Belch and Willis, 2001; Harcar et al., 2005). The influence of family, 
therefore, is strongly driven in attitude formation in furniture and home decoration products. 
Furthermore, friends and admired individuals play a significant role on attitude formation. They 
are often used as an effective tool of advertising by taking advantage of the power of contacts 
and share interests to stimulate word of mouth (Schiffman and Kanuk, 2004; Solomon, 2006). 

 Direct Marketing and Mass-Media Communications 

Direct marketing refers to the channels through which information or messages are 
communicated to target small consumer niches with products and service that suit for their 
special needs and desires. While, mass media communication refers to the channels through 
which information, images, and ideas are communicated to large group of people. These media 
include newspapers, magazines, books, movies, radio, television, and the internet which provide 
an important source of information to influence the forming of consumer attitudes (Oskamp and 
Schultz, 2004; Schiffman and Kanuk, 2004). Additionally, consumers’ indirect experience on a 
product are more likely to create an attitude toward the product from advertising exposure, 
personal selling presentations, exposure to displays, packages, point of purchase material, word 
of mouth and so on more than consumers’ direct experience with the product category (Smith 
and Swinyard, 1983; Schiffman and Kanuk, 2004). 

3.5 The Theory of Reasoned Action 

As people are always rational and make systematic use of the information available to them, they 
may consider the implications of their actions before they decide to whether engage or not in a 
given behavior (Ajzen and Fishbein, 1980). The theory of reasoned action represents the specific 
processes that person uses to make a choice which links to individual beliefs, attitudes, intentions 
and behavior in order to lead to both better explanation and better prediction of behavior 
(Denison, 1996).  
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The theory of reasoned action has been successfully applied to consumer behavior in a wide 
variety of behaviors including the consumption of life insurances, automobiles, banking and 
services, computer software, coupons, detergents, soft drinks, condoms, grocery, fast food 
restaurant and so on. With the basic theory behavior is influenced by behavioral intentions, 
whereas behavioral intention is affected by attitude toward the behavior and subjective norms.   

 
Figure 3.2: Theory of Reasoned Action Model 
Source: Adapted from Peter and Olson (2002) 

The figure 3.2 shows how behavior can be explained through the relation of consumers’ beliefs, 
and attitudes to their behavioral intention among the variables specified in the theory of reasoned 
action (Peter and Olson, 2002). Behavior can be defined by the intention to engage in the 
behavior of interest with a combination of four components including action, target, context, and 
time. In turn, intention is determined by the agent’s attitude toward engaging in the behavior and 
the measurement of the subjective norms that are influenced by the effect of social environment 
(e.g. family member, friends, co-worker etc.) on individual’s intention to act. The third level of 
the theory links attitude and subjective norm to specific beliefs. Attitude toward behavior is 
influenced by behavioral beliefs that link behavior to outcome. Subjective norm is determined by 
normative beliefs and the agent’s desire to comply with the perceived wishes of specific social 
referents. Furthermore, external factors include environmental influences (e.g. physical 
environment, social environment, and marketing environment) and personal variables (e.g. 
values, goals, desired ends; other knowledge-beliefs and attitude; personal trait; lifestyle 
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patterns; demographic characteristics; and miscellaneous psychological characteristics). Those 
external variables may sometimes indirectly influence the beliefs a person holds or the relative 
importance person attaches to attitudinal and normative considerations (Fishbein and Ajzen, 
1975; Ajzen and Fishbein, 1980; Dension, 1996; Peter and Olson, 2002; Schiffman and Kanuk, 
2004). 

Nevertheless, there are some limitations of using the theory of reasoned action including the 
inability of the theory in terms of its individualistic approach to consider the role of 
environmental and structural issues and the linearity of the theory component. This theory does 
not apply to habitual actions that are presumably not under continual conscious processing. 
Sometimes, individuals may first change their behavior and then their beliefs or attitudes about it 
especially in impulsive acts (Dension, 1996; Solomon, 2006). 

According to this theory, it provides three key elements that can influence a behavior which 
consist of attitudes toward the behavior, subjective norm, and intention to engage in behavior. 

Attitudes toward the Behavior 

As attitudes are a function of belief, a person’s attitude toward a behavior consists of a belief 
about feeling that particular behavior leads to a certain outcomes and an evaluation of the 
outcome of that behavior. If performing a given behavior leads to mostly positive outcomes, a 
person will hold a favorable attitude toward performing the behavior. Conversely, if performing 
a given behavior leads to mostly negative outcomes, a person will hold an unfavorable attitude 
toward performing the behavior. An attitude toward any concept, therefore, is generally a 
person’s feeling of favorableness or un-favorableness for that concept. Since a person’s attitude 
toward a behavior can lead to an intention to act, this intention may or may not lead to a 
particular behavior. Clearly speaking, the more favorable a person’s attitude is toward a 
behavior, the more one should intend to perform that behavior; the more unfavorable one attitude 
is, the more one should intent to not perform the behavior (Ajzen and Fishbein, 1980).  

In this study, attitude toward the behavior is the individual preferable status by shopping of the 
furniture and home decoration which is the measure of the behavioral belief and evaluation of 
the outcome. Attitude toward furniture and home decoration behavior, therefore, is composed of 
shop service image (e.g. merchandise brand, merchandise image, store service attitude, offer of 
personal care for customer, rapid arrangement care for customer etc.), shopping reliable facility 
(e.g. variety of category, versatility of payment tool, facility shopping, integrated merchandise 
information etc.) and basic merchandise nature (e.g. merchandise discount, necessity of 
merchandise, product design, product quality etc.) as shown in Table 3.2 
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Attitude toward the 
behavior 

Shop service image 

Merchandise brand 
Merchandise image 
Store service attitude 
Offer of personal care for customer 
Rapid arrangement care for customer 

Shopping reliability and 
facility 

Variety of category 
Versatility of payment tool 
Facility shopping 
Integrated merchandise information 

Basic merchandise  

Merchandise discount 
Necessity of merchandise 
Product design 
Product quality 

Table 3.2: Factor Analysis of Attitude toward the Behavior 

Source: Yu and Wu (2007)  

Subjective Norm 

Subjective norm is a person’s perception of what others around them believe that the individual 
should do. In its purest essence, subjective norm is a type of social pressure, whether or not a 
person participating or intending to participate in any behavior is influenced strongly by the 
people around them. These people may include friends or a peer group, family, co-workers, 
church congregation members, community leaders and even celebrities (Ajzen and Fishbein, 
1980).  

In this study, as subjective norms is the measure acquired from the normative beliefs and 
motivation to comply, it is composed of major reference group (e.g. family and relatives, friends) 
and minor reference group (e.g. media and commercial, admired person’s opinion, salesperson) 
as shown in Table 3.3 

Subjective Norms 

Major reference group 
Family/Relatives 
Friends 

Minor reference group 
Media/Commercial 
Admired person’s opinion 
Salesperson 

Table 3.3: Factor Analysis of Subjective Norms 

Source: Yu and Wu (2007)  
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Intention 

A person’s intention is the subjective probability identified by a function of two basic 
determinants of intention to perform a given behavior. One is personal in nature which has 
overall evaluation of the performing the behavior (individual influence or attitude toward 
behavior) and another is the person’s perceived expectations of important others with reflecting 
social influence and with regard to his or her performing the behavior in question (normative 
influence or subjective norm) (Ajzen and Fishbein, 1980; Hale et al., 2002). Additionally, in 
order to predict intention, attitudes and intentions must measure exactly the same four elements 
of action, target, context and time (Dension, 1996).  

In this study, behavioral intention is constituted by a number of factors from attitude toward 
behavior, subjective norms and external variables including gender, age, education degree, 
employment status, marital status, number of family members, monthly family income, type of 
living, and residential area as shown in figure 3.3. 

 
Figure 3.3: Theoretical Model Predicting on Furniture and Home Décor and accessories 
intentions 
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Chapter 4: Background and Description of Thai Furniture Market 

In this chapter, it presents the entire source of data gathering underlying this study which 
includes a number of official documents and both published and unpublished reports. First it 
describes the general aspects of Thai furniture market. After that, it attempts to identify the 
relevant consumer behavior in the furniture market based on prior research finding as well as 
key factors affecting consumer’s purchase in furniture. 

4.1 General Aspects of Thai Furniture Market 

Over the last few decades, Thai furniture industry has been continuously developed for new 
products and new designs that meld traditional method with modern technology and 
contemporary design which incorporate both forms and functions together to match what the 
target markets want. Thai furniture has been supported by Thai government. The Department of 
Industrial Promotion Ministry of Industry has set up the strategic plan for the development of 
furniture industry through The Thai Furniture Industries Association in order to promote and 
acknowledge all kinds of furniture making techniques,  increase and develop manpower in the 
shortage sectors, provide expertise to transfer technology to Thai furniture makers, support 
research and development, newly innovative technology and leverage the skilled to unskilled 
labor etc. (The Thai Furniture Industries Association, 2009). 

In 2009, an economic slowdown in Thailand was brought by the continuing global financial 
crisis started in 2008 which was initially centered in the United State that overshadowed Thai 
economics. In addition, the subprime turmoil in the United State has triggered the failure of 
world-class financial institutions around the world. Furniture production in Thailand has 
inevitably been affected by the further world economic recession. Since most of furniture 
producers are Original Equipment Manufacturers (OEM), who buy components made by other 
companies in their own product (Yadin, 2002), that have steeply declined as the majority of the 
clients are in the United State. Thai furniture entrepreneurs, therefore, have to adapt their 
business strategies to get through this difficult situation by focusing more on big contract 
projects and lowering the volume of minimum orders from at least 100 million baht to 10 million 
baht (Thailand International Furniture Fair, 2009).  

With the political turmoil and the economic slowdown, it has been resulting in limited 
purchasing power. Nevertheless, medium and high-end markets in home furnishings and kitchen 
furnishings industries are less impacted by overall economic condition due to the steady 
demands from end-consumers in this sector such as condominium development project units in 
mid and high-end markets which are less sensitive to market sentiments. As a consequence, 
many furniture companies have been adjusting their strategies to be more focusing on domestic 
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market especially in the provincial areas. Some companies have been adapting their service 
strategies to encourage more consumers to buy their products. Some companies will remain 
focused on reinforcing their brand image to be one of the outstanding brands among competitors 
(Anonymous, 2009). 

Thai furniture market can be divided into three segments: export furniture production, official 
production for the domestic market, and non-recorded furniture production for the local and 
international markets (Forestry Department, 2010). 

Export Market 

The export of furniture is dominated by over 70% of the total export figure on wooden furniture 
in which the main markets are Japan and United States and over 10% on metal furniture 
(Thailand.com, 2010).  

There are several key factors supporting the furniture exporters. Firstly, raw material from rubber 
wood has an advantage in terms of price, color, durability, and becomes gradually accepted by 
all international markets and environmental friendly consumers. Secondly, there is a variety of 
furniture types such as wooden furniture, leather furniture, metal furniture, office furniture, rattan 
furniture and water hyacinth furniture etc. that are available for customers to choose. Thirdly, 
having both domestic and international exhibition, for instance, Thailand International Furniture 
Fair which is held annually in March by the Department of Export Promotion, the Ministry of 
Commerce, under the Royal Thai Government, is beneficial to promote the Thai furniture to 
mass public. Finally, the government organizes a training seminar in Thai furniture designers’ 
development which is supported by International Trade Training Institute, Department of Export 
Promotion (Johnson, 2005) 

In 2009, however, all of the exporters faced greater challenges under the current political 
situations, global economic recession in the United States and Europe with a chain-reaction into 
Southeast Asia. Furniture production, therefore, should emphasize on the development of a 
production system to enhance efficiency and to reduce costs without sacrificing quality 
(Anonymous, 2009). 

Domestic Market 

In domestic market, there are many different styles of furniture products with different functions. 
The main furniture categories are household furniture, condominium furniture, office furniture, 
kitchen furniture, upholstered furniture, non-upholstered seats, bedroom furniture, seats parts and 
parts of furniture etc. 
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There are hundreds of furniture producers which are located at a wide variety of location 
throughout Thailand especially in Bangkok which is divided into eight zones as shown in figure 
4.1. Most of them are very small, less mechanized with much lower level of capital investment 
and make furniture purely for the domestic market compared with producers with the rest of the 
country (Scott, 2008). However, there is fierce competition among three dominant furniture 
producers; SB furniture, Index Living Mall and Modernform. There also are many imported 
furniture from both the developed and developing countries. There are few imported furniture 
from the developed countries such as Germany (Garant Moebel brands focuses on High-end to 
middle market), United State (Donghia brands and Ethan Allen brands focus on high-end 
market), England (Habitat brands focuses on High-end market). While there are many imported 
furniture form developing countries especially China. Those furniture focus on low-end market 
without any brands identify (Anonymous, 2009).  

 
Figure 4.1: Bangkok Zone A-H 

Source: http://www.3qproperties.com/images/stories/thailandmap/bangkokmap_allzonepage.jpg 

The local furniture growth depends on real estate sector (hotel, residence or office construction), 
the loan interest rate, fuel price that has a direct impact on transportation and decision on the 
furniture consumption expenditure. For instance, the increase of new homes will generate 
domestic demand for furniture, interior design and decorations (Anonymous, 2005). The increase 
in the domestic demand of furniture in Thailand market is mainly driven by an increased 
purchasing power of Thai people and the growth in the construction sector that also prefers 
wooden furniture which is the same preference as the export market (Forestry Department, 
2010).  

Additionally, condominium registrations are significantly increasing which most of them located 
in Bangkok because of strong demand for inner city residence near rapid mass transit 
transportation location which is located along the BTS skytrain and the Bangkok Metro (MRT) 
underground rail routes. An increase in the real estate demand, therefore, results in higher 

http://www.3qproperties.com/images/stories/thailandmap/bangkokmap_allzonepage.jpg�
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consumption for furniture among local consumers. On the contrary, new apartments, housing 
projects and condominiums in Bangkok Metropolis area have been sharply decreased since 2006 
due to political and economic uncertainties which have caused a downturn in the domestic 
furniture market (Anonymous, 2009). Nevertheless, the launch of government stimulus packages 
early in 2008 including a range of stimuli for the domestic property industry plus the new tax 
incentives would certainly have a positive impact on the overall property and furniture industry 
(Money Channel, 2007).  

The trend of domestic furniture continues to have a sign of slowing down according to the 
slowdown of the country’s economic situation. The competition is a bit fiercer than ever because 
of an increase in imported furniture from China and Malaysia that will be expanded more in 
middle market instead of low-end market (Anonymous, 2009).  

 2005 2006 2007 2008 2009 

Domestic Market Value (THB Million) 10,750 11,250 11,700 12,000 12,100 

Change (%) 9.8 4.6 4.0 2.6 0.8 

Export Value (THB Million)  26,486 23,347 20,703 22,000 18,300 

Change (%) -3.9 -11.8 -11.3 6.3 -20.2 

Import Value (THB Million) 771 1,039 1,140 1,250 1,500 

Change (%) 28.3 31.8 9.7 9.6 20.0 

Table 4.1: Thai Furniture Market Value, 2005-2009. 

Source: Anonymous (2009) 

4.2 Consumer Behavior in Furniture Market 

One of the major factors that helps a firm to formulate effective marketing strategies is the 
knowledge of their customers and market by concentrating on their customers, learning more 
about the market and building a good relationship between brands and customers (Solomon, 
2006).  

Unlike the Western culture, Thai culture has evolved under the influence of key institutions; 
Buddhism and monocracy which family plays an important role in the society. Thai families are 
close, and several generations may live in the same household or many houses within the same 
area. In the recent years, however; the number of non-family households is increasing. Many 
young couples leave home and move into apartments. The reduction in family member has raised 
the popularity in modern real estate, so-called apartment, modern flat or condominium. The 
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increase in vertical estate has an implication in furniture industry, namely modern well-designed 
furniture which matches the life style of flat people. 

The growth rate of Thai citizen average income is driven by the economy. The top 10% of the 
population in terms of revenues and the middle class are earning more money and are willing to 
spend on the western type of products. The minimum wage has also increased recently. 
Consequently, there is still potential buying power for further growth as the furniture market 
continues to grow with high competitiveness. Although, accommodation is abundant and 
inexpensive in Thailand, Thai consumers spend less on accommodation than the majority of 
western countries. Accordingly, the large portion of revenue that may be spent on goods 
increases the country attractiveness to furnishing retailer. On average the Thai consumer spend 
their money around 30% on food, beverage and tobacco, 18% on housing, 18% on transportation 
and communication, 13% on leisure, reading and education, 12% on clothing and footwear and 
8% on medical care and personal care (The Federation of International Trade Associations, 
2010). However, the global economic slowdown will affect all aspects of business all around the 
world including Thai furniture market that will also be affected as consumers’ shopping habits 
change that is to say consumers tend to hold off on buying under such conditions. 

Apibunyopas and Songmuang (2007) classified the factors affecting the selection of Thai 
furniture into two categories; domestic customers and foreign customers. Domestic customers’ 
buying decision will be affected by price, delivery time, quality, design and service. While, 
foreign customers’ buying decision will be affected by design, price, production potentials, 
quality, punctuality and service.  

According to the global economic crisis, the trend of consumer buying decision in furniture will 
be considered by the useful life, durability and worthiness (Positioning Magazine, 2009). 
Consequently, the firm should identify the strategy fit during this situation which might be 
focused on pricing strategy or differentiation strategy (Kasikorn Research, 2008). 

4.2.1 Market Segmentation 

Market segmentation is the process of dividing a market into groups of similar product or service 
needs based on demographics, lifestyle, psychographics, the ability or willingness to buy 
according to customer’s buying habits and usage of product in order to develop different market 
strategies and approaches for each segment within an overall marketing plan (Peter and Olson, 
2002; Yadin, 2002; Ivanovic and Collin, 2003).   

Teocharoenchai (2001) classify the level of furniture buyer in Thailand into 4 segments; high 
class buyers, the real estate developers or investors, upper middle buyers and general buyers. 
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High class buyers  

This segment would not be interested in the general furniture that is available in any furniture 
shop but they prefer more specific furniture that is designed by decorators which use the high 
quality of materials to make the unique furniture or import from overseas. 

The real estate developers and investors 

This segment requires the high quantity and value, therefore; the producers should have a high 
manufacturing capacity. The samples of this segment are department stores, hotels, 
condominium, apartment, resident property market etc. 

Upper middle buyers 

Most of buyers in this segment are high profilers who take top positions in companies, have a 
good sense of fashion, and are familiar with foreign cultures. 

General buyers 

The key factor that influences the selection of furniture for this segment is considering on the 
utilization of products. The harmony with general decoration and harmony with other furniture 
are both rated as unimportant for this group. Most of these buyers are lower-lower income or 
upper-lower income or living in temporary accommodation.  

4.2.2 Key Factors Affecting Consumer’s Purchase in Furniture 

Teocharoenchai (2001) defined the eight key factors affecting consumer’s purchase in Thai 
furniture which consists of size, sharp, color, material, craftsmanship, utilization, price and 
quantity. Similarly, Yoon and Cho (2009) found that there are eight possible factors influence the 
consideration of furniture choices which are style, color, price, construction quality, ease of 
maintenance, comfort, material, and matching with other items.   

Size 

The size of the furniture is the first thing to consider when buying furniture. The right size 
furniture item is important and should be related to the space because it will be perfectly fit into 
the space in the buyer’s room.   
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Shape 

It is not necessary that furniture will have the same shape in every piece. The shape should be a 
little difference in order to provide an elegant look but not so different that it does not match with 
the others. Most of buyers, therefore, will consider on the simple shape or design which keeps 
the product in fashion for a long time.  

Color 

Color can make the furniture items more appealing and attractive to buyers. Color organization 
depends on the space structure, deliberation on the objectiveness and functionality of the 
furniture. It is wise and judicious choice to reflect the age, personality and lifestyle of the people 
living in it and can make the room comfortable. Relaxation and spirit relies strongly on the 
pleasant color management. Cool color type of furniture such as pink, blue, green, silver, grey, 
white and natural shades will suit bright room. In contrast, warm color type of furniture such as 
red, red violet, yellow, black, brown and orange is suitable for a dull room.  

Material 

The furniture is available in numerous types of materials such as wood, metal, rattan, bamboo or 
synthetic materials. Buyers may often choose materials which have an efficient cleaning, 
convenience to use and easy to move. 

Craftsmanship (Quality) 

Craftsmanship and quality is an important criterion to consider buying a perfect furniture piece. 
The value of product depends on the skills. The products made by skillful labor not only will 
result in the stylish-neat products but also their durability. Since neatness work requires skillful 
labor, it reflects on the increasing value of such. The showrooms of high valued furniture are the 
living room or the guest room. Not only neatness is important but also durability, because many 
buyers are on a tight budget who are not able to pay for new furniture in every couple of years. 

Like most products and services, the customers get what they pay for. If they want top quality 
bedroom furniture they are willing to pay more. Selected furniture made from solid materials 
provides more durability and reliability. The buyer always chooses good furniture products 
because of their natural wood, quality materials, etc and because these products are highly 
reliable. 
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Utilization 

The high cost of buying a house and furniture, the affordability of purchasing furniture, and the 
needs to fully-utilize the space to facilitate the living make the furniture become handier in this 
sense. Furthermore, one piece of furniture should be taken into account its functional and 
practical requirements which can be used with other pieces. These types of furniture fulfill 
primarily their function as work facility but at the same time, they serve other functions. The 
compact furniture reduces required space. The furniture with multi-usability helps in reduction of 
acquiring other furniture with the overlapping usage, for example, a dressing table with foldable 
mirror can also be used as a desk, or the re-sizeable dining table can also be adapted as working 
table or hobby table. 

Price 

The price of furniture should match the utility, durability, style neatness, satisfaction, energy and 
the maintenance of the furniture. These criteria should not be neglected. The money paid for 
furniture should not be considered as only one factor but also the value gained from purchasing 
as another factor. 

Quantity 

The quantity of furniture should also match the number of users and the space limitation. The 
more furniture is placed, the less spacious the room is. This will create an uncomfortable living 
atmosphere, and uneasy cleaning tasks. 
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Chapter 5: IKEA Background and Strategy 

In this Chapter, it presents the findings on the issues relating to the subject studied which are 
company profiles of IKEA and IKEA Model to study its outstanding strategy. Finally, it 
demonstrates IKEA’s adaption in its activities in Chinese and Japanese market. 

5.1 Company Overview 

Ingvar Kamprad founded IKEA in 1943. At the beginning, IKEA was selling the small products 
such as pens, wallets, photo frames, watches, jewelry at a low cost. In the early 1950’s, IKEA 
opened its first showroom in order to show the functional product line with high quality and low 
price and the company started to design its own furniture because of the problems with suppliers. 
This allowed IKEA to keep doing innovative design and improved function at lower price. By 
1956, IKEA made their design completely different from other competitors that dramatically 
reduce its price by allowing their products to be packaged flat and assembled by consumers at 
home (IKEA, 2010b). IKEA opened the first store in 1958 and started expanding outside of 
Sweden in the early of 1960’s. During the 1970’s, inventions like particleboard and modern 
plastics gave IKEA designers many new methods to create economical and durable furnishings 
(IKEA, 2010c). IKEA finally opened its door in the United States in 1985 by reconsidering its 
traditional strategy because of the different tastes in furniture and cultural change 
(Collegeresearch.us, 2009; IKEA, 2010d; Mysensex.com, 2010). As of April 2010, IKEA has 
303 stores in 37 countries, which has more than 600 million visitors around the world. Even 
though IKEA has continued expansion into more overseas since the 1990’s, the company has not 
expanded much of a presence in the developing countries (IKEA, 2010g; Inter IKEA Systems 
B.V., 2010a). 

IKEA operates based on franchise system, with IKEA stores are operated under franchise from 
Inter IKEA system B.V., most of IKEA retail outlets belong to IKEA group and a third group, 
Ikano-koncernen, is involved in banking and finance (Kippenberger, 1997; Edvardsson and 
Enquist, 2002). The majority of IKEA’s expansion into international market was allowing the 
company to keep full control. However, some countries such as Iceland, Hong Kong, Kuwait, 
Saudi Arabia, Singapore, and Spain etc. were operated by domestic entrepreneurs who were 
responsible for the capital investment and management, with IKEA supporting in merchandise 
and trading services such as marketing, administrative systems and support education and 
training etc. (Warnaby, 1999).  IKEA will expand into Thai market in 2011 by joint venture with 
Siam Future Development and Ikano who will both own share 49% each and S.P.S. will own the 
remaining share of 2% (Bangkok Post Newspaper, 2009) according to the Foreign Business Act 
(FBA) that allowes less than 50% of foreign shareholding (Frost, 2007).   
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Figure 5.1: IKEA Timeline 

Source: Inter IKEA Systems B.V. (2010b) 

5.2 IKEA Model 

The IKEA concept is “offering a wide range of well-designed, functional home furnishing 
products at prices so low that as many people as possible will be able to afford them” (IKEA, 
2010e). With these three phases; function, design and price, are driven the company to develop 
method of cost-effective and innovation which have allowed IKEA to achieve in many countries. 
According to a phase of good quality at low prices, IKEA makes its furniture less expensive 
without making consumers feel cheap by balancing the designing, manufacturing and 
distribution expertise (Zeller, 2002).  

According to IKEA concept, Weisbord and Janoff (2005) demonstrated that the three key aspects 
of the value chain; unique design capacities, unique sourcing, and tightly controlled logistics, 
keep IKEA strong in the furniture market. Similarly, Li et al. (2008) defined the key elements for 
IKEA’s success involve in its smart logistic system, revolutionary strategy and management 
system including the elements shown in figure 5.2 
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Figure 5.2: IKEA Model  

Source: Li et al (2008) 

The two basic activities to determine its cost in the production are the decomposition and 
composition of the product. The decomposition of product is the precondition of standardized 
manufacturing which each component of furniture is produced by the expert factories to ensure 
that all the components of each piece of furniture could be put together by the consumers at 
home, whereas the composition of the product is nearly related to logistic and marketing field 
(Warnaby, 1999; Li et al., 2008). By controlling these two basic activities and extending the 
traditional principal of design for manufacturability (DFM) to design for logistics (DFL), 
IKEA’s costs are reduced. Li et al. (2008) described that the traditional principal of DFM to DFL 
is not only considering the function and manufacturability of the product but also the 
convenience of packaging, transporting and assembling. Likewise, Klevås (2005) found that the 
packaging function has had a great effect on the performance of logistics system. As most of 
IKEA’s furniture is in flat pack form for easily transporting, it makes the transportation from the 
factories to the stores cheaper.  

Also, IKEA model involves the consumer self-service, which means that consumers take care 
themselves for locating, collecting, transporting and assembling the purchased furniture (Li et 
al., 2008). In addition to supporting consumer self-service, IKEA provides an attractive 
catalogue which is the most important and powerful in the IKEA’s communication strategy that 
half of marketing expenditure is spending in producing its catalogue. Both hard copy and online 
catalogues are totally the same with contain plentiful information such as the product name, 
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price, size, composition, possible usage and alternative decorating style and even introduction to 
the designer etc. This catalogue is not only for selling product, but also for giving the idea how to 
decorate your room with the feeling that consumer can be better with IKEA’s furniture. With this 
catalogue, IKEA can reduce management cost because consumers get all the information they 
want for product selection and purchase without the need for salesperson (Kippenberger, 1997; 
Capdevielle et al., 2007; Li et al., 2008). Moreover, in order to support consumers in furniture 
assembly, IKEA provides set of 3D assembly instructions that give details which is easy to 
understand with step-by-step instructions. Consumers can ensure that during the process of 
assembling a piece of IKEA furniture, there is no design error and constructability problem (Li et 
al., 2008) According to consumer self-assembly, IKEA can optimize construction process and 
reduce management cost.   

Additionally, IKEA offers a number of extra services such as free pushchairs, wheel chair for the 
disabled, in store child care, children playgrounds, restaurants and food minimarkets that provide 
the consumers a place to eat and relax while shopping with serving both local food and Swedish 
food. Furthermore, at a reception’s desk supplies consumers with a catalogue and tape measures, 
notepads, writing utensils to help them make informed choice if they requested (Porter, 1996; 
Kippenberger, 1997). 

Besides the well known strength of IKEA’s strategy on the cost leadership through high volume 
production and standardized items, IKEA can keep costs and prices down because it has 
organized carefully the redefinition on the roles, relationships, and organizational practical of the 
furniture business (Collegeresearch.us, 2009). The IKEA stores are also designed to support its 
concept. Since all stores have a one-way layout which allows consumers to have a complete look 
of the store, the experience of IKEA shopping is about self-service which consumers walk 
around the stores viewing, evaluating, selecting, picking up items by themselves or perhaps with 
a few salesperson to help them, and then self-delivery, self-assembly and finishing work by 
themselves (Warnaby, 1999). This self-service method can be minimized the management 
activities and personal required for marketing, selling, delivery and assembling that reduce the 
logistics costs, construction costs, and management costs (Li et al., 2008). This model is proved 
to be a great success and the IKEA concept is expanded into globalization. The combination of 
design decomposition, collaboration with the cheapest suppliers and consumer self-service leads 
to significant power and cost saving. With this formula can build the competitive advantage in 
cost leadership. All that contributed to the making of universally accepted IKEA formula. 

5.3 IKEA Strategy 

As positioning is the heart of strategy (Porter, 1996), IKEA targets the majority of people by 
“creating a better everyday life for the majority of people” (Edvardsson and Enquist, 2002). On 
the other hand, Porter (1996) stated that IKEA’s target market is typically young furniture buyers 
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who want style at the lowest possible price with strategic position of limited customer service, 
self-selection by customers, low manufacturing cost, and modular furniture design. By 
communication this philosophy and promoting consumers to have an experience with IKEA 
concept, IKEA can build its brand which is the sum of the emotional and rational values that are 
connection with consumers through shopping experience (Bunyaratavej, 2006, IKEA, 2010f). 

The IKEA marketing communication is to build on a relationship with the consumer and to give 
an understanding of how IKEA can fulfill the consumers’ needs through nine key messages; 
IKEA concept, IKEA product range, home furnishing specialist, low price, function, the right 
quality, convenience shopping, a day out for the whole family, and Swedish IKEA as shown in 
figure 5.3 (IKEA, 2010f). 
 

 
Figure 5.3: IKEA Strategy in Marketing Communication 

Source: IKEA (2010f) 

IKEA Concept 

As noted earlier, IKEA concept emphasizes on product design, consumer value and clever 
solutions based on the philosophy of “Your partner in better living. We do our part, you do 
yours. Together we save money”. With this philosophy, IKEA can keep the cost down and create 
consumer value by using inexpensive materials in a new way and minimizing production, 
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distribution and retail costs (IKEA, 2010f). The creating consumer value is a driving force in 
economic logic of value creation focused on quality (technical and functional), time (input), and 
price (Edvardsson and Enquist, 2002; Hay, 2006).  

IKEA Product Range 

IKEA has four basic styles of product which are Scandinavian style (sleek wood), modern style 
(minimalist), country style (neo-traditional), and young Swede style (bare bones). The company 
divided product group into five categories -living room furniture, kitchen and bathroom 
furniture, carpets and textiles, lighting and glassware, and ceramics- to organize the new product 
development and product improvement separately (Warnaby, 1999; Zeller, 2002). IKEA always 
innovates with new products, new styles arriving all the time, and seasonal themes 
(Mysensex.com, 2010). The products are to cover all functions in home with representing a 
modern and casual style but not trendy (IKEA, 2010f). 

Home Furnishing Specialist 

As home furnishing consumers have many different needs, tastes, dreams, aspirations and 
budgets, IKEA tries to find the simple solutions and saving on every method, process to reach as 
many people as possible. The company offers the variety of products that are functional and 
attractive. This enables many people to improve their home life through practical solutions to 
everyday problems by giving genuine solutions for specific home furnishing needs (IKEA, 
2010f). 

Low Price 

Low price is extremely important for the IKEA concept and business idea. IKEA designs the 
price tag first and then develop the product to match that price. By working together with 
product developers, designers and direct supplier, the company can ensure to make the low 
prices starting at the factory (IKEA, 2010h). IKEA’s products represent good value for money 
with a good quality at a very affordable price. The company can charge prices largely lower than 
its competitors due to having a good relationship with suppliers, being able to purchase good 
quality, being economically produced designs that are bought in high volumes to keep costs 
down, and making all furniture flat packed that save labor, storage, transportation and assembly 
costs from the factories to the stores and from customer self-delivery and self-assembly 
(Kippenberger, 1997; Zeller, 2002; IKEA, 2010f). 
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Function 

IKEA products are based on functional approach to design by working together with skilled 
manufacturers, and designers to join together good design and good function with the right 
quality at an affordable price. This design means products that eliminate unnecessary features 
with appealing practical and easy to use. This function gives true solutions for specific home 
furnishing needs and is made of the most appropriate materials for their purpose (IKEA, 2010f). 

The Right Quality 

IKEA uses wood, cotton, metal, plastic, glass and rattan as the main raw material in its products 
and tries to use as many renewable or recyclable materials as possible. The company believes in 
using the fewest resources to produce the best possible products without having a negative 
impact on their functionality or appearance. The quality of a product must be suitable for its 
intended use. Moreover, the products are subject to severe test during the development and 
production stage to ensure that their products meet international safety standards from both a 
health and environment perspective (IKEA, 2010f; IKEA, 2010i).  

Convenience Shopping 

IKEA store provides everything under one store. Each store has dozens of room settings such as 
living rooms, bedrooms, dining rooms, kitchens and bathrooms. Each room needs to make it easy 
to select the right items by displaying them correctly, and describing them accurately. Another 
section is the market place that is designed as a set of separate shops selling smaller products 
such as lighting, rugs, bed linens, pictures, mirrors, blinds and clocks etc. Most of items are 
available for immediate take away with carrying a label designed to ease and speed the shopping 
process. The label helps customers identify product name, price, dimensions, the materials used 
and the colors available as well as gives product care instructions and directions where the 
product can be ordered and collected within the store. Nearly the exit, there is a huge warehouse 
section where products are stacked on shelves in flat packs, the customers can either pick up 
smaller products or order larger products to be delivered to the check-out. At the check-out point, 
it has large trolleys service available for customers to take all purchasing products to their own 
cars. Even though, most of shopping process is customer self-service, the company also offer 
service where the customers need and has a simple returns policy (Kippenberger, 1997; IKEA, 
2010f). 
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A Day out for the Whole Family 

As the usual IKEA store occupies an area up to 250,000 square feet, the company intends to 
create a typical shopping trip a day out for the whole family. With this space, the company can 
display up to 100 simultaneous room settings with an impressive attention to detail and still 
maintaining a comfortable and huge atmosphere. Furthermore, IKEA purposes to take care of its 
customers by planning for their needs such as providing inspiration and ideas to the customers, 
encouraging the customers to touch, feel and use the products on display to see how they would 
match into their own home. Also, IKEA provides in store facilities including baby changing 
rooms, supervised children’s play areas (the ballroom for 3-7 year olds, an activity room for 8-12 
year olds), information centers and cafes and a great value family restaurant (Reynolds, 1988; 
IKEA, 2010f). 

Swedish IKEA 

The key IKEA messages all have its Swedish roots and its Scandinavian design and quality. 
Swedish furniture is giving details about the nature with light and fresh air that representing the 
sensation of summer sunshine (IKEA, 2010f). 

Worldwide, IKEA uses this mode and strategy to target young low to middle class consumers 
with its competitive advantage on its size and resource based on the idea of keeping the cost 
between manufacturers and customers down. This formula has been proven to achieve in many 
countries especially in Europe since consumers in different countries are willing to purchase 
similar design. When expanding to the United States market, however; IKEA ran into a few 
problems by using this formula because of the different tastes in furniture, cultural change, and 
more competition etc. IKEA, therefore, had to adopt some activities to fit American consumer 
behavior. For example, as American consumers do not enjoy the long queue, IKEA offers 
delivery service on next day (Anonymous, 2006a; Mysensex.com, 2010).   

In fact, the furniture market cannot be standardized across the world. IKEA maintains some level 
of standardization to give its consumers as a Swedish experience. Also, the company has to 
follow the strategy of differentiation and cost leadership to keep on being the leader market. 
Nevertheless, it has to be flexible to adapt itself to match the consumer behavior in the specific 
country. Since IKEA will expand into Thailand market, IKEA’s adaptation in Asia market such 
as in China, Japan will therefore be illustrated. 
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IKEA in China 

As IKEA stores were usually located outside urban areas in less-expensive area and isolated 
from other shops that can help the company to keep the costs low. This can be a problem in 
China where most of Chinese people have no private cars and not everyone is used to go 
shopping outside the cities. IKEA thus offers delivery and installation service and IKEA built a 
store at downtown in Shanghai which is located along the public transportation. Another problem 
IKEA faced in Chinese market is the price where a cheap price in other countries can be viewed 
as expensive in China since Chinese consumers have lower purchasing power and lower income 
level than European countries or the United States. The price seems to be important to create and 
catch the consumer value since there is a fierce competition which new competitors as copycat 
companies and products that even copied the same concept of IKEA with lower costs. IKEA thus 
was necessary to use local source in huge volumes instead of the imported one to keep the lower 
price of its products without affecting in the quality (Pan, 2005; Anonymous, 2006a; Capdevielle 
et al., 2007; Jonsson, 2008; Mysensex.com, 2010). 

IKEA in Japan 

In 1974, IKEA first entered Japan through joint venture with a local Japanese company and 
withdrew from this market in 1986 due to the lack of understanding on Japanese consumers. In 
2006, IKEA decided to re-enter the Japanese market. In the second round, the company 
conducted marketing researches and visited several Japanese homes to better understand their 
needs. IKEA had to adapt some strategies to fit the Japanese consumers. Firstly, since few 
Japanese consumers were willing to assemble IKEA furniture by themselves, IKEA offers 
assembly and delivery service for an extra charge. Secondly, since Japanese people live in small 
and crowed homes and they seem not to spend much time and money on home furnishing due to 
having more society outside their houses, IKEA offers new design ideas based on small living 
space to convince the customers to buy new products with space saving and promotes the new 
ideas of making home more than just a place to sleep even small place but everyone can make 
the small home pleasurable. In each showroom, it was built to match the size of typical Japanese 
room that is suitable with IKEA furnishing. The large furniture such as sofas, beds, and tables 
that are top-seller in Europe and the United States will not be sold in Japan because they will not 
fit into most Japanese houses. Finally, since Japanese consumers concern that the price should be 
related to the quality; high price means high quality and low price means low quality, IKEA had 
to set the affordable price which is not too low (Capell, 2006; Leroux et al., 2007; Anonymous, 
2008; Jonsson, 2008). 
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IKEA in Thailand 

The first IKEA store in Bangkok under the name of “IKEA mega Bangna” will open on 
November 2011. It is set within a shopping centre including houses of hypermarket, department 
store, cinemas, bowling, fitness centre and DIY etc. which occupies totally 400,000 square 
meters (Siam Future Development, 2009) as show in figure 5.4.  

 

 
Figure 5.4: IKEA Mega Bangna 
Source: Siam Future Development (2009). 
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Chapter 6: Empirical Finding and Analysis 

In this chapter, the overview of empirical finding gathered through the questionnaire survey will 
be presented. Thereafter, the theories in chapter 3 are used to analyze the empirical data from 
Thai consumer behavior in home furnishing.                            

The questionnaires were posted on the SurveyMonkey website, an online survey website, for one 
month to conduct a survey from Thai home furnishing consumers in Bangkok metropolitan area. 
All in all, 296 questionnaires were collected of which 257 were completed in all questions 
responded (86.82%) and 39 were invalid. The invalid one is caused by the respondents who did 
not complete all the questions in the survey and/or perhaps they do not live in Bangkok 
metropolitan area. 

6.1 Demographic Information 

Demographic characteristics of the respondents are summarized in Appendix 3. From this table, 
it can be seen that most respondents are female (71.2%). The age of 63% of the respondents is 
between 21-30 years. Almost half of the respondents have a master degree (50.6%), followed by 
bachelor degree (44.7%). In relation to employment status, most are full-time employed (66.9%). 
Regarding marital status, most of them are single (83.3%). 44% of the total married respondents 
have only one child. The household size of most respondents ranges between 4 persons (30%) 
and 5 persons (16.3%), while monthly household income of the respondents is approximately 
over 90,000 baht (39.7%), followed by the ranges between 70,001 and 90,000 (16%). 49% of the 
respondents live in house, followed by townhouse (21.8%), condominium (12.5%) and most 
respondents stay in Bangkok Zone A or central business area (29.6%). 

Since the external variables or demographic variables can indirectly influence on consumer 
attitudes and behavior toward home furnishing shopping, one must be cautious before applying 
the results from this study to groups who are very different in respect of the same external 
variables or demographic variables. 

6.2 Home Furnishing Purchasing Pattern 

Thai home furnishing purchasing pattern is summarized in Appendix 4. From this table, most 
respondents identified their need or desire before purchasing furniture and home decoration. 
However, the percentage of impulse purchase in home décor and accessories is higher than 
furniture, with 24.1% for home décor and accessories and only 1.9% for furniture. The largest 
percentage of consumer purchased furniture to ‘redecorate’ (34.6%), followed by ‘replace the old 
one’ (24.9%), ‘moved to new resident’ (18.3%), and ‘want or need new model’ (17.9%). On the 
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other hand, the largest percentage of consumer purchased home décor and accessories to 
‘redecorate’ (28.8%), followed by ‘impulse purchase’ (see it and like it) (24.1%) and ‘want or 
need new model’ (17.5%).  

When consumers made the decision to buy furniture, most respondents spent approximately 8 
days to one month (38.9%) on a furniture purchase. They gather the information from visited the 
stores for ideas, with 79% of all respondents. Over half of respondents are searching information 
about furniture from website or internet (65.4%), books or magazines (52.9%), and catalogue 
(51%). On average, Thai people bought furniture once every 2-3 years as well as bought home 
decoration. Of these surveys, 37.4% bought furniture once every 2-3 years, followed by once 
every 4-5 years (23.7%), while 27.2% bought home decoration once every 2-3 years, followed 
by once a year (23.7%). 

When shopping for furniture, most respondents include multiple stores in their solution set. Of 
these surveys, 47.1% visited 3 stores, 21% visited more than 6 stores. Only 1.9% visited just one 
store before making their purchase. The majority of respondents decide to shop furniture at 
furniture store or retailer (65%), followed by department store (45.5%), and furniture 
fair/exhibition (33.9%). Most respondents can make a decision of purchasing new furniture by 
themselves, with (46.7%). 22.6% of respondents has influenced by parents, followed by husband 
or wife (15.6%). The percentage of sharing the bad experience is higher than sharing the good 
experience. Of these surveys, 35.4% always share bad experience, only 3.1% never share bad 
experience. Most respondents favor the use of credit card to complete their transactions, with 
73.2%, followed by cash (34.6%). 

In summary, the findings of home furnishing purchasing pattern in these surveys are related to 
the five stages of home furnishing decision making process namely planning, research, shopping, 
item selection and store experience (Roy, 2002). In the first stage of planning, consumers’ 
furniture purchases are higher planned than consumer’s home decoration purchases. 
‘Redecorate’ and ‘Replace the old one’ were the main reasons to activate the furniture buying 
process, while ‘Redecorate’ and ‘Impulse purchase’ were the main reasons to activate the home 
decoration buying process. However, respondents who are unplanned purchaser for home 
decoration will skip this stage to the shopping stage. In the second stage of research, visiting 
showroom will help consumers to get idea or information for furniture purchase. In the third 
stage of shopping, consumers decide to shop at a furniture store or retailer and tend to visit 
approximately 3 stores before making their purchase. In the fourth stage of selection, consumers 
made the purchase decision by themselves. In the fifth stage of store experience, unsatisfied 
consumers will tell all their experiences more often than satisfied consumers.  
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6.3 Behavioral Intention to Purchase Furniture 

Since most furniture purchases are planned, only the behavioral intention to purchase furniture 
was calculated in this study. According to the theory of reasoned action, the behavioral intention 
is formed by the attitude toward behavior and the subjective norms. The attitude toward behavior 
consists of three categories including 7 factors in shop service image, 5 factors in shopping 
reliability and facility and 9 factors in basic merchandise. The subjective norms consist of two 
factors including 2 factors in major reference group and 2 factors in minor reference group. The 
behavioral intention consists of only one factor as shown in Table 6.1. Each of the factors in 
subjective norms variables, attitude toward behavior variables and behavioral intention can be 
measured by factor analysis, item-to-total correlation and Cronbach’s alpha to reduce the number 
of unreliable factors. Discriminant function analysis, then, was used to predict the behavioral 
intention (dependent variable). The measurement of behavior intention variables was examined 
through Likert type scale on a scale of 1-7.  

6.3.1 Descriptive Analysis 

All variables in behavioral intention to purchase furniture were designed based on the source of 
attitude formation, the theory of reasoned action including the subjective norms, attitude toward 
behavior and behavioral intention and some IKEA’s model and strategies. The mean and 
standard deviations of all variables in behavioral intention were used to describe respondent’s 
characteristics. The statistical summary of mean and standard deviations for all variables are 
presented in Table 6.1. 

According to the measurement on behavioral intention variables, many the mean values are 
higher than the neutral position of the agreement level (rating on a seven point Likert scale with 
a score of 1 means strongly disagree, with mid-point of 4 means neutral, and a score of 7 means 
strongly agree).  
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Question/Variables 
Mean 

Std. 

Deviation 

 Subjective Norms  

My family has a crucial influence on my furniture purchase 5.0895 1.39046 

It bothers me if my friends or my family disapprove of my furniture purchase 4.4553 1.27741 

If a celebrity who I admire is endorsing a furniture product, I feel like buying that one 3.8132 1.41840 

A salesperson can influence me to select the furniture 4.7121 1.26041 

 Shop Service Image  

I buy different furniture brands to get some variety 4.0233 1.32562 

I will buy only my most favorite furniture brand 3.9377 1.42933 

I always buy the same furniture brands because I am afraid that the new furniture will not match with the old one 3.1128 1.40274 

I will buy knock-down furniture, if the store offers furniture assembly service 4.2101 1.53176 

I will buy furniture, if the store offers delivery service 5.9027 1.05061 

The store environment encourages me to buy furniture and home decoration 5.4669 1.12147 

I will buy furniture in the store that I regularly visit 4.4319 1.23911 

 Shopping Reliability and Facility  

Before buying furniture, I visit stores to get new ideas or information about furniture 5.6304 1.06779 

I am always interested in the information regarding new models/styles of furniture 5.0428 1.34125 

I prefer to buy furniture at the store where I can pay by credit card 5.3696 1.25294 

I prefer a one stop shopping store where I can find a variety of furniture and home decoration in one store 5.6887 .95012 

I prefer a furniture store that salespersons escort me through the store, answering the questions and help me 

navigate through the maze of choices rather than customer self-service 

4.6693 1.40436 

 Basic Merchandise   

When buying furniture, I pick one with the lowest price 3.4202 1.17029 

I am more likely to buy furniture that is on sale 4.7860 1.28882 

Discount furniture might either remain in stock or obsolete products 4.8794 1.17470 

I will buy cheaper furniture rather than more expensive one, but the former must meet certain quality 

requirements 

5.9144 .91026 

I think that the higher price of furniture, the higher the quality 4.3813 1.18029 

I prefer to buy finished furniture rather than knock-down furniture, even though the knock-down furniture is 

cheaper 

4.2840 1.31141 

I think that the knock-down furniture is cheaper and has a shorter product life cycle than finished furniture 4.1595 1.32944 

I think knock-down furniture is difficult to assemble by myself, although it has clear assembly instructions 3.7160 1.64681 

When buying furniture, I pay more attention to new models or styles than the current ones 5.3307 1.08052 

Purchase Intention   
I am willing to go shopping for furniture at mega store outside the city or far away from my place 3.3268 1.25085 

Table 6.1: Summary of Means and Standard Deviation for Behavioral Intention to Purchase 
Furniture 
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Based on these findings, it seems that family has the most influence on furniture purchase in 
subjective norms, while a celebrity is the least influence factor, with the value below neutral 
point. Therefore, the major reference groups were likely to have positive attitude towards a 
furniture purchase. In shop service image, almost variables are over neutral position except the 
variable of ‘I always buy the same furniture brands because I am afraid that the new furniture 
will not match with the old one’ and ‘I will buy only my most favorite furniture brand’. Delivery 
service is more important than assembly service to encourage respondents to purchasing, as well 
as the store environment. Respondents were unlikely to be brand loyalty since the furniture 
brands is not significant in furniture purchasing. It is because they are the dissonance-reducing 
buying behavior who is less interested in brand according to the type of consumer buying 
behavior. All variables in shopping reliability and facility are higher than the neutral position. 
Respondents were visiting store to get new idea or information before buying furniture and they 
are likely to be shopping at a one stop shopping store. Although, the results have not strongly 
indicated whether respondents prefer none customer self-service or not, the number of 
respondents who prefer none customer self-service is greater than another one. In the basic 
merchandise, most variables are higher than neutral position. Most respondents are likely to 
slightly disagree with choosing the lowest price when buying furniture and nor do they through 
knock-down furniture is difficult to assembly. Finally, respondents were unsure whether they 
would be shopping for furniture at mega store outside the city or far away from their place.  

6.3.2 Factor Analysis 

Using factor analysis, the common factors were extracted to 25 behavioral attitudes and 4 
subjective norms measured in the questionnaire completed by all the subjects. In the behavioral 
attitudes, there are consisting of 7 shop service image, 5 shopping reliability and facility, and 9 
basic merchandise as shown in Appendix 5 and 6. According to Gorsuch (1983), the factor 
analysis can identify the basic dimensions that these attitudes can be compared and can help to 
minimize the variation for the further research among the items that measured these attitudes.  

Gerson (2010) defined that eigenvalues is given the factor measurement of the variance in all the 
variables to describe the importance of the factors with respect to the variables. If a factor has a 
low eigenvalues (lower than 1), then it is slightly contributing to the explanation of variances in 
the variables. In this study as shown in Appendix 5, 25 actual factors would be needed to explain 
100% of the variance in the data. Nevertheless, only 9 of 25 factors were extracted in this 
analysis, with the eigenvalues greater than 1. These nine factors account for 61% of the variance 
in the data instead of 5 factors as originally proposed. These factors include major reference 
group, minor reference group, shop service image, shopping reliability and facility, and basic 
merchandise, and purchase intention. The results turned out that there are 9 factors, compared to 
the original assumption of 5 factors. Therefore, the original 5 factors might include some 
overlapped measurements. 
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From the findings, all 25 items measuring 9 constructs were analyzed to examine the loading of 
each variable onto each factor after rotation. In the display, all loadings less than 0.30 were not 
shown in the table (see Appendix 6) as they were not particularly important for interpretation. 
The bold number in each variable in each row shows the loadings for the measured variables 
most associated with each of the nine extracted components or factors, with all main loadings 
greater than 0.30.  

The results indicated that shop service image variables were consisted of factor 1, 4, 6, 8. 
Shopping reliability and facility variables were consisted of factor 4, 6, 7. Basic merchandise 
variables were consisted of factor 1, 3, 4, 5, 9. Only subjective norms variables were consisted of 
one factor (see Appendix 6). These results mean some items such as shop service image 
variables, shopping reliability and facility variables, and basic merchandise variables were 
unreliable and they should be dropped for further analysis. As a result, item-to-total correlations 
were used to calculate the unreliable items in the next step. 

6.3.3 Item-to total Correlation 

In this study, item-to-total correlations were used to measure whether each of these factors were 
reliable or not. If the value is lower than 0.30, it means this factor was unreliable and it will be 
deleted from the further analysis in the next step.  

Subjective Norms 

As regards the variable of subjective norms, it can be divided into two factors; major reference 
group and minor reference group. The attributes in major reference group are consisting of 
family or relatives, and friends. On the other hand, the attributes in minor reference group are 
consisting of admired person’s opinion, and sales persons as shown in Table 6.2.  

Classification Construct Variables Item Item-total 
correlation 

Alpha if 
item 

deleted 

Subjective Norms 

Major 
reference 

group 

Family/ 
Relatives 

My family has a crucial influence on my furniture 
purchase. 0.391 0.502 

Friends It bothers me if my friends or my family 
disapprove of my furniture purchase. 0.403 0.494 

Minor 
reference 

group 

Admired 
person’s 
opinion 

If a celebrity who I admire is endorsing a furniture 
product, I feel like buying that one. 0.391 0.502 

Salesperson A salesperson can influence me to select the 
furniture 0.299 0.570 

Cronbach’s Alpha = 0.590 

Table 6.2: Item-to-total Correlation of Subjective Norms 
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From Table 6.2, the results showed that only salesperson variable has the value of item-total 
correlation lower than 0.30. It means that this item was unreliable. However, if this variable is 
deleted, the alpha drops from 0.590 to 0.570. Therefore, deletion of this item was unnecessary. 
As a result, all of these four variables were considered to be a good measure for subjective norms 
and all were retained in the further analysis.  

Attitude toward Behavior 

As regards the variable of attitude toward behavior, it can be divided into three factors; shop 
service image, shopping reliability and facility, and basic merchandise (Yu and Wu, 2007). 

Shop Service Image 

The attributes in shop service image are consisting of merchandise brand, merchandise image, 
and store service attitude (Yu and Wu, 2007) as shown in Table 6.3. 

Classification Construct Variables Item Item-total 
correlation 

Alpha if 
item 

deleted 

Attitude toward 
behavior 

Shop service 
image 

Merchandise 
brand 

I buy different furniture brands to get some 
variety. 0.105* 0.594 

I will buy only my most favorite furniture brand. 0.329 0.510 
I always buy the same furniture brands because I 
am afraid that the new furniture will not match 
with the old one. 

0.384 0.487 

Merchandise 
image 

The store environment encourages me to buy 
furniture and home decoration. 0.285 0.529 

I will buy furniture in the store that I regularly 
visit. 0.389 0.490 

Store service 
attitude 

I will buy knock-down furniture, if the store offers 
furniture assembly service. 0.276 0.535 

I will buy furniture, if the store offers delivery 
service. 0.279 0.532 

Cronbach’s Alpha = 0.565 

Table 6.3: Item-to-total Correlation of Attitude toward Behavior on Shop Service Image 

From Table 6.3, the results showed that the four items were unreliable, with the values of item-
to-total correlation were below 0.30 including ‘I buy different furniture brands to get some 
variety’ in merchandise brand variable, ‘The store environment encourages me to buy furniture 
and home decoration’ in merchandise image variable, ‘I will buy knock-down furniture, if the 
store offers furniture assembly service’ and ‘I will buy furniture, if the store offers delivery 
service’ in store service attitude variable. However, only unreliable item in merchandise brand 
variable was dropped since deleting this item, the alpha climbs from 0.565 to 0.594. While, 
deleting the others did not improve the scale’s reliability. These three items, thus, were 
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considered to be inappropriate items to be deleted. The new results of item-to-total correlation of 
attitude toward behavior on shop service image are summarized in Table 6.4 

Classification Construct Variables Item Item-total 
correlation 

Alpha if 
item 

deleted 

Attitude toward 
behavior 

Shop service 
image 

Merchandise 
brand 

I will buy only my most favorite furniture brand. 0.328 0.550 
I always buy the same furniture brands because I 
am afraid that the new furniture will not match 
with the old one. 

0.427 0.503 

Merchandise 
image 

The store environment encourages me to buy 
furniture and home decoration. 0.284 0.567 

I will buy furniture in the store that I regularly 
visit. 0.435 0.505 

Store service 
attitude 

I will buy knock-down furniture, if the store offers 
furniture assembly service. 0.250 0.590 

I will buy furniture, if the store offers delivery 
service. 0.274 0.570 

Cronbach’s Alpha = 0.594 

Table 6.4: Item-to-total Correlation of Attitude toward Behavior on Shop Service Image after 
Dropped Unreliable Item  

Shopping Reliability and Facility 

The attributes of shopping reliability and facility are consisting of variety of category, versatility 
of payment tool, facility shopping, and integrated merchandise information (Yu and Wu, 2007) 
as shown in Table 6.5.  

Classification Construct Variables Item Item-total 
correlation 

Alpha if 
item 

deleted 

Attitude toward 
behavior 

Shopping 
reliability and 

facility 

Variety of 
category 

I prefer a one stop shopping store where I can find a 
variety of furniture and home decoration in one 
store. 

0.372 0.397 

Versatility of 
payment tool 

I prefer to buy furniture at the store where I can pay 
by credit card. 0.419 0.337 

Facility shopping 

I prefer a furniture store that salespersons escort me 
through the store, answering the questions and help 
me navigate through the maze of choices rather than 
customer self-service. 

0.062* 0.595 

Integrated 
merchandise 
information 

Before buying furniture, I visit stores to get new 
ideas or information about furniture. 0.293 0.432 

I am always interested in the information regarding 
new models/styles of furniture. 0.296 0.426 

Cronbach’s Alpha = 0.498 

Table 6.5: Item-to-total Correlation of Attitude toward Behavior on Shopping Reliability and 
Facility  
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From the Table 6.5, the results showed that the value of Cronbach’s Alpha was quite low from 
the acceptable level since there are three items are lower than 0.30. However, only the item of ‘I 
prefer a furniture store that salespersons escort me through the store, answering the questions 
and help me navigate through the maze of choice rather than customer self-service’ in facility 
shopping variable was unreliable. If this item is deleted, the alpha increases from 0.498 to 0.595. 
This item, therefore, was considered to be an appropriate to be deleted. The new results of item-
to-total correlation of attitude toward behavior on shopping reliability facility are summarized in 
Table 6.6. 

Classification Construct Variables Item Item-total 
correlation 

Alpha 
if item 
deleted 

Attitude toward 
behavior 

Shopping 
reliability and 

facility 

Variety of 
category 

I prefer a one stop shopping store where I can find a 
variety of furniture and home decoration in one 
store. 

0.367 0.536 

Versatility of 
payment tool 

I prefer to buy furniture at the store where I can pay 
by credit card. 0.416 0.490 

Integrated 
merchandise 
information 

Before buying furniture, I visit stores to get new 
ideas or information about furniture. 0.352 0.542 

I am always interested in the information regarding 
new models/styles of furniture. 0.385 0.521 

Cronbach’s Alpha = 0.595 
Table 6.6: Item-to-total Correlation of Attitude toward Behavior on Shopping Reliability and 
Facility after Dropped Unreliable item. 

Basic Merchandise  

The attributes of basic merchandise are consisting of merchandise discount, necessity of 
merchandise, product design, and product quality (Yu and Wu, 2007) as shown in Table 6.7.  

From the Table 6.7, the results showed that the value of Cronbach’s Alpha was significant below 
from the acceptable level since all items except the item of ‘I prefer to buy furnished furniture 
rather than knock-down furniture, even though the knock-down furniture is cheaper’ were 
unreliable. Nevertheless, only three items were considered to be deleted since dropping them will 
improve the scale of reliability. These three items are included two items of ‘I will buy cheaper 
furniture rather than more expensive one, but the former must meet certain quality requirement’ 
and ‘I think that the higher price of furniture, the higher the quality’ in necessity of merchandise 
variable and one item of ‘When buying furniture, I pay more attention to new models or styles 
than the current ones’ in product design variable. The new results of item-to-total correlation of 
attitude toward behavior on basic merchandise are summarized in Table 6.8. 

 



The Evaluation of IKEA’s Market Opportunity in Thailand 
 

P a g e | 68  
 

Classification Construct Variables Item Item-total 
correlation 

Alpha 
if item 
deleted 

Attitude toward 
behavior 

Basic 
merchandise  

Merchandise 
discount 

When buying furniture, I pick one with the lowest price. 0.253 0.360 
I am more likely to buy furniture that is on sale. 0.257 0.355 
Discount furniture might either remain in stock or 
obsolete products. 0.271 0.353 

Necessity of 
merchandise 

I will buy cheaper furniture rather than more expensive 
one, but the former must meet certain quality 
requirements. 

-0.028* 0.451 

I think that the higher price of furniture, the higher the 
quality. 0.097* 0.420 

I prefer to buy finished furniture rather than knock-down 
furniture, even though the knock-down furniture is 
cheaper. 

0.338 0.316 

I think knock-down furniture is difficult to assemble by 
myself, although it has clear assembly instructions. 0.200 0.381 

Product 
design 

When buying furniture, I pay more attention to new 
models or styles than the current ones. -0.001* 0.451 

Product 
quality 

I think that the knock-down furniture is cheaper and has 
a shorter product life cycle than finished furniture. 0.129 0.411 

Cronbach’s Alpha = 0.420 
Table 6.7: Item-to-total Correlation of Attitude toward Behavior on Basic Merchandise  

Classification Construct Variables Item Item-total 
correlation 

Alpha 
if item 
deleted 

Attitude toward 
behavior 

Basic 
merchandise  

Merchandise 
discount 

When buying furniture, I pick one with the lowest price. 0.250 0.471 
I am more likely to buy furniture that is on sale. 0.258 0.467 
Discount furniture might either remain in stock or 
obsolete products. 0.224 0.483 

Necessity of 
merchandise 

I prefer to buy finished furniture rather than knock-down 
furniture, even though the knock-down furniture is 
cheaper. 

0.367 0.411 

I think knock-down furniture is difficult to assemble by 
myself, although it has clear assembly instructions. 0.281 0.459 

Product 
quality 

I think that the knock-down furniture is cheaper and has 
a shorter product life cycle than finished furniture. 0.208 0.492 

Cronbach’s Alpha = 0.510 
Table 6.8: Item-to-total Correlation of Attitude toward Behavior on Basic Merchandise after 
Dropped Unreliable Items 

Overall, attitude toward behavior used in this study was consisted of 16 items, including 6 items 
in shop service image, 4 items in shop reliability and facility, and 6 items in basic merchandise. 
On the other hand, the subjective norms used in this study remained the same items as originally 
proposed (see Appendix 7). All of these variables will be used to calculate during the 
discriminant function analysis. 
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6.3.4 Discriminant Function Analysis 

Discriminant function analysis builds a predictive model for two or more groups to provide the 
best discriminant between the groups (Kent, 2007). This study used discriminant function 
analysis for both the integrative model, and factor model as the following two discriminant 
prediction equations. Both equations are formed two groups by dividing subjects on the genders. 
The first equation of integrative model reported on two different measures (attitude toward 
behavior and subjective norms). The second equation of factor model reported on five different 
measures (shop service image, shop reliable facility, basic merchandise, major reference group, 
and minor reference group). 

 Dintegrative model  = a*attitude toward behavior + b*subjective norms 

Dfactor model       = a*shop service image + b*shop reliable facility + c*basic merchandise +   
d*major reference group + e*minor reference group 

According to Gerson (2008), Wilks’ Lamba is used to test the significance of the discriminant 
model. The larger value of Lamba means the more likely to be significant. If the significant level 
is lower than 0.05, the discriminant model is a good fit for the data that the two groups or more 
have the same mean discriminant function scores. In addition, the canonical correlation is a 
measure of the association between the groups formed by the dependent and the given 
discriminant function. The value close to 1 means almost every variance in the discriminant 
scores can be attributed to group differences. 

In integrative model, the value of Wilk’s Lambda is 0.949, with the significant level at 0.001. 
The value of canonical correlation is 0.225, meaning 22.5% of variation in the dependent 
variable (behavioral intention) can be accounted for by all the independent variables (subjective 
norms and attitude toward behavior). On the other hand, the value of Lambda in factor model is 
0.904, with the significant level at 0.000. The value of canonical correlation is 0.310, meaning 
31% of variation in behavioral intention can be accounted for by all five independent variables 
including major reference group, minor reference group, shop service image, shop reliability and 
facility, and basic merchandise. The discriminant function coefficients are shown in Table 6.9 
and Table 6.10. Based on these, the discriminant function equations of behavior intention for 
both models are as follows:  

Dintegrative model  = 0.7188*subjective norms + 0.513* attitude toward behavior 

Dfactor model  = 0.351*major reference group + 0.306* minor reference group – 0.427*   
shop service image + 0.574* shop reliable facility + 0.546* basic 
merchandise  



The Evaluation of IKEA’s Market Opportunity in Thailand 
 

P a g e | 70  
 

Category Wilks' Lambda Chi-square Canonical Correlation df Sig. 

Integrative Model .949 13.118 .225 1 .001 

Factor Model .904 25.547 .310 5 .000 

Table 6.9: Discriminant Function 

Classification Factor Discriminant 
weights 

Discriminant 
loading 

Accuracy of 
Discriminant 

function 

Integrative model Attitude toward behavior 0.718 0.872 65% 
Subjective norms 0.513 0.729 

Factor model 

Major reference group 0.351 0.533 

63.8 % 
Minor reference group 0.306 0.493 
Shop service image -0.427 -0.026 
Shop reliable facility 0.574 0.568 
Basic merchandise  0.546 0.595 

Table 6.10: Discriminant Weights of the Integrative Model and Factor Model 

In summary, a direct discriminant function analysis was performed by using two variables in 
integrative model and five variables in factor model as predictors of membership in gender 
group. Using an alpha level of 0.001 to evaluate the equality of the group covariance matrices, 
both Box’s M test were significant (pintegrative = 0.001, pfactor = 0.000), confirming the ability of 
the independent variables to collectively discriminant the furniture shopping behavior of the 
subjects. The standardized discriminant function coefficients for integrative model were as 
follows: (a) subjective norms (= 0.178), and (b) attitude toward behavior (= 0.513). The loadings 
or structure coefficients for integrative model were as follows: (a) subjective norms (= 0.872), 
and (b) attitude toward behavior (= 0.729). The overall predictive accuracy of discriminant 
function is 65%. Females were classified with better accuracy (69.9%) than males (52.7%). On 
the other hand, the standardized discriminant function coefficients for factor model were as 
follows: (a) major reference group (= 0.351), (b) minor reference group (= 0.306), (c) shop 
service image (= -0.427), (d) shop reliable facility (= 0.574), and (e) basic merchandise (= 
0.546). The loadings or structure coefficients for factor model were as follows: (a) major 
reference group (= 0.533), (b) minor reference group (= 0.493), (c) shop service image (= -0.26), 
(d) shop reliable facility (= 0.568), and (e) basic merchandise (= 0.595). The overall predictive 
accuracy of discriminant function is 63.8%. Females were classified with better accuracy 
(66.7%) than males (56.8%). The summary of discriminant loading for both models is shown in 
Figure 6.1 and 6.2. 

Figure 6.1: Discriminant Loading of Integrative Model 

Behaviora
l Intention

Attitude 
toward 

behavior
Subjective 

Norms

0.872 0.729 
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0.568 

 
Figure 6.2: Discriminant Loading of Factor Model 

6.4 The Factors Influencing Home Furnishing 

All the factors influencing home furnishing were developed from Teocharoenchai’s research 
(2001) and some IKEA’s product characteristics including the total of 19 factors in furniture and 
11 factors in home decoration. The Descriptive statistics were used by measuring the mean and 
standard deviation to describe the factors influencing on home furnishing purchase. The 
statistical summary of mean and standard deviations for both furniture and home decoration are 
presented in Table 6.11. 

According to measuring on the factors influencing on buying home furnishing, many of the mean 
values are higher than the neutral position of the important level (rating on a seven point Likert 
scale with a score of 1 meaning not at all important, with mid-point of 4 meaning important, and 
a score of 7 meaning critical).  

6.4.1 The General Analysis  

Furniture 

The factors influencing on furniture purchasing can be classified into four categories including 
12 factors in product, 5 factors in service, 1 factor in price, and 1 factor in place as shown in 
Table 6.11. In product category, there are lifelong durability, design, quality, brand, color, 
material, comfort, ease of maintenance, ease of cleaning, matching with other items, suitable size 
for space, and utilization. In service category, there are service and installation, after sales 
service, personal care for customers, fast service, and warranty. 

Behavioral 
intention

Shop service 
image

Shop 
reliable 
facility

Basic 
merchandise 

nature

Major 
reference 

group

Minor 
reference 

group

0.595 

0.026 
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In terms of product, brand is not important to consideration when purchasing furniture, with the 
mean of 3.2296 lower than neutral position of 4. The most important factor of buying furniture is 
utilization or function, with the mean of 6.0195, followed by suitable size for space (6.000), 
quality (5.9572), the ease of cleaning (5.6265), lifelong durability (5.5914), matching with other 
items (5.5292), the ease of maintenance (5.5058), comfort (5.4747), design (5.4358), material 
(5.3580), and color (5.0545). 

In terms of service, respondents were mostly considering warranty, with the mean of 5.6187, 
followed by after sales service (5.1401), fast service (5.1245), service and installation (5.0272). 
The personal care for customers is the least important factor in this term (4.9455). 

Price seems to be quite important factor to consideration, with the mean of 5.3735. Lastly, 
location of stores is also important factor to consideration, with the mean slight above average.    

Furniture Mean SD.  Home decoration Mean SD 

 Product    Product  

Lifelong durability 5.5914 1.17610  Lifelong durability 4.9533 1.38834 

Design 5.4358 1.10254  Design 5.6615 1.13114 

Quality 5.9572 .93652  Quality 5.4436 1.22703 

Brand 3.2296 1.37990  Brand 3.2101 1.56457 

Color 5.0545 1.36822  Color 4.8833 1.35280 

Material 5.3580 1.14746  Material 4.9144 1.36947 

Comfort 5.4747 1.14579  Ease of cleaning 5.2607 1.28928 

Ease of maintenance 5.5058 1.09373  Matching with other items 5.5058 1.25661 

Ease of cleaning 5.6265 1.11478  Utilization/function 5.2529 1.45043 

Matching with other items 5.5292 1.18919   Price  

Size is suitable for space 6.0000 1.04955  Price 5.2724 1.18079 

Utilization/function 6.0195 1.04751   Place  

 Service   Location of stores 3.6070 1.48075 

Service and installation 5.0272 1.35613     

After sales service 5.1401 1.34478     

Personal care for customers 4.9455 1.39368     

Fast service 5.1245 1.33466     

Warranty 5.6187 1.27878     

 Price      

Price 5.3735 1.11478     

 Place      

Location of stores 4.0156 1.33454     
Table 6.11: Summary of Means and Standard Deviation for the Factors Influencing Home Furnishing 
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Home Décor and Accessories 

The factors influencing on home decoration purchasing can be classified into three categories 
including 9 factors in product, 1 factor in price, and 1 factor in place as shown in Table 6.11. 

In terms of product, design is the most important factor, with the mean of 5.6615, followed by 
matching with other items (5.5058), quality (5.4436), the ease of cleaning (5.2607), utilization 
(5.2529), lifelong durability (4.9533), material (4.9144), and color (4.8833). Brand, however, is 
not important factor to consideration since the value of mean is lower than the average point. 
Price is quite important factor, with the mean of 5.2724. While, the location of stores is not 
important factor, with the mean below the neutral point. 

6.4.2 The Analysis by Dividing the Gender  

The number female respondents are higher than male, with 74 males and 183 females.  

Furniture 

Form Table 6.12, brand is not important factor in terms of product for both genders, with mean 
below the average point. Males were considering suitable size for space as the most important 
factor in product term, followed by utilization, quality, lifelong durability, matching with other 
items, design, comfort, ease of cleaning, ease of maintenance, and color. On the other hand, 
females were considering the function as the most important factor, followed by suitable size, 
quality, the ease of cleaning, the ease of maintenance, lifelong durability, matching with other 
items, comfort, material, design and color.  

For service, there is no different between the genders. However, the mean value of female is 
higher than males. Warranty is the most important factor, followed by after sales service, fast 
service, service and installation, personal care for customers. Price is also an important factor for 
both genders but the store location is not an important factor for males. After testing in 
independent sample t-test, there is no significant different between the means of the genders.  
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Factors 
Male Female 

Sig. 
Mean SD. Mean SD. 

  Product     
Lifelong durability 5.6486 1.11567 5.5683 1.20187 .141 
Design 5.5946 1.18112 5.3716 1.06578 .223 
Quality 6.0000 .93633 5.9399 .93861 .317 
Brand 3.2027 1.48950 3.2404 1.33717 .415 
Color 4.8784 1.56111 5.1257 1.27983 .193 
Material 5.2568 1.22822 5.3989 1.11405 .920 
Comfort 5.5946 1.07166 5.4262 1.17378 .142 
Ease of maintenance 5.3378 1.18526 5.5738 1.05026 .273 
Ease of cleaning 5.5135 .99648 5.6721 1.15865 .280 
Matching with other items 5.6081 1.19149 5.4973 1.19004 .964 
Size is suitable for space 6.0811 .94734 5.9672 1.08891 .332 
Utilization/function 6.0541 1.03225 6.0055 1.05610 .692 

 Service     
Service and installation 4.8784 1.54346 5.0874 1.27228 .048 
After sales service 5.0135 1.45709 5.1913 1.29730 .752 
Personal care for customers 4.7838 1.52845 5.0109 1.33420 .145 
Fast service 5.0135 1.39954 5.1694 1.30878 .507 
Warranty 5.4459 1.35628 5.6885 1.24310 .496 

 Price     
Price 5.3919 1.08309 5.3661 1.13018 .465 

 Place     
Location of stores 3.8919 1.41002 4.0656 1.30345 .138 

Table 6.12: Summary of Descriptive Statistics for the Factors Influencing on Furniture by 
Dividing the Genders 

Home Décor and Accessories 

For Table 6.13, the location of stores is not an important factor for home decoration purchasing 
as well as the brand for both genders, with the mean value lower than the neutral point. In terms 
of product, there is slightly different in considering factor between the genders. Males were 
considering design as the most important factors followed by matching with other items, quality, 
function, ease of cleaning, lifelong durability, material, and color. While, females were 
considering the first three factors as same as males, followed by the ease of cleaning, function, 
material, lifelong durability, and color.  By testing the independent sample t-test, there is no 
significant different between the means of the genders. 

 



The Evaluation of IKEA’s Market Opportunity in Thailand 
 

P a g e | 75  
 

Factors 
Male Female 

Sig. 
Mean SD. Mean SD. 

  Product     

Lifelong durability 4.9459 1.47947 4.9563 1.35397 .206 

Design 5.7838 1.13801 5.6120 1.12771 .938 

Quality 5.4189 1.23872 5.4536 1.22554 .817 

Brand 3.3243 1.61422 3.1639 1.54614 .778 

Color 4.7703 1.42912 4.9290 1.32200 .380 

Material 4.7973 1.48028 4.9617 1.32336 .172 

Ease of cleaning 5.1757 1.19769 5.2951 1.32612 .114 

Matching with other items 5.6081 1.17994 5.4645 1.28713 .473 

Utilization/function 5.2838 1.32954 5.2404 1.49985 .384 

 Price     

Price 5.3784 1.08164 5.2295 1.21881 .305 

 Place     

Location of stores 3.6622 1.35765 3.5847 1.53071 .277 
Table 6.13:  Summary of Descriptive Statistics for the Factors Influencing on Home Décor and 
Accessories by Dividing the Genders 

6.4.3 The Analysis by Dividing the Age Group 

According to the total respondents of 257, there are 4 respondents who are under 20 years, 162 
respondents who are age between 21-30 years, 79 respondents who are age between 31-40 years, 
9 respondents who are age between 41-50 years, and 3 respondents who are age between 51-60 
years. 

Furniture 

From Table 6.14, brand is not an important factor for all ages and store location is also not an 
important factor for almost every ages range except the age between 31-40 years. In terms of 
price, it is a significant factor for all ages, with most important for between 21-30, followed by 
age between 31-40 years, age under 20 years, age between 41-50 years and age between 51-60 
years. In terms of product, quality, the ease of cleaning and function are the most important 
factors for age under 20 years; suitable size factor for age between 21-40 years and; and function 
for age between 41-60 years. In terms of service, warranty is the most significant factor for all 
age range. By testing ANOVA to assess the statistical differences between the means of five age 
groups, there is no significant different between the means of the age groups. 



The Evaluation of IKEA’s Market Opportunity in Thailand 
 

P a g e | 76  
 

Factor 
under 20 years 21-30 years 31-40 years 41-50 years 51-60 years 

Sig. 
Mean SD. Mean SD. Mean SD. Mean SD. Mean S.D. 

 Product           

Lifelong durability 6.0000 .81650 5.5926 1.19811 5.5316 1.15287 5.8889 1.36423 5.6667 .57735 .868 

Design 6.0000 1.15470 5.4568 1.12066 5.3418 1.06079 5.4444 1.23603 6.0000 1.00000 .654 

Quality 6.2500 .95743 5.9753 .96492 5.9114 .87983 5.8889 1.16667 6.0000 .00000 .953 

Brand 3.2500 1.25831 3.2531 1.41558 3.1013 1.35491 3.7778 .97183 3.6667 1.52753 .656 

Color 4.5000 1.91485 5.1975 1.29423 4.8608 1.44767 4.4444 1.66667 5.0000 1.00000 .214 

Material 6.0000 .81650 5.3951 1.16554 5.3038 1.11349 5.0000 1.32288 5.0000 1.00000 .601 

Comfort 5.7500 .95743 5.4938 1.10474 5.4177 1.24661 5.2222 1.20185 6.3333 .57735 .631 

Ease of maintenance 6.0000 1.41421 5.5123 1.05287 5.4684 1.14170 5.2222 1.39443 6.3333 .57735 .522 

Ease of cleaning 6.2500 1.50000 5.6728 1.07963 5.5063 1.16436 5.3333 1.22474 6.3333 .57735 .372 

Matching with other items 5.5000 1.29099 5.5926 1.15051 5.4557 1.24856 5.0000 1.50000 5.6667 .57735 .632 

Size is suitable for space 6.0000 .81650 6.0247 1.08605 5.9747 .99968 5.7778 1.20185 6.0000 .00000 .970 

Utilization/function 6.2500 .50000 6.0185 1.07756 5.9873 1.01897 6.1111 1.16667 6.3333 .57735 .963 

 Service           

Service and installation 4.7500 .95743 5.1296 1.37926 4.8481 1.36897 4.7778 1.09291 5.3333 .57735 .573 

After sales service 5.2500 .95743 5.2222 1.27567 5.0000 1.47631 4.6667 1.50000 5.6667 1.52753 .550 

Personal care for customers 5.0000 1.82574 4.9815 1.35350 4.8987 1.42860 4.5556 1.94365 5.3333 .57735 .890 

Fast service 5.0000 1.82574 5.1975 1.31800 5.0000 1.33973 4.8889 1.69148 5.3333 .57735 .818 

Warranty 5.7500 .95743 5.7407 1.16126 5.3797 1.44385 5.2222 1.78730 6.3333 .57735 .193 

 Price           

Price 5.2500 1.25831 5.4136 1.16707 5.3418 1.01130 5.1111 1.16667 5.0000 1.00000 .887 

 Place           

Location of stores 3.5000 1.29099 3.9444 1.37525 4.2532 1.24518 3.6667 1.00000 3.3333 2.08167 .292 
Table 6.14: Summary of Descriptive Statistics for the Factors Influencing on Furniture by 
Dividing the ages 

Home Décor and Accessories 

From Table 6.15, store location is not significant factor for every ages and brand is also not 
important for almost all ages except age between 41-50 years. Price plays important factor for all 
age, with most influence on age under 20 years, followed by age between 21-30 years, 51-60 
years, 31-40 years and 41-50 years. In product category, quality and function are the most 
important factors for age below 20 years; design for age between 21-50 years; and function for 
age between 51-60 years. By testing ANOVA, there is no significant different between the 
means of the age groups. 

 



The Evaluation of IKEA’s Market Opportunity in Thailand 
 

P a g e | 77  
 

Factor 
under 20 years 21-30 years 31-40 years 41-50 years 51-60 years 

Sig. 
Mean SD. Mean SD. Mean SD. Mean SD. Mean S.D. 

 Product           

Lifelong durability 5.5000 1.29099 4.9630 1.36454 4.9114 1.43393 4.7778 1.71594 5.3333 1.15470 .901 

Design 5.7500 1.50000 5.7099 1.13489 5.5570 1.12941 5.7778 1.20185 5.3333 .57735 .856 

Quality 6.2500 .95743 5.4691 1.26674 5.3544 1.16617 5.4444 1.33333 5.3333 .57735 .695 

Brand 2.7500 2.21736 3.2037 1.56093 3.0886 1.51226 4.5556 1.33333 3.3333 2.08167 .111 

Color 5.0000 1.82574 5.0000 1.31876 4.6203 1.41696 5.1111 1.26930 4.6667 .57735 .338 

Material 5.5000 1.73205 4.9259 1.35388 4.8734 1.38089 4.8889 1.76383 4.6667 .57735 .924 

Ease of cleaning 6.0000 2.00000 5.2654 1.29401 5.2025 1.25453 5.4444 1.50923 5.0000 .00000 .778 

Matching with other items 5.0000 1.82574 5.6049 1.28710 5.3418 1.18631 5.3333 1.22474 5.6667 .57735 .524 

Utilization/function 6.2500 .95743 5.2469 1.51621 5.1519 1.35011 5.5556 1.42400 6.0000 .00000 .468 

 Price           

Price 6.0000 1.15470 5.3457 1.22257 5.1139 1.09764 5.0000 1.11803 5.3333 1.15470 .401 

 Place           

Location of stores 3.5000 2.38048 3.5679 1.51545 3.7342 1.41157 3.4444 1.01379 3.0000 2.00000 .858 
Table 6.15: Summary of Descriptive Statistics for the Factors Influencing on Home Décor and 
Accessories by Dividing the ages 

6.4.4 The Analysis by Dividing the Marital Status 

From the total of 257 respondents, 214 respondents are single and 43 respondents are married.  

Furniture  

From Table 6.16, brand is not significant factor for both groups and location is not significant 
factor for only married respondents. Single respondents were considering suitable size as the 
most important factor in the product category, while, function is the most important factor for 
married respondents. In service category, both groups thought warranty is the most important 
factor. Price is more important factor for single respondents than married respondents. By testing 
the independent sample t-test, there is significant different between the means of these two 
groups only in warranty factor. 
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Factors 
Single Married 

Sig. 
Mean SD. Mean SD. 

  Product     
Lifelong durability 5.5748 1.17546 5.6744 1.18966 .850 
Design 5.4252 1.11394 5.4884 1.05497 .549 
Quality 5.9626 .94372 5.9302 .91014 .849 
Brand 3.1121 1.32741 3.8140 1.50009 .262 
Color 5.1121 1.33446 4.7674 1.50929 .100 
Material 5.3785 1.14314 5.2558 1.17702 .993 
Comfort 5.4860 1.09085 5.4186 1.40123 .097 
Ease of maintenance 5.4907 1.05591 5.5814 1.27676 .132 
Ease of cleaning 5.6028 1.12429 5.7442 1.07111 .521 
Matching with other items 5.5561 1.18049 5.3953 1.23712 .360 
Size is suitable for space 6.0374 1.05639 5.8140 1.00607 .996 
Utilization/function 6.0187 1.05244 6.0233 1.03483 .800 

 Service     
Service and installation 5.0000 1.35314 5.1628 1.37893 .669 
After sales service 5.1636 1.27687 5.0233 1.65455 .063 
Personal care for customers 5.0093 1.35657 4.6279 1.54339 .264 
Fast service 5.1355 1.30918 5.0698 1.47027 .467 
Warranty 5.6729 1.20075 5.3488 1.60184 .003* 

 Price     
Price 5.3879 1.10655 5.3023 1.16568 .498 

 Place     
Location of stores 4.0467 1.31715 3.8605 1.42397 .349 

Table 6.16: Summary of Descriptive Statistics for the Factors Influencing on Furniture by 
Dividing the Marital Status 

Home Décor and Accessories 

From Table 6.17, brand and location are not significant factor for the both groups. Design is the 
most important factor for the two groups in terms of product characteristic. Price is more 
important factor for single respondents than married respondents. By testing the independent 
sample t-test, there is no significant different between the means of two marital status. 
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Factors 
Single Married 

Sig. 
Mean SD. Mean SD. 

  Product     

Lifelong durability 4.9065 1.38084 5.1860 1.41851 .476 

Design 5.6495 1.15209 5.7209 1.03108 .425 

Quality 5.4393 1.22706 5.4651 1.24114 .694 

Brand 3.1355 1.53988 3.5814 1.65087 .471 

Color 4.8879 1.35541 4.8605 1.35544 .918 

Material 4.9159 1.37121 4.9070 1.37692 .838 

Ease of cleaning 5.2196 1.29041 5.4651 1.27893 .677 

Matching with other items 5.5374 1.23562 5.3488 1.36074 .456 

Utilization/function 5.2523 1.47335 5.2558 1.34683 .518 

 Price     

Price 5.2850 1.16605 5.2093 1.26412 .257 

 Place     

Location of stores 3.6028 1.49998 3.6279 1.39767 .550 
Table 6.17: Summary of Descriptive Statistics for the Factors Influencing on Home Décor and 
Accessories by Dividing the Marital Status 

6.4.5 The Analysis by Dividing the Income 

As 257 respondents, they are 6 respondents who have monthly household income less than 
10,000 baht; 38 respondents for income between 10,001-30,000 baht; 33 respondents for income 
between 30,001-50,000 baht; 37 respondents for income between 50,001-70,000 baht; 41 
respondents for income 70,001-90,000 baht; and 102 respondents for income over 90,000 baht. 

Furniture 

From Table 6.18, Brand is not an important factor influencing on furniture purchase for all 
income range. While, location is not an important factor for respondents who have income under 
10,000; between 30,001-50,000; and between 70,001-90,000. In product category, the groups of 
income under 10,000 thought that comfort and function are the most important factor. The 
groups of income between 10,001-30,000 were considering suitable size. The groups of income 
between 30,001-50,000 were considering function as same as the groups of income over 90,000. 
Lastly, quality is the most important factor for respondents who have income between 70,001-
90,000.  Price is most important factor for the income range between 50,001-70,000, followed by 
10,001-30,000; over 90,000; 30,001-50,000; below 10,000; and 70,001- 90,000. By testing 
ANOVA, there is significant different between the means of the income group only in location 
factor. 
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Factor 
< 10,000 10,001-30,000 30,001-50,000 50,001-70,000 70,001-90,000 > 90,000 

Sig. 
Mean SD. Mean SD. Mean SD. Mean SD. Mean S.D. Mean S.D. 

 Product             

Lifelong durability 5.3333 .81650 5.4474 1.17858 5.3636 1.24545 5.8378 1.14294 5.3171 1.17130 5.7549 1.16412 .160 

Design 5.6667 1.50555 5.2632 1.10733 5.3333 1.19024 5.4865 1.01712 5.2195 1.15135 5.5882 1.05636 .408 

Quality 5.0000 1.78885 5.8684 .90557 5.8182 1.04447 6.0541 .84807 5.8780 .87164 6.0882 .87995 .073 

Brand 2.5000 1.22474 3.4737 1.37028 2.7576 1.27550 3.4595 1.28224 3.1707 1.46462 3.2745 1.40125 .159 

Color 5.6667 1.50555 5.0526 1.31411 5.1515 1.12142 5.2162 1.35678 4.6829 1.40426 5.0784 1.43979 .426 

 Material 5.6667 1.03280 5.3684 1.21746 5.3030 1.10354 5.4324 1.21428 5.2439 1.22026 5.3725 1.10733 .956 

Comfort 6.0000 1.26491 5.3421 1.21425 5.3636 1.24545 5.5676 1.06824 5.3171 1.03535 5.5588 1.15676 .605 

Ease of maintenance 5.6667 1.03280 5.5000 1.20247 5.3030 1.07485 5.6216 1.08912 5.4146 1.04823 5.5588 1.09521 .823 

Ease of cleaning 5.8333 1.16905 5.8421 1.00071 5.3636 1.16775 5.6757 1.08151 5.5122 1.22723 5.6471 1.10487 .553 

Matching with other items 5.6667 1.03280 5.6053 1.12801 5.3333 1.10868 5.3784 1.23269 5.4878 1.22723 5.6275 1.22613 .784 

Size is suitable for space 5.3333 1.03280 6.0263 .97223 5.9091 1.10010 6.1081 1.12506 5.7561 1.09042 6.1176 1.00783 .254 

Utilization/function 6.0000 1.26491 5.8421 1.19744 6.0606 1.08799 6.0000 1.05409 5.8293 .99756 6.1569 .98247 .516 

 Service             

Service and installation 4.5000 1.37840 5.0789 1.40235 4.8182 1.21075 5.1351 1.51221 4.9512 1.18218 5.0980 1.40374 .797 

After sales service 4.6667 1.03280 5.2895 1.46874 4.8788 1.43086 5.2162 1.33615 4.9268 1.19143 5.2549 1.34743 .503 

Personal care for customers 4.5000 1.37840 5.1053 1.46655 5.1515 1.46033 4.8919 1.50525 4.7561 1.26057 4.9412 1.37029 .758 

Fast service 4.6667 1.96638 5.2105 1.16614 5.0606 1.39058 5.2432 1.42215 4.8049 1.36418 5.2255 1.29666 .529 

Warranty 5.0000 .63246 5.6316 1.28233 5.4545 1.52256 5.8649 1.22842 5.5366 1.09767 5.6471 1.30988 .621 

 Price             

Price 5.1667 .98319 5.4737 1.22445 5.3333 1.13652 5.7027 1.17532 5.1220 1.22872 5.3431 .99000 .313 

 Place             

Location of stores 3.0000 1.09545 4.4211 1.65434 3.6364 1.31857 4.0811 1.32032 3.8049 1.10044 4.1078 1.26575 .045* 

Table 6.18: Summary of Descriptive Statistics for the Factors Influencing on Furniture by 
Dividing the Monthly Household Income 

Home Décor and Accessories 

From Table 6.19, brand is unimportant factor for every income range, and location is not 
significant factor for almost all income range except respondents who have income between 
10,001-30,000. Lifelong durability, however, is not important factor for only respondents who 
have income below 10,000. In product characteristic, the income groups lower than 10,000 were 
considering color and matching with other items as the most important factor. Design is the most 
important factor for respondents who have income over than 10,000. Price is an important factor 
for most respondents who have income range between 50,001-70,000, followed by 10,001-
30,000; over 90,000; 30,001-50,000; below 10,000; and 70,001-90,000. By testing ANOVA, 
there is no significant different between the means of the income range.  
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Factor 
< 10,000 10,001-30,000 30,001-50,000 50,001-70,000 70,001-90,000 > 90,000 

Sig. 
Mean SD. Mean SD. Mean SD. Mean SD. Mean S.D. Mean S.D. 

 Product             

Lifelong durability 3.8333 1.47196 5.1316 1.29805 4.9697 1.15879 5.0000 1.43372 5.1220 1.28832 4.8627 1.49613 .347 

Design 5.5000 1.04881 5.6053 1.15172 5.6970 1.15879 5.6757 1.22597 5.5854 .99939 5.7059 1.15688 .988 

Quality 4.1667 1.60208 5.4737 1.30977 5.3636 1.11294 5.4324 1.23694 5.5610 1.02588 5.4902 1.26448 .207 

Brand 2.0000 1.26491 3.5789 1.62134 2.9394 1.57994 3.1892 1.50624 3.3902 1.70115 3.1667 1.49642 .198 

Color 5.6667 1.50555 4.9211 1.26024 4.6667 1.47196 4.9459 1.47094 4.6829 1.33115 4.9510 1.30784 .535 

Material 5.1667 1.16905 5.0526 1.45095 4.7879 1.38649 4.7568 1.42215 5.0732 1.40339 4.8824 1.32974 .856 

Ease of cleaning 5.5000 1.22474 5.3158 1.27566 5.0303 1.21153 5.1892 1.39120 5.2195 1.29445 5.3431 1.30114 .865 

Matching with other items 5.6667 1.03280 5.4474 1.17858 5.2424 1.27550 5.4865 1.23876 5.4634 1.22673 5.6275 1.31948 .758 

Utilization/function 5.3333 1.50555 5.4211 1.24405 5.3636 1.27029 4.8919 1.71243 5.3415 1.25717 5.2451 1.55070 .678 

 Price             

Price 5.1667 .98319 5.3947 1.22009 5.1818 1.13067 5.5405 1.21552 5.1463 1.25620 5.2157 1.15722 .664 

 Place             

Location of stores 3.3333 1.50555 4.0789 1.85095 3.3030 1.35750 3.4865 1.38688 3.4390 1.37929 3.6569 1.42464 .275 

Table 6.19: Summary of Descriptive Statistics for the Factors Influencing on Home Décor and 
Accessories by Dividing the Monthly Household Income 

6.4.6 The Analysis by Dividing the Types of Resident 

As 257 respondents, they are 126 respondents who are living in house, 7 respondents who are 
living in twinhouse, 23 respondents who are living in commercial building, 56 respondents who 
are living in townhouse, 33 respondents who are living in condominium, 12 respondents who 
living in apartment. 

Furniture 

From Table 6.20, brand is not significant factor for respondents who are living in all type of 
resident. While, location is not significant factor for respondents who are living in commercial 
building and townhouse. Since commercial buildings and townhouses are located in the central 
business district where the most convenient transportation is, the location, perhaps, does not play 
important in these type of resident. Price is an important factor for respondents who are living in 
twinhouse more than other types of resident, followed by respondents who are living in 
condominium, townhouse, house, commercial building, and apartment. In product characteristic, 
function is the most important factor for respondents who are living in house as well as 
twinhouse, commercial building, and apartment. Quality is most important factor for respondents 
who are living in twinhouse as well as townhouse and apartment. Suitable size is the most 
important factor for only respondents who are living in condominium, with perhaps 
condominium has a limited space for furniture. In terms of service, warranty is the most 
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important factor for all types of living. By testing ANOVA, there is no significant different 
between the means of six types of resident. 

Factor 
House Twinhouse Comm’l Bldg. Townhouse Condominium Apartment 

Sig. 
Mean SD. Mean SD. Mean SD. Mean SD. Mean S.D. Mean S.D. 

 Product             

Lifelong durability 5.6349 1.15657 5.7143 1.49603 5.7391 1.13688 5.6429 1.10254 5.3939 1.34488 5.0833 1.16450 .569 

Design 5.3333 1.08074 5.7143 1.60357 5.2174 1.08530 5.7500 1.06600 5.5152 1.09320 5.0833 1.08362 .135 

Quality 5.8492 .98035 6.2857 .75593 6.1739 .93673 6.1071 .86715 5.9091 .94748 5.9167 .79296 .381 

Brand 3.3333 1.49666 2.7143 1.38013 3.3913 1.15755 3.0714 1.29133 2.8788 1.16613 3.8333 1.26730 .208 

Color 4.9603 1.37055 5.5714 .97590 4.5652 1.44052 5.3750 1.35596 5.3030 1.28659 4.5000 1.31426 .057 

Material 5.3413 1.09663 5.7143 .75593 5.2174 1.16605 5.5357 1.19033 5.1818 1.33357 5.2500 1.13818 .661 

Comfort 5.4762 1.18466 6.1429 .89974 5.2609 1.21421 5.5179 1.04431 5.5152 1.20211 5.1667 1.02986 .529 

Ease of maintenance 5.5714 1.09126 5.8571 .69007 5.4783 1.03877 5.5000 1.19087 5.2424 1.00095 5.4167 1.24011 .675 

Ease of cleaning 5.6905 1.08417 5.8571 .69007 5.6087 1.11759 5.6071 1.23109 5.4242 1.11888 5.5000 1.16775 .855 

Matching with other items 5.5556 1.10675 5.8571 .69007 5.2174 1.38027 5.3393 1.31117 6.0000 .93541 5.2500 1.60255 .091 

Size is suitable for space 5.9683 1.01931 6.1429 .37796 5.6522 1.22877 5.9821 1.07011 6.5152 .75503 5.5833 1.44338 .026 

Utilization/function 6.0794 .93469 6.2857 .48795 5.9565 1.22394 5.9643 1.19033 5.9091 1.18226 5.9167 1.08362 .905 

 Service             

Service and installation 5.0317 1.30192 5.8571 1.21499 4.6087 1.40580 5.0357 1.46429 5.0303 1.38033 5.2500 1.28806 .401 

After sales service 5.0952 1.34121 5.8571 1.21499 4.9130 1.34547 5.1607 1.29020 5.1212 1.53618 5.5833 1.16450 .537 

Personal care for customers 4.8968 1.32562 6.1429 .89974 5.0000 1.34840 4.8929 1.31673 4.7879 1.72767 5.3333 1.61433 .237 

Fast service 5.0952 1.35309 6.0000 1.00000 5.1304 1.35862 5.0000 1.32116 5.1818 1.37964 5.3333 1.23091 .565 

Warranty 5.5556 1.23000 6.2857 .75593 5.4783 1.47308 5.6964 1.26376 5.6061 1.47774 5.8333 1.19342 .698 

 Price             

Price 5.3254 1.12306 6.1429 .89974 5.1304 1.21746 5.4107 1.17205 5.6364 .96236 5.0000 .85280 .161 

 Place             

Location of stores 4.1349 1.35855 4.5714 1.13389 3.6087 1.46905 3.8036 1.18198 4.0909 1.44403 4.0000 1.20605 .319 

Table 6.20: Summary of Descriptive Statistics for the Factors Influencing on Furniture by 
Dividing the Type of Resident 

Home Décor and Accessories 

From Table 6.21, brand is not significant factor for all types of living and location is also not 
significant factor for almost all types of living except twinhouse. Price is more important factor 
for respondents who are living in apartment than others. Design plays the most important factor 
for respondents who are living in house, twinhouse, commercial building, and townhouse. 
Matching with other items is the most important factor for respondents who are living in 
condominium and quality is the most important factor for respondents who are living in 
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apartment. By testing ANOVA, there is no significant different between the means of six living 
types. 

Factor 
House Twinhouse Comm’l Bldg. Townhouse Condominium Apartment 

Sig. 
Mean SD. Mean SD. Mean SD. Mean SD. Mean S.D. Mean S.D. 

 Product             

Lifelong durability 5.0317 1.41385 5.5714 .78680 4.8261 1.49703 4.8036 1.43235 4.8788 1.38649 4.9167 .99620 .744 

Design 5.6111 1.09524 6.1429 .89974 5.6957 1.01957 5.8571 1.13504 5.5758 1.29977 5.1667 1.26730 .338 

Quality 5.4206 1.22215 5.8571 .89974 5.6087 1.19617 5.2321 1.38815 5.6061 1.14399 5.6667 .88763 .568 

Brand 3.3095 1.63200 2.8571 1.46385 3.2174 1.70445 3.1071 1.54542 2.8485 1.37207 3.8333 1.11464 .447 

Color 4.8016 1.32073 4.7143 1.49603 4.5652 1.34252 5.2143 1.31722 5.1212 1.51570 4.2500 1.05529 .114 

Material 4.9683 1.33828 4.8571 1.46385 4.9130 1.31125 4.8036 1.43235 4.9394 1.57994 4.8333 1.02986 .987 

Ease of cleaning 5.2302 1.36916 5.1429 1.06904 5.4783 1.12288 5.4286 1.20389 5.0606 1.36792 5.0000 1.04447 .701 

Matching with other items 5.4127 1.27292 5.7143 .75593 5.4348 1.16096 5.6071 1.37085 5.9091 1.04174 4.9167 1.31137 .195 

Utilization/function 5.2857 1.36737 5.8571 .69007 5.1739 1.55657 5.1250 1.67400 5.3333 1.51383 5.0833 1.24011 .845 

 Price             

Price 5.1349 1.20899 5.4286 .78680 5.5217 1.08165 5.2857 1.26080 5.4545 1.09233 5.5833 1.08362 .485 

 Place             

Location of stores 3.7063 1.48630 4.5714 1.13389 3.0000 1.41421 3.5179 1.47699 3.6061 1.56004 3.5833 1.31137 .179 

Table 6.21: Summary of Descriptive Statistics for the Factors Influencing on Home Décor and 
Accessories by Dividing the Type of Resident  

6.4.7 The Analysis by Dividing the Resident Area 

As the total of 257 respondents, they are 76 respondents who are living in Zone A, 8 respondents 
who are living in Zone B, 37 respondents who are living in Zone C, 30 respondents who are 
living in Zone D, 38 respondents who are living in Zone E, 23 respondents who are living in 
Zone F, 43 respondents who are living in Zone G, and 2 respondents who are living in Zone H. 

Furniture 

From Table 6.22, brand is not significant factor to consideration for all resident area and location 
is not significant factor for some resident area including Zone B, E, F, G, and H. Price is quite 
important for all resident area, with most important for respondents who are living in Zone G, 
followed by Zone H, F, C, D, A, E and B. In terms of product, quality is the most important 
factor for respondents who are living in Zone A. Lifelong durability and the ease of cleaning are 
the most important factor for respondents who are living in Zone B. Utilization is the most 
important factor for respondents who are living in Zone C as well as Zone F, and G. Suitable size 
is the most important factor for respondents who are living in Zone D and E. Lastly, design is the 
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most important factor for respondents who are living in Zone H. In terms of service, warranty is 
the most important factor for almost respondents who are living in all resident areas except Zone 
B, who were considering service and installation as the most important factor. Personal care for 
customer is not significant important factor for respondents who are living in Zone B and H. 
Moreover, service and installation, after sales service and fast service are not significant factor 
for respondents who are living in Zone H. By testing ANOVA, there is no significant different 
between the means of eight resident areas.  

 
Table 6.22: Summary of Descriptive Statistics for the Factors Influencing on Furniture by 
Dividing the Resident Area. 

Home Décor and Accessories 

From Table 6.23, brand and location are not significant factor for all resident areas and lifelong 
durability is not significant factor only for respondents who are living Zone H. Price plays 
important factor for respondents who are living in Zone F than the others. In terms of product 
characteristic, quality is the most important factor for respondents who are living in Zone A. The 
ease of cleaning is the most important factor for respondents who are living in Zone B. Design is 
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the most important factor for respondents who are living in Zone C, D, F, G, and H. Lastly, 
matching with other items is the most important factor for respondents who are living in Zone E. 
By testing ANOVA, there is no significant different between the means of these eight resident 
zones. 

 
Table 6.23: Summary of Descriptive Statistics for the Factors Influencing on Home Décor and 
Accessories by Dividing the Resident Area 

In conclusion, since home furnishing buyers were associated with low level of perceived brand 
differentiation, furniture buyers’s behavior are dissonance-reducing buying behavior (Adcock et 
al., 2001 and Kotler, 2003). They are expected to be highly involved in purchasing for furniture 
and lowly involved in purchasing for home decoration but show a little interest in brands (Kotler, 
2003 and Solomon, 2006). The finding found that they form their attitudes after purchasing 
through their own experiences, the influence of the reference group from family, and mass-media 
communication from websites, magazines, and catalogues.  

The decision making process of furniture purchase can be explained through the five stages of 
planning, research, shopping, item selection and store experience (Roy, 2002). The finding found 
that most respondents realize that they recently want to redecorate a new room or want to replace 
the old furniture that was worn. They go to a showroom to get some ideas or gather the 
information. Next, they usually shop at furniture stores and visit approximately 3 stores to 
compare several models through shop service image, shopping reliability and facility, and basic 
merchandise. In terms of shop service image, they consider the merchandise image (such as store 
environment), store service image (such as warranty, assembly service, delivery service, after 
sales service, and service and installation), the offers of personal care and rapid arrangement for 
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customers. In terms of shopping reliability and facility, they consider the variety of categories 
(such as one stop shopping store), versatility of payment tools (such as paying by credit card), 
facility shopping, and integrated merchandise information. In terms of basic merchandise nature, 
they consider merchandise discount, necessity of merchandise (such as utilization, size, ease of 
cleaning, matching with other items, ease of maintenance, comfort, material, color, and lifelong 
durability), product design and product quality. Then, they choose the furniture in which their 
family has the most influence on purchasing. Lastly, they evaluate their satisfaction through the 
store experience that they may return to the store if they are satisfied as shown in figure 6.3. 
Nevertheless, the differences in the external variables such as gender, age, marital status, 
monthly family income, type of living and residential area etc. are slightly different in the factors 
influencing home furnishing purchase. 

 
Figure 6.3: The Summary of the Findings 
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According to the prediction of behavioral intention to purchase furniture through the 
discriminant function analysis, the equation of integrative model is more accurate than the 
equation of factor model. Thus, the prediction of behavioral intention to purchase furniture is (a) 
subjective norms (=0.872), (b) attitude toward behavior (=0.729). 
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Chapter 7: Conclusion 

In this chapter, the summary of this study is presented from the findings and analyzes on the 
pervious chapters. Then, the discussion based on the research questions is clarified to fulfill the 
understanding toward the thesis’s topic and purpose. 

The purpose of this study is to examine the consumer decision making process in relation to 
behavioral intention to purchase home furnishing and its impact on purchase decision in order to 
evaluate the market opportunity based on the consumer behavior. To meet this purpose, many 
sources of data were collected by conducting the questionnaire, gathering relevant information 
through the prior relevant studies, the case study of IKEA, and my empirical findings and 
analyzes. Several consumer behavioral intention variables such as service image, shop reliability 
and facility, basic merchandise, major reference group, and minor reference group were 
investigated in this study in order to lead to a greater understanding and awareness of consumers’ 
perception and the consumption patterns of furniture among the consumers in Thailand’s market. 
The analysis of these variables provided noteworthy findings, insights, and implications not only 
for the managers in home furnishing industry to develop improve their marketing strategies, but 
also for researchers who wish to further the understanding of the consumer decision making 
process which may be applicable to many types of businesses. 

7.1 The Key Influential Drivers of Consumer Intention to Purchase Furniture in 
Thailand Market  

Based on the theory of reasoned action, the attitude toward behavior, subjective norms and the 
external variables were presented to investigate the key influential drivers of the consumer 
intention to purchase furniture in Thailand market. 

In terms of subjective norms, the major reference group is more effective influence than the 
minor reference group. As regards the variables of subjective norms in the questionnaire, family 
is the most influential reference group on furniture purchases even most respondents can make a 
purchase decision by themselves. It is because the Thai society has deep rooted family values. 
For minor reference group, salesperson might somehow slightly influence the purchase while a 
celebrity somehow cannot persuade consumers to buy furniture. Furthermore, media or 
commercial such as television and website can influence the consumers at the stage of 
information searching before making the purchase decision.    

In terms of attitude toward behavior, all variables in merchandise image, store service attitude, 
offering of personal care for customer and rapid arrangement care for customer have influenced 
on consumer intention, only variables in merchandise brand are not significant influence on 
furniture purchasing that is consistent with the type of consumer buying behavior on the 
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dissonance-reducing buying behavior who is less interested in brand and builds his or her attitude 
after buying the products. However, individual consumers have little different factors driving in 
the behavioral intention especially in the basic merchandise. 

For basic merchandise, the findings indicated that 12 factors are typically necessary for furniture 
merchandise including lifelong durability, color, material, comfort, ease of maintenance, ease of 
cleaning, matching with other items, suitable size, utilization, design, quality and price. Lifelong 
durability, however, is not an important factor for only respondents who have monthly income 
lower than 10,000 baht. Whereas, 9 factors are basically necessary for home decoration 
merchandise including lifelong durability, design, price, quality, color, material, ease of cleaning, 
matching with other items, and function. Lifelong durability, nevertheless, is not a significant 
factor for only respondents who are living in Bangkok Zone H. 

From the findings, nearly all stages in the decision making process of home furnishing occur in 
the stores. For example, some consumers recognize theirs need at store, some visit showroom to 
get some ideas and information, some are shopping and selecting home furnishing at store and 
lastly store experience may make the customers return to the same store.  Then, the shops should 
design their store environment to attract consumers to visit, offer consumers service such as one 
stop shopping, delivery, assembly, and installation, after sales service, and warranty.  

Overall, the key influential drivers of consumers intention to purchase home furnishing are shop 
service image, shop reliability and facility, basic merchandise and major reference group. 
Function is considered as the most important product characteristic that has a positive influence 
on the furniture purchase intention, followed by size, quality, ease of cleaning, lifelong 
durability, matching with other items, ease of maintenance, comfort, design, price, material and 
color. On the other hand, design is considered as the most important product characteristic that 
has a positive influence on home decoration purchase intention, followed by design, quality, 
price, ease of cleaning, function, lifelong durability, material and color. The differences in the 
external variables are slightly different in the factors influencing for both furniture and home 
decoration purchase intention. In addition, the findings in this study suggest that the main 
operational strategies of furniture shops should be improving the store environment and their 
service image especially in delivery service and warranty. 

7.2 The Major Barriers or Obstacles to Consumer Intention to Purchase Furniture 
in Thailand Market That Might Have an Impact on IKEA 

There are several barriers or obstacles of consumer intention to purchase furniture that might 
have an impact on IKEA which are as follows. 
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Firstly, the difference in product orientation of product manufacturing can defect IKEA 
performance. IKEA has manufactured mainly by ordering components and parts which are 
suitable for the low end market. The company is familiar with European and American’s markets 
which have shorter product life usage. The consumers frequently change their furniture as their 
incomes rise. Thus, the products serving those markets are made to fit the shorter product life 
cycle. However, the characteristic of Thailand market is different. Based on the findings, 
consumers value durable furniture. The emphasis on product life usage has an implication on 
consumers’ buying decision in Thailand.  

Secondly, IKEA has only one store located in the outskirt area of Bangkok, which is quite far 
away from the urban area, which made it less attractive than other competitors who have many 
branches in Bangkok. Although, location is not a significant factor to consider when buying 
home furnishing, some respondents are not willing to go shopping for furniture at mega store 
outside the city or faraway from their place. Thus, the multi-location the competitors acquire is 
more competitive than a single distance or remote store IKEA has. Nevertheless, the findings 
also suggest that some respondents are willing to go shopping for furniture at a furniture fair or 
an exhibition which is held once a year. Yet, most fairs are located in the suburban zone such as 
Bangna area (same location as IKEA), which can generate high sales figures. As a result, it is a 
challenge for IKEA to turn its store weak-point as a single store to become an advantage. IKEA 
perhaps can provide free shuttle bus service to and from IKEA store. The shuttle bus pick up stop 
should be located nearby rapid mass transit transportation or the city center in order to offer 
convenient transportation for the consumers and this service can help growing the numbers of the 
customers as IKEA did in Finland, Singapore etc. 

Finally, Thai consumers are not familiar with consumer self-service. As most furniture from 
IKEA is knock-down furniture in order to be transported easily. Though, Do It Yourself (DIY) 
modular furniture seems to be unpopular with Thai people especially single women who have no 
basic expertise in home working or not familiar with using power tools. Consequently, after sales 
service that provide delivery, furniture installation and assembly service, plays an important role 
in Thai furniture market. Moreover, the findings indicated that respondents prefer to buy finished 
furniture rather than knock-down one even though the knock-down furniture is cheaper. They 
prefer a furniture store where salespersons escort them through the store, answer the questions 
and help them navigate through the maze of choices rather than customer self-service. However, 
IKEA perhaps can solve this problem by providing the delivery service and assembly service as 
it did in Japan and China since labor cost in Thai is cheaper than other countries in Europe. By 
doing this, IKEA may attract more customers. 
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7.3 The IKEA’s Market Opportunity in terms of Consumer Behavior in Thailand 
Market   

There are several points of IKEA’s market opportunity based on Thai furniture consumer 
behavior which are as follows. 

Firstly, the findings pointed out that customers’ brand loyalty of furniture market in Thailand is 
not significant and it has slightly impact on buying decision. This factor is a favorable 
opportunity for IKEA to enter in Thailand market even there is a fierce competition among the 
existing competitors. Furthermore, the demand of furniture in domestic market is increasing 
every year since 2005 with the average of 4.36% growth year-on-year according to Thai 
furniture domestic value. This can be the opportunity for IKEA to gain some market shares from 
the existing competitors. 

Secondly, the findings indicated that respondents prefer a one stop shopping store where they 
can find a variety of furniture and home decoration in one place. IKEA store, where provides 
everything regarding home furnishing under one store can get an advantage from this point. 
Perhaps this can make a new store experience for Thai consumers and can influence them to 
return to the store even it has only one location in Bangkok.  

Finally, since Thailand is one of the big suppliers to IKEA, IKEA may use local sources to 
reduce the costs to be able to compete with the local competitors. Although IKEA products are 
perceived as inexpensive, cheap products from European countries might not be recognized in 
the same way in Thailand because of the difference in incomes and cost of living. Also, even 
Thai consumers are not considered price as the first priority factor when buying the furniture, 
consumers may purchase furniture from the other competitors if they offer lower price with 
almost the same quality.  
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Appendix 1: Questionnaire (English Version) 

Part 1: Home Furnishing Purchasing Pattern 

Home furnishing are defined as furniture, home décor and accessories items (excludes 
appliances and electronic entertainment items) 

Please choose the answer that best describes you. 

1. What is most

 Old one was worn     Recently moved to a new residence 

 likely the reason you buy furniture?  

 Recently redecorate    Impulse purchase (See it and like it) 
 Furnishing an empty room 
 Planning to buy a new model or style of furniture  
 Want or need a new or additional piece of furniture 
 Changing in number of household members 

2. What is most

 Old one was worn     Recently moved to a new residence 

 likely the reason you buy home décor and accessories 

 Recently redecorate    Impulse purchase (See it and like it) 
 Furnishing an empty room 
 Planning to buy a new model or style of home décor and accessories  
 Want or need a new or additional piece of home décor and accessories 
 Changing in number of household members 

3. How often do you buy furniture?  

 Once a year or more often     Once every 2-3 years  Once every 4-5 years 
  Once every 6-7 years     Once every 8-9 years  10 years or less often 

 Never 

4. How often do you buy home décor and accessories?  

 Less than 6 months   7-11 months   Once a year 
 Once every 2-3 years  Once every 4-5 years  Once every 6-7 years 

  Once every 8-9 years  10 years or less often  Never 

5. How many stores did you look at before you bought furniture?  

 One store    Two stores    Three stores 
 Four stores    Five stores     Six stores or more 

6. When you bought a new furniture last time, how long had you been seriously thinking about 
buying one? Starting from when you first began to talk to another person about the possibility of 
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buying a new furniture, or started looking seriously at furniture advertisements, or reading 
articles about new furniture in magazines or Newspapers.  

  Immediately or 1 day   2 days to one week   8 days to 1 month  
 1-2 months     2-4 months    4 months or more 

7. What is likely the source where you get the information and ideas about home furnishing 
products from?  (Can choose more than one option) 

  T.V.    Brochure      Catalogue   Exhibition 
  Book/Magazine  Website/internet     Family/ Relative  Friends 
  Salesperson   Visiting show rooms  Other ………. (Please specify) 

8. Who has influenced you the most

 Parents   Relative   Children   Husband/Wife 

 to make a decision of purchasing new furniture?  

 Friends   Myself 

9. Where did you buy your furniture? (Can choose more than one option) 

 Furniture stores/Retailer   Department stores   
 Furniture fair/ Exhibition   Other …………. (Please specify) 

10.  How often do you tell others when you have had a good

  Always   Most of the time  Sometime   Never 

 experience or satisfied service while 
purchasing furniture?  

11.  How often do you tell others when you have had a bad

  Always   Most of the time  Sometime   Never 

 experience or unsatisfied service 
while purchasing furniture?  

12.  How did you pay for your furniture? (Can choose more than one option) 

 Cash     Credit card    Loan 
 Extended Payment Plan (EPP)  
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Part 2: Behavioral intention to purchase furniture 
For each of the following statement, please choose the degree of agreement that corresponds 
with your opinion  
 

Strongly  Somewhat Slightly Neutral Slightly Somewhat     Strongly 
Disagree  Disagree Disagree   Agree  Agree           Agree 
   (1)      (2)      (3)     (4)     (5)        (6)        (7) 

 
Subjective Norms 

 

My family has a crucial influence on my furniture purchase.  1     2     3     4     5     6     7 
It bothers me if my friends or my family disapprove of my furniture 
purchase.  

1     2     3     4     5     6     7 

If a celebrity who I admire is endorsing a furniture product, I feel 
like buying that one.  

1     2     3     4     5     6     7 

A salesperson can influence me to select the furniture.  1     2     3     4     5     6     7 
 

 Shop Service Image 
I buy different furniture brands to get some variety.  1     2     3     4     5     6     7 
I will buy only my most favorite furniture brand.  1     2     3     4     5     6     7 
I always buy the same furniture brands because I am afraid that the 
new furniture will not match with the old one. 

1     2     3     4     5     6     7 

I will buy knock-down furniture, if the store offers furniture 
assembly service. 

1     2     3     4     5     6     7 

I will buy furniture, if the store offers delivery service.  1     2     3     4     5     6     7 
The store environment encourages me to buy furniture and home 
decoration.  

1     2     3     4     5     6     7 

I will buy furniture in the store that I regularly visit.  1     2     3     4     5     6     7 
 

 Shopping Reliability and Facility 
Before buying furniture, I visit stores to get new ideas or information 
about furniture.  

1     2     3     4     5     6     7 

I am always interested in the information regarding new 
models/styles of furniture.  

1     2     3     4     5     6     7 

I prefer to buy furniture at the store where I can pay by credit card.  1     2     3     4     5     6     7 
I prefer a one stop shopping store where I can find a variety of 
furniture and home decoration in one store.  

1     2     3     4     5     6     7 

I prefer a furniture store where salespersons escort me through the 
store, answer the questions and help me navigate through the maze 
of choices rather than customer self-service. 

1     2     3     4     5     6     7 

 

 Basic Merchandise  
When buying furniture, I pick one with the lowest price.  1     2     3     4     5     6     7 
I am more likely to buy furniture that is on sale.  1     2     3     4     5     6     7 
Discount furniture might either remain in stock or obsolete products.  1     2     3     4     5     6     7 
I will buy cheaper furniture rather than more expensive one, but the 
former must meet certain quality requirements.  

1     2     3     4     5     6     7 

I think that the higher price of furniture, the higher the quality.  1     2     3     4     5     6     7 
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I prefer to buy finished furniture rather than knock-down furniture, 
even though the knock-down furniture is cheaper. 

1     2     3     4     5     6     7 

I think that the knock-down furniture is cheaper and has a shorter 
product life cycle than finished furniture. 

1     2     3     4     5     6     7 

I think knock-down furniture is difficult to assemble by myself, 
although it has clear assembly instructions.  

1     2     3     4     5     6     7 

When buying furniture, I pay more attention to new models or styles 
than the current ones. 

1     2     3     4     5     6     7 

 

Purchase Intention  
I am willing to go shopping for furniture at mega stores outside the 
city or far away from my place. 

1     2     3     4     5     6     7 

 
 
Part 3: Factors influencing furniture and home decoration choice 
Lists below are some reasons many people have in selecting to purchase furniture, please choose 
the degree of importance that corresponds with your opinion. 
 

Not at all  Slightly Fairly  Important Quite  Very  Critical 
Important Important Important   Important Important 
      (1)      (2)       (3)       (4)      (5)     (6)      (7)  

How important do you consider……….when buying furniture?  
……….lifelong durability 1     2     3     4     5     6     7 
……….design 1     2     3     4     5     6     7 
……….price 1     2     3     4     5     6     7 
……….quality 1     2     3     4     5     6     7 
……….brand 1     2     3     4     5     6     7 
……….service and installation 1     2     3     4     5     6     7 
……….after sales service 1     2     3     4     5     6     7 
……….the personal care for customers 1     2     3     4     5     6     7 
……….fast service 1     2     3     4     5     6     7 
……….warranty 1     2     3     4     5     6     7 
……….color 1     2     3     4     5     6     7 
……….material 1     2     3     4     5     6     7 
……….comfort 1     2     3     4     5     6     7 
……….ease of maintenance 1     2     3     4     5     6     7 
……….ease of cleaning 1     2     3     4     5     6     7 
……….matching with other items 1     2     3     4     5     6     7 
……….the size that is suitable for space 1     2     3     4     5     6     7 
……….utilization or function 1     2     3     4     5     6     7 
……….the location of the stores 1     2     3     4     5     6     7 

 

 
 
 



The Evaluation of IKEA’s Market Opportunity in Thailand 
 

P a g e | 107  
 

Lists below are some reasons many people have in selecting to purchase home décor and 
accessories, please choose the degree of importance that corresponds with your opinion. 
 

Not at all  Slightly Fairly  Important Quite  Very  Critical 
Important Important Important   Important Important 
      (1)      (2)       (3)       (4)      (5)     (6)      (7)  

How important do you consider……….when buying home décor and accessories? 
……….lifelong durability 1     2     3     4     5     6     7 
……….design 1     2     3     4     5     6     7 
……….price 1     2     3     4     5     6     7 
……….quality 1     2     3     4     5     6     7 
……….brand 1     2     3     4     5     6     7 
……….color 1     2     3     4     5     6     7 
……….material 1     2     3     4     5     6     7 
……….ease of cleaning 1     2     3     4     5     6     7 
……….matching with other items 1     2     3     4     5     6     7 
……….utilization or function 1     2     3     4     5     6     7 
……….the location of the stores 1     2     3     4     5     6     7 
 
 

 

Part 4: Demographic Information 
 
Please choose the answer that best describes you. 

1. Gender  

 Male   Female 

2. Age 

 Under 20 years    21-30 years    31-40 years 

 41-50 years     51-60 years    61 years and up 

3. Education 

 Lower than secondary school   Secondary school or equivalent  
 College or equivalent    Bachelor Degree  
 Master Degree     Doctoral Degree    

4. Employment Status 

 Student    Unemployed    Part-time employed 
  Full-time employed  Homemaker   Retired  

 Self-employed   

5. Marital Status  

 Single      Married 
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6. How many children do you have?  

 None   1 person   2 persons   3 persons  
 4 persons   5 persons   more than 5 persons   

7. How many members are there living in the same household?  

 1 person   2 persons   3 persons   4 persons  
 5 persons   6 persons   7 persons   8 persons 
 9 persons   10 persons   more than 10 persons  

8. Monthly household income  

 Less than 10,000 Baht  10,000-30,000 Baht  30,001-50,000 Baht 
 50,001-70,000 Baht  70,001 -90,000 Baht  Over 90,000 Baht 

9. Type of resident 

 House     Twinhouse     Commercial Building       
 Townhouse    Condominium    Apartment   

10. Where is your residential area?  

 Bangkok Zone A: Central Business District 
 Bangkok Zone B: Rattanathibet - Bang Bua Thong - Lat Lum Kaeo 
 Bangkok Zone C: Pinkalo - Taling Chan - Putthamonton 
 Bangkok Zone D: Chatuchak - Lak Si - Amphone Mueang Nonthaburi 
 Bangkok Zone E: Pracha Uthit - Rama II - Phet Kasem 
 Bangkok Zone F: Srinagarindra – Thepharak - Suwannaphum 
 Bangkok Zone G: Bang Kapi - Ram Inthra - Suwinthawong 
 Bangkok Zone H: Rangsit - Lam Luk Ka - Thanyaburi   
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Appendix 2: Questionnaire (Thai Version) 

ส่วนที่  1: รูปแบบการซื้อเฟอร์นิเจอร์และของตกแต่งบ้าน (ไม่รวมเคร่ืองใช้ไฟฟ้า) 

กรุณาเลือกคาํตอบท่ีบรรยายได้ตรงกับตวัท่านมากท่ีสุด 

1. อะไรคือเหตผุลท่ีคุณเลือกซ้ือเฟอร์นิเจอร์ มากที่สุด

 เฟอร์นิเจอร์เก่าชาํรุด     ยา้ยท่ีอยูอ่าศยัใหม่ 

  

 ตกแต่งบา้นหรือหอ้งใหม่    ซ้ือโดยไม่ตั้งใจ (เห็นแลว้ชอบ)  

 หอ้งวา่ง   

 วางแผนท่ีจะซ้ือเฟอร์นิเจอร์รูปแบบ หรือ สไตลใ์หม่ๆ        

 ตอ้งการเฟอร์นิเจอร์ใหม่ หรือ เปล่ียนเฟอร์นิเจอร์ใหม่   

 เปล่ียนแปลงจาํนวนสมาชิกในครัวเรือน 

2. อะไรคือเหตผุลท่ีคุณเลือกซ้ือของตกแต่งบา้น 

 อนัเก่าชาํรุด      ยา้ยท่ีอยูอ่าศยัใหม่ 

มากที่สุด 

 ตกแต่งบา้นหรือหอ้งใหม่    ซ้ือโดยไม่ตั้งใจ (เห็นแลว้ชอบ)  

 หอ้งวา่ง   

 วางแผนท่ีจะของตกแต่งบา้น รูปแบบ หรือ สไตลใ์หม่ๆ       

 ตอ้งการของตกแต่งบา้นใหม่ หรือ เปล่ียนของตกแต่งบา้นใหม่   

 เปล่ียนแปลงจาํนวนสมาชิกในครัวเรือน 

3. คุณซ้ือเฟอร์นิเจอร์บ่อยแค่ไหน  

 ปีหน่ึงต่อคร้ัง หรือ บ่อยมาก  2 -3 ปีคร้ัง        4-5 ปีคร้ัง          6-7 ปีคร้ัง  

  8-9 ปีคร้ัง    10 ปีคร้ัง หรือ ไม่บ่อยมาก    ไม่เคย 

4. คุณซ้ือของตกแต่งบา้นบ่อยแคไ่หน  

 นอ้ยกวา่ 6 เดือน   7-11 เดือนคร้ัง   ปีหน่ึงต่อคร้ัง   2-3 ปีคร้ัง

  4-5 ปีคร้ัง    6-7 ปีคร้ัง   8-9 ปีคร้ัง   

 10 ปีคร้ังคร้ัง หรือ ไม่บ่อยมาก  ไม่เคย 

5. ก่อนท่ีคุณจะตดัสินใจซ้ือเฟอร์นิเจอร์ คุณเลือกดูเฟอร์นิเจอร์ก่ีร้าน  

 1 ร้าน             2 ร้าน             3 ร้าน             4 ร้าน             5 ร้าน             6 ร้านหรือมากกวา่นั้น 
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6. เม่ือคุณซ้ือเฟอร์นิเจอร์ใหม่นั้น คุณไดใ้ชเ้วลาในการคิดนานแคไ่หน เร่ิมตั้งแตท่ี่คุณเร่ิมท่ีจะปรึกษาคนอ่ืนเก่ียวกบัเฟอร์นิเจอร์

ท่ีคุณคิดจะซ้ือ หรือวา่ เร่ิมท่ีจะคน้หาขอ้มูลอยา่งจริงจงัจากบทความ นิตยสาร หนงัสือพิมพ ์หรือ ส่ือโฆษณาต่างๆ  

  ตดัสินใจไดท้นัที หรือ 1 วนั  2 วนั – หน่ึงสปัดาห์   8 วนั – 1 เดือน  

 1-2 เดือน    2-4 เดือน    4 เดือนหรือมากกวา่นั้น 

7. คุณคน้หาขอ้มูล หรือ ความคิดเก่ียวกบั เฟอร์นิเจอร์และของแตกแต่งบา้นจากไหน (เลือกคาํตอบไดม้ากกวา่ หน่ึง ขอ้) 

  โทรทศัน ์    ใบปลิว แผน่พบัโฆษณา   แคตตาลอ็กสินคา้   

 งานนิทรรศการ    หนงัสือ หรือ นิตยสาร   เวบ็ไซต ์หรือ อินเตอร์เนต    

 ครอบครัว หรือ ญาติพ่ีนอ้ง  เพ่ือน     พนกังานขาย      

 เยีย่มชมร้าน    อ่ืนๆ ..........................(โปรดระบุ) 

8. บุคคลท่ีมีอิทธิพลต่อการตดัสินใจเลือกซ้ือเฟอร์นิเจอร์

 พอ่แม่   ญาติพ่ีนอ้ง   ลูก   สามี หรือ ภรรยา 

มากที่สุด 

 เพ่ือน    ตดัสินใจดว้ยตวัเอง 

9. สถานท่ีคุณซ้ือเฟอร์นิเจอร์ 

 ร้านเฟอร์นิเจอร์   หา้งสรรพสินคา้   งานแสดงสินคา้เฟอร์นิเจอร์ 

  อ่ืนๆ ...............................(โปรดระบุ) 

10. ถา้คุณมีประสบการณ์ท่ี ด ี

11. ถา้คุณมีประสบการณ์ท่ี 

เก่ียวกบัการบริการ เวลาท่ีคุณเลือกซ้ือเฟอร์นิเจอร์ คุณจะบอกส่ิงเหล่าน้ีกบัผูอ่ื้นบ่อยแค่ไหน

  ทุกคร้ัง  เกือบทุกคร้ัง   บางคร้ัง   ไม่เคย 

ไม่ด ี

12.  วธีิการชาํระค่าเฟอร์นิเจอร์ของคุณ  

เก่ียวกบัการบริการ เวลาท่ีคุณเลือกซ้ือเฟอร์นิเจอร์ คุณจะบอกส่ิงเหล่าน้ีกบัผูอ่ื้นบ่อยแค่ไหน

  ทุกคร้ัง  เกือบทุกคร้ัง   บางคร้ัง   ไม่เคย 

 เงินสด     ชาํระผา่นบตัรเครดิต  เงินเช่ือ 

 ผอ่นชาํระรายเดือนกบับตัรเครดิต  
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ส่วนที่  2: ความตั้งใจในการเลอืกซื้อสินค้าเฟอร์นิเจอร์ 

กรุณาลาํดบัการเห็นด้วยท่านต่อข้อความข้างล่างแต่ละข้อดงัต่อไปนี ้

ไม่เห็นดว้ยอยา่งยิง่        ไม่เห็นดว้ย         ค่อนขา้งไม่เห็นดว้ย         เฉยๆ         ค่อนขา้งเห็นดว้ย         เห็นดว้ย        เห็นดว้ยอยา่งยิง่ 

       (1)          (2)           (3)                          (4)    (5)    (6)               (7) 
 การคล้อยตามส่ิงอ้างองิ  

 ครอบครัวของฉนัมีส่วนในการตดัสินใจเลือกซ้ือสินคา้เฟอร์นิเจอร์  1     2     3     4     5     6     7 

ฉนัรู้สึกหงุดหงิดหากเพ่ือน หรือ ครอบครัวของฉนัไม่เห็นดว้ยกบัการเลือกซ้ือเฟอร์นิเจอร์

ของฉนั  

1     2     3     4     5     6     7 

ถา้บุคคลท่ีมีช่ือเสียงคนท่ีฉนัช่ืนชอบใหก้ารรับรองสินคา้เฟอร์นิเจอร์ ฉนัรู้สึกอยากท่ี

จะซ้ือสินคา้นั้นมากข้ึน  

1     2     3     4     5     6     7 

พนกังานขายมีผลต่อการเลือกซ้ือเฟอร์นิเจอร์ของฉนั  1     2     3     4     5     6     7 
 

 ภาพลกัษณ์การบริการของร้านค้า 

ฉนัซ้ือเฟอร์นิเจอร์หลายยีห่อ้เพ่ือเพ่ิมความหลากหลาย  1     2     3     4     5     6     7 

ฉนัจะซ้ือเฟอร์นิเจอร์เฉพาะยีห่อ้ท่ีฉนัช่ืนชอบมากท่ีสุดเท่านั้น  1     2     3     4     5     6     7 

ฉนัซ้ือเฟอร์นิเจอร์ยี่หอ้เดิมเสมอเพราะ ฉนัเกรงวา่เฟอร์นิเจอร์ยี่หอ้ใหม่จะไม่เขา้กนักบั

เฟอร์นิเจอร์ยี่หอ้เก่า 

1     2     3     4     5     6     7 

ฉนัจะซ้ือเฟอร์นิเจอร์ท่ีตอ้งประกอบเอง (knock-down furniture) ถา้ทางร้านเสนอ

บริการการติดตั้งให ้

1     2     3     4     5     6     7 

ฉนัจะซ้ือเฟอร์นิเจอร์ ถา้ร้านมีบริการการขนส่งให ้ 1     2     3     4     5     6     7 

สภาพแวดลอ้มของร้านมีส่วนทาํใหฉ้นัซ้ือเฟอร์นิเจอร์และของตกแต่งบา้น  1     2     3     4     5     6     7 

ฉนัจะซ้ือเฟอร์นิเจอร์จากร้านท่ีฉนัซ้ือเป็นประจาํ  1     2     3     4     5     6     7 
 

 ความน่าเช่ือถอืของร้านค้า 

ก่อนท่ีจะซ้ือเฟอร์นิเจอร์ ฉนัไปท่ีร้านเพ่ือใหเ้กิดความคิด หรือ ขอ้มูลใหม่ๆ  1     2     3     4     5     6     7 

ฉนัสนใจท่ีจะรับขอ้มูลเก่ียวกบั เฟอร์นิเจอร์แบบใหม่ๆ  เสมอๆ 1     2     3     4     5     6     7 

ฉนัชอบท่ีจะซ้ือเฟอร์นิเจอร์กบัร้านท่ีสามาระชาํระผา่นบตัรเครดิตได ้ 1     2     3     4     5     6     7 

ฉนัชอบร้านคา้ครบวงจรท่ีฉนัสามารถหาเฟอร์นิเจอร์และของตกแต่งบา้นท่ีมีความ

หลากหลายไดใ้นร้านเดียว 

1     2     3     4     5     6     7 

ฉนัชอบร้านเฟอร์นิเจอร์ท่ีพนกังานขายพาฉนัชมร้าน, ตอบคาํถามฉนั และ ช่วยฉนัในการ

เลือกสินคา้ มากกวา่ร้านท่ีตอ้งบริการดว้ยตวัเอง 

1     2     3     4     5     6     7 
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 ลกัษณะพืน้ฐานในการเลอืกซ้ือสินค้า 

เม่ือซ้ือเฟอร์นิเจอร์ ฉนัจะเลือกอนัท่ีราคาถกูท่ีสุด  1     2     3     4     5     6     7 

ฉนัชอบซ้ือเฟอร์นิเจอร์ท่ีลดราคา  1     2     3     4     5     6     7 

เฟอร์นิเจอร์ท่ีลดราคาอาจเป็นของคา้งสตอ๊ก หรือ ตกรุ่น  1     2     3     4     5     6     7 

ฉนัจะซ้ือเฟอร์นิเจอร์ท่ีราคาถูกกวา่ ถา้ เฟอร์นิเจอร์ท่ีราคาถูกกวา่นั้นมีคุณภาพตรงตามท่ีฉนั

ตอ้งการ  

1     2     3     4     5     6     7 

ฉนัคิดวา่เฟอร์นิเจอร์ราคาแพงกวา่ คุณภาพดีกวา่  1     2     3     4     5     6     7 

ฉนัชอบท่ีจะซ้ือเฟอร์นิเจอร์สาํเร็จรูปมากกวา่ เฟอร์นิเจอร์ท่ีตอ้งมาประกอบเอง ถึงแมว้า่ 

เฟอร์นิเจอร์ท่ีตอ้งมาประกอบเองนั้น ราคาจะถูกกวา่ก็ตาม 

1     2     3     4     5     6     7 

ฉนัคิดวา่เฟอร์นิเจอร์ท่ีตอ้งประกอบเองมีราคาถูกกวา่ แต่วา่มีอายกุารใชง้านสั้นกวา่

เฟอร์นิเจอร์สาํเร็จรูป 

1     2     3     4     5     6     7 

ฉนัคิดวา่การประกอบเฟอร์นิเจอร์เองเป็นส่ิงท่ียากเกินไปสาํหรับฉนั แมว้า่จะมีคู่มือมาใหก็้

ตาม  

1     2     3     4     5     6     7 

เม่ือซ้ือเฟอร์นิเจอร์ ฉนัใหค้วามสนใจกบัรูปแบบ หรือ สไตลใ์หม่ๆ มากกวา่แบบเดิมๆ 1     2     3     4     5     6     7 
 

 ความตั้งใจในการเลอืกซ้ือสินค้า 
 

ฉนัตั้งใจท่ีจะเดินเลือกซ้ือเฟอร์นิเจอร์ท่ีร้านใหญ่ๆ  นอกเมือง หรือ ไกลจากท่ีอยูอ่าศยัของ

ฉนั 

1     2     3     4     5     6     7 

 

ส่วนที่  3: ปัจจยัทีม่ผีลต่อการเลอืกซื้อเฟอร์นิเจอร์และของตกแต่งบ้าน 

กรุณาลาํดบัความสาํคัญของท่านต่อข้อความข้างล่างแต่ละข้อดงัต่อไปนี ้

ไม่สาํคญัเลย           สาํคญัเลก็นอ้ย           สาํคญัพอควร           สาํคญั           สาํคญัมาก           สาํคญัอยา่งมาก           จาํเป็นอยา่งยิง่ 

      (1)      (2)       (3)       (4)               (5)             (6)   (7)  

คุณให้ความสําคญักบัหัวข้อต่อไปนีม้ากน้อยแค่ไหน เมือ่ซื้อเฟอร์นเิจอร์  

……….อายกุารใชง้านนาน ทนทาน 1     2     3     4     5     6     7 

……….การออกแบบ 1     2     3     4     5     6     7 

……….ราคา 1     2     3     4     5     6     7 

……….คุณภาพ 1     2     3     4     5     6     7 

……….ยี่หอ้ 1     2     3     4     5     6     7 

……….การบริการ และ การติดตั้ง 1     2     3     4     5     6     7 

……….บริการหลงัการขาย 1     2     3     4     5     6     7 

……….ความใส่ใจท่ีพนกังานมีต่อลูกคา้ 1     2     3     4     5     6     7 

……….การบริการท่ีรวดเร็ว 1     2     3     4     5     6     7 
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……….การรับประกนั 1     2     3     4     5     6     7 

……….สี 1     2     3     4     5     6     7 

……….วตัถุดิบ 1     2     3     4     5     6     7 

……….ความสะดวกสบาย 1     2     3     4     5     6     7 

……….การบาํรุงรักษาง่าย 1     2     3     4     5     6     7 

……….การทาํความสะอาดง่าย 1     2     3     4     5     6     7 

……….ความเขา้กนัไดก้บัสินคา้ช้ินอ่ืนๆ 1     2     3     4     5     6     7 

……….ขนาดท่ีพอเหมาะกบัพ้ืนท่ี 1     2     3     4     5     6     7 

……….การใชง้าน 1     2     3     4     5     6     7 

……….สถานท่ีตั้งของร้าน 1     2     3     4     5     6     7 

 

กรุณาลาํดบัความสาํคัญของท่านต่อข้อความข้างล่างแต่ละข้อดงัต่อไปนี ้

ไม่สาํคญัเลย           สาํคญัเลก็นอ้ย           สาํคญัพอควร           สาํคญั           สาํคญัมาก           สาํคญัอยา่งมาก           จาํเป็นอยา่งยิง่ 

      (1)      (2)       (3)       (4)               (5)             (6)   (7)  

คุณให้ความสําคญักบัหัวข้อต่อไปนีม้ากน้อยแค่ไหน เมือ่ซื้อของตกแต่งบ้าน 

……….อายกุารใชง้านนาน ทนทาน 1     2     3     4     5     6     7 

……….การออกแบบ 1     2     3     4     5     6     7 

……….ราคา 1     2     3     4     5     6     7 

……….คุณภาพ 1     2     3     4     5     6     7 

……….ยี่หอ้ 1     2     3     4     5     6     7 

……….สี 1     2     3     4     5     6     7 

……….วตัถุดิบ 1     2     3     4     5     6     7 

……….การทาํความสะอาดง่าย 1     2     3     4     5     6     7 

……….ความเขา้กนัไดก้บัสินคา้ช้ินอ่ืนๆ 1     2     3     4     5     6     7 

……….การใชง้าน 1     2     3     4     5     6     7 

……….สถานท่ีตั้งของร้าน 1     2     3     4     5     6     7 
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ส่วนที่  4: ข้อมูลทัว่ไปของผู้ตอบแบบสอบถาม  
 

กรุณาเลือกคาํตอบท่ีบรรยายได้ตรงกับตวัท่านมากท่ีสุด 

1. เพศ  ชาย   หญิง 

2. อาย ุ

 ตํ่ากวา่ 20 ปี                   21-30 ปี                   31-40 ปี                  41-50 ปี                     

 51 -60 ปี   61 ปีข้ึนไป 

3. การศึกษา 

 ตํ่ากวา่มธัยมศึกษา   มธัยมศึกษา หรือ เทียบเท่า   อุดมศึกษา หรือ เทียบเท่า 

  ปริญญาตรี    ปริญญาโท     ปริญญาเอก   

4. อาชีพ 

 นกัเรียน/ นกัศึกษา   วา่งงาน    พนกังานชัว่คราว   

 พนกังานประจาํ   ธุรกิจส่วนตวั     แม่บา้น/พอ่บา้น 

  เกษียณ  

5. สถานภาพ  

 โสด     สมรส 

6. จาํนวนบุตร  

 ไม่มี            1 คน             2 คน             3 คน             4 คน             5 คน             มากกวา่ 5 คน

7. จาํนวนสมาชิกในครัวเรือน ท่ีอาศยัอยูร่่วมกนั 

 1 คน   2 คน   3 คน   4 คน   5 คน   6 คน 

  7 คน   8 คน   9 คน   10 คน  มากกวา่ 10 คน  

8. รายไดข้องครัวเรือน ต่อเดือน 

 นอ้ยกวา่ 10,000 บาท   10,000-30,000 บาท   30,001-50,000 บาท 

 50,001-70,000 บาท   70,001 -90,000 บาท   มากกวา่ 90,000 บาท 

9. ประเภทท่ีอยูอ่าศยั  

 บา้นเด่ียว    บา้นแฝด   อาคารพาณิชย ์       ทาวเฮา้ท ์หรือ ตึกแถว

 คอนโดมิเนียม    อพาร์ตเมน้ต ์   
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10. เขตท่ีอยูอ่าศยั  

 กรุงเทพฯ โซน A: ยา่นธุรกิจกลางเมือง 

 กรุงเทพฯ โซน B: รัตนาธิเบศน์ – บางบวัทอง – ลาดหลุมแกว้ 

 กรุงเทพฯ โซน C: ป่ินเกลา้ – ตล่ิงชนั – พทุธมณฑล 

 กรุงเทพฯ โซน D: จตจุกัร – หลกัส่ี – อาํเภอเมืองนนทบุรี 

 กรุงเทพฯ โซน E: ประชาอุทิศ – พระราม 2 – เพชรเกษม 

 กรุงเทพฯ โซน F: ศรีนครินทร์ – เทพารักษ ์– สุวรรณภูมิ 

 กรุงเทพฯ โซน G: บางกะปิ – รามอินทรา – สุวนิทวงศ ์

 กรุงเทพฯ โซน H: รังสิต – ลาํลูกกา – ธญับุรี   
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Appendix 3: Demographic Characteristics of Respondents 

Characteristic  No. Percentage Characteristic  No. Percentage 

Gender Male 74 28.8 Marital 
status 

Single 214 83.3 
Female 183 71.2 Married 43 16.7 

Age 

> 20 yrs. 4 1.6 

No. of 
household 
member 

1 person 26 10.1 
21-30 yrs. 162 63.0 2 persons 33 12.8 
31-40 yrs. 79 30.7 3 persons 26 10.1 
41-50 yrs. 9 3.5 4 persons 77 30.0 
51-60 yrs. 3 1.2 5 persons 42 16.3 

Education 

Jr. Hi-school 2 0.8 6 persons 23 8.9 
College 4 1.6 7 persons 15 5.8 
Bachelor 115 44.7 8 persons 7 2.7 
Master 130 50.6 9 persons 1 0.4 
Doctoral 6 2.3 10 persons 3 1.2 

Employment 
status 

Student 40 15.6 < 10 persons 4 1.6 
Unemployed 9 3.5 

Type of 
resident 

House 126 49.0 
Part-time 4 1.6 Twinhouse 7 2.7 
Full-time 172 66.9 Comm’l. Bldg. 23 8.9 
Homemaker 3 1.2 Townhouse 56 21.8 
Self-employed 29 11.3 Condominium 33 12.8 

No. of 
Children 

None 230 89.5 Apartment 12 4.7 
1 person 19 7.4 

Resident 
area 

BKK Zone A 76 29.6 
2 persons 5 1.9 BKK Zone B 8 3.1 
3 persons 3 1.2 BKK Zone C 37 14.4 

Monthly 
income 

> 10,000 6 2.3 BKK Zone D 30 11.7 
10,001-30k 38 14.8 BKK Zone E 38 14.8 
30,001-50k 33 12.8 BKK Zone F 23 8.9 
50,001-70k 37 14.4 BKK Zone G 43 16.7 
70,001-90k 41 16.0 BKK Zone H 2 0.8 
< 90,000 102 39.7     
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Appendix 4: Home Furnishing Purchasing Pattern 

  No. Percent   No. Percent 

Reason 
to buy 

furniture 

Replace 64 24.9 

Reason to 
buy home 
decoration 

Replace 32 12.5 
Moved to new residence 47 18.3 Moved to new residence 31 12.1 
Redecorate 89 34.6 Redecorate 74 28.8 
Impulse purchase 5 1.9 Impulse purchase 62 24.1 
Empty room 2 0.8 Empty room 4 1.6 
Planning to buy the new one 2 0.8 Planning to buy the new one 9 3.5 
Want or need new model 46 17.9 Want or need new model 45 17.5 
Changing in no. of member 2 0.8 

Buy home 
decoration 

> 6 months 31 12.1 

Buy 
furniture 

Once a yr/more often 15 5.8 7-11 months 38 14.8 
Once every 2-3 yrs. 96 37.4 Once a year 61 23.7 
Once every 4-5 yrs. 61 23.7 Once every 2-3 yrs. 70 27.2 
Once every 6-7 yrs. 29 11.3 Once every 4-5 yrs. 21 8.2 
Once every 8-9 yrs. 3 1.2 Once every 6-7 yrs. 5 1.9 
10 yrs. or less often 47 18.3 Once every 8-9 yrs. 3 1.2 
Never 6 2.3 10 yrs. or less often 18 7.0 

Visiting 
Store 

1 store 5 1.9 Never 10 3.9 
2 stores 36 14.0 

Decision 

Immediately/1 day 23 8.9 
3 stores 121 47.1 2 days – 1 week 55 21.4 
4 stores 34 13.2 8 days – 1 month 100 38.9 
5 stores 7 2.7 1-2 months 46 17.9 
6 stores or more 54 21.0 2-4 months 22 8.6 

Info. 
source 

T.V. 33 12.8 < 4 months 11 4.3 
Brochure 66 25.7 

Influencer 

Parents 58 22.6 
Catalogue 131 51.0 Relative 24 9.3 
Exhibition 116 45.1 Children 2 0.8 
Books/Magazines 136 52.9 Husband/Wife 40 15.6 
Website/Internet 168 65.4 Friends 13 5.1 
Family/Relative 63 24.5 Myself 120 46.7 
Friends 55 21.4 

Shopping 

Furniture store 167 65.0 
Salesperson 40 15.6 Department store 117 45.5 
Showrooms 203 79.0 Fair/Exhibition 87 33.9 
Interior 1 0.4 Factory 1 0.4 

Telling 
good 
exp. 

Always 52 20.2 Internet 1 0.4 
Most of the time 98 38.1 Make to order 1 0.4 
Sometime 93 36.2 Secondhand store 2 0.8 
Never 14 5.4 The Living malls 1 0.4 

Telling 
bad exp. 

Always 91 35.4 

Payment 

Cash 89 34.6 
Most of the time 118 45.9 Credit card 188 73.2 
Sometime 40 15.6 Loan 3 1.2 
Never 8 3.1 EPP 24 9.3 

 



The Evaluation of IKEA’s Market Opportunity in Thailand 
 

P a g e | 118  
 

Appendix 5: Factor Extraction Explained the Total Variance 

Total Variance Explained 

Component Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % Total % of Variance Cumulative % 

 

          1 3.251 13.005 13.005 3.251 13.005 13.005 2.058 8.231 8.231 

         2 2.272 9.087 22.092 2.272 9.087 22.092 1.903 7.613 15.844 

         3 1.926 7.702 29.794 1.926 7.702 29.794 1.847 7.389 23.233 

         4 1.655 6.619 36.413 1.655 6.619 36.413 1.818 7.271 30.504 

         5 1.534 6.135 42.548 1.534 6.135 42.548 1.776 7.106 37.610 

         6 1.380 5.520 48.068 1.380 5.520 48.068 1.586 6.343 43.953 

         7 1.134 4.535 52.603 1.134 4.535 52.603 1.464 5.856 49.809 

         8 1.059 4.235 56.838 1.059 4.235 56.838 1.385 5.539 55.348 

         9 1.003 4.010 60.848 1.003 4.010 60.848 1.375 5.500 60.848 

        10 .937 3.748 64.596       

        11 .892 3.569 68.164       

        12 .777 3.106 71.270       

        13  .751 3.003 74.274       

14 .710 2.839 77.112       

15 .697 2.789 79.902       

16 .675 2.699 82.600       

17 .614 2.457 85.057       

18 .605 2.422 87.479       

19 .591 2.364 89.842       

20 .540 2.161 92.003       

21 .485 1.942 93.945       

22 .456 1.825 95.770       

23 .394 1.574 97.344       

24 .362 1.447 98.791       

25 .302 1.209 100.000       

Extraction Method: Principal Component Analysis. 
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Appendix 6: Factor Rotation 

Rotated Component Matrixa 

 
Component 

1 2 3 4 5 6 7 8 9 

 Subjective Norms         

My family has a crucial influence on my furniture purchase   .620               

It bothers me if my friends or my family disapprove of my furniture purchase   .756               

If a celebrity who I admire is endorsing a furniture product, I feel like buying that one   .637               

A salesperson can influence me to select the furniture   .433         .308   -.426 

 Shop Service Image         

I buy different furniture brands to get some variety           .575     .441 

I will buy only my most favorite furniture brand .735                 

I always buy the same furniture brands because I am afraid that the new furniture will not match with the old one .776                 

I will buy knock-down furniture, if the store offers furniture assembly service               .725   

I will buy furniture, if the store offers delivery service       .317       .655   

The store environment encourages me to buy furniture and home decoration       .492           

I will buy furniture in the store that I regularly visit .609           .442     

 Shopping Reliability and Facility         

Before buying furniture, I visit stores to get new ideas or information about furniture       .645           

I am always interested in the information regarding new models/styles of furniture       .450   .539       

I prefer to buy furniture at the store where I can pay by credit card           .702       

I prefer a one stop shopping store where I can find a variety of furniture and home decoration in one store           .507 .321     

I prefer a furniture store that salespersons escort me through the store, answering the questions and help me navigate 

through the maze of choices rather than customer self-service 

            .694     

 Basic Merchandise          

When buying furniture, I pick one with the lowest price .424   .419             

I am more likely to buy furniture that is on sale     .769             

Discount furniture might either remain in stock or obsolete products     .778             

I will buy cheaper furniture rather than more expensive one, but the former must meet certain quality requirements     .463             

I think that the higher price of furniture, the higher the quality                 .758 

I prefer to buy finished furniture rather than knock-down furniture, even though the knock-down furniture is cheaper         .821         

I think that the knock-down furniture is cheaper and has a shorter product life cycle than finished furniture         .630   .379     

I think knock-down furniture is difficult to assemble by myself, although it has clear assembly instructions         .724         

When buying furniture, I pay more attention to new models or styles than the current ones       .746           

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 9 iterations. 
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Appendix 7: The Summary of Variables in Behavioral Intention to Purchase 
Furniture 

Classification Construct Variables Item 

Subjective 
Norms 

Major 
reference 

group 

Family/ 
Relatives 

My family has a crucial influence on my furniture 
purchase. 

Friends It bothers me if my friends or my family disapprove of my 
furniture purchase. 

Minor 
reference 

group 

Admired 
person’s 
opinion 

If a celebrity who I admire is endorsing a furniture product, 
I feel like buying that one. 

Salesperson A salesperson can influence me to select the furniture 

Attitude 
toward 

behavior 

Shop service 
image 

Merchandise 
brand 

I will buy only my most favorite furniture brand. 
I always buy the same furniture brands because I am afraid 
that the new furniture will not match with the old one. 

Merchandise 
image 

The store environment encourages me to buy furniture and 
home decoration. 
I will buy furniture in the store that I regularly visit. 

Store service 
attitude 

I will buy knock-down furniture, if the store offers 
furniture assembly service. 
I will buy furniture, if the store offers delivery service. 

Shopping 
reliability 

and facility 

Variety of 
category 

I prefer a one stop shopping store where I can find a variety 
of furniture and home decoration in one store. 

Versatility of 
payment tool 

I prefer to buy furniture at the store where I can pay by 
credit card. 

Integrated 
merchandise 
information 

Before buying furniture, I visit stores to get new ideas or 
information about furniture. 
I am always interested in the information regarding new 
models/styles of furniture. 

Basic 
merchandise 

Merchandise 
discount 

When buying furniture, I pick one with the lowest price. 
I am more likely to buy furniture that is on sale. 
Discount furniture might either remain in stock or obsolete 
products. 

Necessity of 
merchandise 

I prefer to buy finished furniture rather than knock-down 
furniture, even though the knock-down furniture is 
cheaper. 
I think knock-down furniture is difficult to assemble by 
myself, although it has clear assembly instructions. 

Product 
quality 

I think that the knock-down furniture is cheaper and has a 
shorter product life cycle than finished furniture. 
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