unaata
- - J “ - o, ‘ ) o = : [ (4
MIANIIWGY  “UssinuarasniReainiamadamsaautato Insawe
A‘ J v f” z A’ 3 : n‘mw [ o =2 ° o - o <
nRaunaaiiud” luasai mmmwnmmg‘mu"lammunmﬂ'numﬂtymaqqmﬂnmwn
a o ol ar f e o da a P P 3
wwdaunniunuindragsdanisdifiniiadszinrinvessulufdnusnauluszosiam
a P ' @ e 7] o ' o - &
auaL g{ﬁnmqoﬁnmﬁammauwuﬁmaomsaamsmmma‘nuNamammﬂau'lwa
o ] i - . e '
Tmﬁw'ﬁmaaunaanu{mmnqumazm
& o - -
Taummqﬂs:mﬁ'h 3 Uz fa
- o - o . e . ad ~
1. Lwaﬁnmqmanum:mommgn'-ma:mnwa\mqumamm'na'[mﬂwﬁ
P P [
Lﬂammaawuﬂummn;omwumum
A a s o o s e ' od L o ¢ 4 P
2. Lwaﬁnqummwmnﬁmuaamaenqumamm‘na'[mﬂwnmamm
aaﬁ'uﬂummn;omwumum
A P- i s - [ 4 J a O :
3. Wefinwlirininsvasnagnimifeainsaaranumsdadnlade
Qo A L 3 & Qo )
Tmﬂwﬁmaauaanm’maonqumamo‘lumwngamwumuﬂs
- Qs .y o x -l’ 4 o z =k -
MIANEIBTINTIV (Survey Research) A3 1Fuu1Adoaiaden awssomn
e ' E Y a od a - -l
(One-Shot Descriptive Study) ngusatnsInIAnATInL fadnldnidwiinfoun
Y ° [ y e ' o a o
205U FmIn 300 Au ‘l'mﬁmsqumamounum:ammﬂuag'lm‘uﬂn;amwuwmm
& o oda ' -l a a d < ) P
namaTsusswemgs Nlegannnh 15 Tawly mmouan‘lﬁ'lum*smmmnwagaﬂa
WULRAUMNTIUIU 1 70 Usznavaiusony 25 99 mﬁmﬂ:ﬁia:“m cﬁé’u‘le'ﬂim%’aua:
' o ' " o an o °
duady  flauanad ‘mmsﬂs:manamaga gvau‘lﬁ'lﬁﬂmnmmﬁagﬂ SPSS for
WINDOWS ju 11.0.1



175431

a e o & o &
HANITITENLENTEENATY aI%
1. quansuemaassgiauszdanvaanduihwinoiinnuduiusiumsly
v ¢ d o v ¢ o d
InsfimriinRaunaaiiug asit
1.1 quansusmMaaIsgiwsziIauduey andiw nold Tanusuiug
o o o ¢ d o v cda o
nudmamlnidnriinfaufisaiiusnly
1.2 auansmemagIsgiuaziauduzaumIingm v mwld
- o e fa o o ¢ A - v cao o
fianudunusiviinslnsdwiinfeunsoiiudnls
1.3 guansuemaeIsiuaeiaumuay EAuMPnes danuswud
a d o ¢ A d v e o
nugluuunsusoulnidwriinfeunaaiiudnld
a a e v - o 4 d
2. wpanTamateiumsdumBaamsmiamalnsawiiafoufioaiiud vas
T A Y, | o v ! P [ 3 o ¢ d «l v ¢
njuiataliniuifeyaimmiteluranuazlzmaniuivaslnsdniinfaufioaiiud
- [ o~ v o ¢ d o v ¢ a A a
nnFaluson mowdimsivfinasindwdinfeuneaiudiluszozion 6 @eudsdl
&~ a J’ gl A A >
nmysafuladalndwiinfounioaiiud

- - A P Qe Qo Q Qr o J‘
3. dAnfunrainagninifaminiaaaiianuduiuitunidaiulede
o a o v
Insdwriinfaunaaiius



ABSTRACT
175431

The research on “The Effectiveness of Marketing Communications towards
Orange Mobile Phone Purchasing Decision” initiated from the researcher's awareness
of importance of mobile phone business services which is rapidly playing an essential
role in a living of Thai community.

The research objectives were:

1. to study the socio-economic status towards Orange Mobile phone
purchasing of the target group in Bangkok area .

2. to study the usage of behavior towards the opinion of Orange Mobile
phone purchasing of the target group in Bangkok area .

3. to study the effectiveness of the Marketing Communication Strategies
towards the purchasing decisicn Orange Mobile phone of the target group in Bangkok
area.

One-Shot Descriptive Study was the research design. The sample group
consisted of 300 Orange mobile phone users in Bangkok area by the Purposive
sampling . These are both male and female aged between 15 — over years old . The
research tool for data collection was questionnaire, which were consisted 25 questions.
Statistical analysis used are percentage, mean, and Pearson’s Chi-Square. SPSS for

Windows,version 11.0.1 was used for the data processing.
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1. Target group ‘s demographic characteristics is related to Orange mobile

The research yielded the following resuilts:

phone purchasing decision as follows:

1.1 Age, occupation and income are relevant to the usage of Orange
mobile phone.

1.2 Education level, occupation and income are relevant to the amount
of service charge of Orange mobile phone.

1.3 Age and education level are relevant to the formulation of Orange
mobile phone.

2. Sample group's Information Exposure Behavior in Marketing Communications
are related to Orange mobile phone purchasing decision after receiving Orange’s
advertising information for six months, Sample group was finally decided to purchase
Orange mobile Phone.

3. The effectiveness of the Marketing Communications Strategies are

related to Orange mobile phone purchasing decision of the target group in Bangkok

area.





