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Abstract

The purposes of this research are to study the relationship of Personality
Traits, Affinity for Technology, and Market Maven. Market Maven may be used as an
alternative segmentation tool to help identify target market. The procedure of this
research is survey research collecting data by convenience sampling; from people in
Chonburi province. Questionnaire was the main methodology of data collection for this
study. Data gathered were analyzed by using: T-separated test, Correlation test, and
Multiple Regression Stepwise Method. The results of this research found that Personal
traits explain Market Maven and Personal traits also have strongly relationship with
Affinity for Technology. Finally, Affinity for Technology has a weak relationship with

Market Maven.
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