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ABSTRACT

The purpose of this independent study was to study Marketing Mix Factors
Affecting Consumers Decision on Purchasing Smartphone in Mueang Chiang Mai District

In this study, Questionnaire was used as a tool to collect data from customers who
come to Smartphone Shop. There are 300 samples. All obtained data were analyzed by
descriptive statistics, which were frequency, percentage and mean.

The results showed that All Marketing Mix Factors effect to consumers decision at
high level. The highest average ranking of factor were Place factor, Price factor, Product factor
and Promotion factor

The top eight clements of all marketing Mix factor were price were reasonable and
salesperson can give an advice about product to customer; warrantee of the product; sale
promotion example reduce the price, premium gift; reliability of shop; design of the product; well
after sale service; service center of brand; comfortable to transport to the shop; quality and

endurance of product and accessories.





