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The objectivés of this study were: (1) to study the behavior of mobile phone network 'users in
Bangkok Metropolis; and (2) to study the marketing-mix factors affecting the service
purchasing decision for mobile phone netv;/ork users in Bangkok Metropolis.

The research samples‘comprised 400 persons using Multi-Stage Sampling from the population
of 5,695,956 persons who lived in Bangkok Metropolis. Data were collected through questionnaires.
The statisficé used were percentage, mean, standard deviation, (ANOVA) or t-test, F-test and Chi-sguare.

The research results indicated that: (1) the majority of the samples were female (66.0%), 19-22
years of age (27.3%), average monthly income between 5,001-10,000 baths (39.5%), high school level
students (39.0%), and single marital status (61.0%) .% was figured from the analysis of behavior of mobile
phone network users that the highest number of network users were: AIS (49.0%), nearly half of the
consumers used the mobile phone (49.8%) for less than a year. Pre-paid systerﬁ was the highest choice of
preference (83.0%). The amount paid for service was between 300-600 béths a month (46.0%), the dialled
time was between 18.01-21.00 p.m. (46.2%).Average dial frequency was between 3-4 times per day
(38.8%), and the average time spent was less than 5 minutes per day (51.8%). (2) It was figured from the
analysis regarding the marketing-mix factors. (7Ps) choice decisioﬁ that the overall mean was ranked “high”
for product(i =3.86).price(f =3.60),place (X=3.49), market promotion( X =3.75), personnel
( X =3.38_). process( 5(_ =3.42) with the exception of physical environment(-X_ = 3.36) which was ranked
“medium”.

The hypothesis testing results indicated that: (1) there were difference of personal factors as
age, income, occupation and marital status to marketing-mix factors (7Ps) at the significance level of .05
and (2) there exist a direct relation of personal factors as sex, age, income, education level, occupation

and marital status to behavior of mobile phone network users at the significance level of .05.





