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ABSTRACT 2 1 4 560

This research aims to 1) study the marketing mix affecting the consumers’
decision-making behavior on personal computer purchasing in Mueang District, Saraburi
Province, 2} compare the marketing mix affecting the consumers’ decision, Saraburi
Province classified by sex, age, educational level, occupation, and monthly income. The
population size used was limited at 400 purchasers buying personal computers residing
in Mueang District, Saraburi Province. They were randomly employed according to their
occupation quota. The questionnaire was designed by the researcher with a reliability
value of .94 and approved by 5 experts. All 400 completed questionnaires were
analyzed to calculate percentage, mean (i),, standard deviation (S.D.), t-test, and one-
way ANOVA.

The finding indicated that:

1. the population mostly bought computers by Pentiim, for cash and from
local dealers. Other factors influencing purchase were shape, size, discounts and
special offers, e.g. buy one, get a printer free. Radio and TV advertising had a strong
influence on purchasing decisions as did family members’ opinions. The marketing mix
comprised products, price, sales opportunity, and marketing promotion respectively. All
of which had an influence on purchasing personal computers at a high level.

2. sex, age, educational level, occupation, and monthly income had no
different effect on decision-making behavior on personal computer purchasing at .05
level of statistical significance in products, price, sales opportunity, marketing promotion,

and marketing mix.





