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ABSTRACT

This research aimed to investigate the influence of the media, mobile advertising smart
phones on the buying behavior of mobile phone, smart phones, Siam University students that
advertising influences buying decisions. Using data collected from university students in Siam in the
number of 500 people. The results show that the influence that goes beyond the ad is a friend of
73.2 creative influences and is one factor that makes the decision to buy a cell phone, smart pho-
ne, and percent 51.8 media to recognize the mobile phone display. 58.8 percent of the smartpho-
ne, TV mobile phone, smart phone, a student at Siam University, the most popular is the iPhone.
50 percent of respondents had at most. Faculty of 40.4 percent of respondents, mostly in the age

range 21-25 years, 60 percent of respondents were male and most were 60 percent female
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