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ABSTRACT

The objectives of this research were: (1) Study personal factors that affect the decision
to purchase a smartphone in Bangkok. And (2) Study brand image that affects the
decision to purchase a smartphone. of consumers in Bangkok.

This is a quantitative study. Population is the consumer who decides to
purchase smartphones. The exact number is unknown. A simple sampling method was
used for 400 samples, and a questionnaire was used as a tool for collecting data. The
statistical data used for analyzing data includes percentages, means, T-values, standard
deviations, and one-way analysis of variance. Calculation of ANOVA Pearson correlation
coefficient. Product regression analysis.

Major findings: (1) Consumers of different genders have an overall view on
the decision of Bangkok consumers to purchase smartphones, and emphasize quality.
Famous brands, trends, prices, habits and loyal brands, happiness and enjoyment The
statistical differences are significant. 05 and (2) Consumers of different ages have
opinions on the decision to purchase a smartphone. Consumers in Bangkok, overall
and in all aspects, focus on quality, well-known brands, trends, and prices. There is a
significant difference in statistics between habitual and brand loyalty oriented towards

pleasure and enjoyment. 05
Keywords: Brand Image Purchase Decision Smartphone
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