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MOBILE PHONE PURCHASING DECISIONS OF CONSUMERS
IN RAYONG PROVINCE
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ABSTRACT

The objectives of this research were: (1) to study demographic factors that affect the
decision to purchase mobile phones of consumers in Rayong Province; and (2) to
study the marketing mix factors that affect the decision to purchase mobile phones;
and (3) to study the factors affecting the decision to purchase mobile phones of
consumers in Rayong Province.

This research is a quantitative research. The population is consumers in
Rayong Province. But the exact number cannot be known. Therefore, the research
sample was calculated using Taro Yamane's formula, numbering 400 people, using
the survey sampling method. Using a questionnaire as a tool to collect data. Statistics
used in the analysis include frequency, percentage, standard deviation, t-value, one-
way variance, and F-value, the variance between groups.

The results of the research found that (1) acceptance of demographic factors
affecting the decision to purchase mobile phones of consumers in Rayong Province
Significant at the 0.05 level; and (2) Attitude factor Marketing mix factors that
influence the decision to purchase mobile phones of consumers in Rayong Province
were found to be marketing mix factors. The product aspect, price aspect, and
marketing promotion aspect have a significant influence on the decision to purchase
a mobile phone at the 0.05 level; and (3) Purchasing decision of consumers who are
taking advantage And in the aspect of purchasing with different budgets, there are
different levels of decision making in purchasing mobile phones among consumers in

Rayong Province. Significant at the 0.05 level

Keywords: Acceptance, Attitudes, Decision to Purchase, mobile phone
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