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ABSTRACT

The objective of this independent study was to study marketing mix factors affecting
consumer purchasing decision for portable digital media players in Mueang District, Chiang Mai
Province. The data was collected from 300 respondents and then analyzed using descriptive
analysis namely frequency, percentage and mean.

It was found from the study that most respondents were female, 26-29 years old, with the
highest education of Bachelor’s degree and were private company employees. Their average
income was 8,000 baht. The type of portable digital media player they had was MP3. The brand
they used and the brand they recently bought was Apple (iPod) which they bought 6 months-1
year ago for 2,001-4,000 baht from department stores. The capacity of the player was 1-3 GB.
They learned about the product from the retail shop and the person affecting their buying decision
was themselves. The purpose of buying was for entertainment.

The results showed that respondents ranked the importance of the product factor at the
highest level, price and promotion factors at the high level and the place factor at the medium

level.



The importance of the sub-factor for each main factor was as follows: for product, the
most important sub-factor was sound quality, for price the most important sub-factor was
reasonable price, for place the most important sub-factor was demonstration before buying and
after-sales service from sale representatives, and for promotion the most important sub-factor was

knowledgeable salespeople.



