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ABSTRACT

The objective of this research is to study what are the factors affecting the purchase of
mobile telephone in Chiang Mai Province and problems encountered in the use of the mobile
telephone in Chiang Mai Province

Data used in this study were obtained from questionnaires using non-probability quota
sampling. A sample size of 400, 80 from 5 different professions : university students, private
firm erﬁpioyees, government officials, state - enterprise officials, and the business owners,
Descriptive statistics were used to analyze the data.

In this study, factors affecting the purchase of mobile telephone were divided into 5
categories : marketing, product with emphasis on size and technology, sales promotion, media
and advertisement, and after sale services.

The results of the study show that price is regarded as the most important marketing
factor for all five groups of professions. As for factors concerning product, there is some
difference among the professions of respondents. University students, government officials, and
private firm employees see size as the most important factor, while private firm employees and
state-enterprise official regard technology as the most important factor. As for sales promotion, it

was found that all five groups of profession agree that reduction in service charge is the most



important All groups consider advertisement as the rnost important media factor affecting the
purchase of mobile telephone. As for after sale services, university students regard low cost of
after sale services as the most important factor, while the other four groups regard the availability
of after sale service centers as the most important,

The most expressed problem in the use of mobile telephone is fast depletion battery
reserve. Other problems, in order of importance, include insufficient network channels, difficulty

in getting connected high service cost, and too high prices of spare parts.



