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ABSTRACT

This independent study aims to study the marketing mix factors affecting consumer
decision in purchasing pocket PC in Muang District, Chiang Mai Province.Questionnaires were
used to collect data from 150 samples who bought the pocket PC in Chiang Mai Province. The
samples were purposively selected. The data were analyzed in frequency, percentage and mean.

The study found that the factor that affected most of the consumer decision in buying
the pocket PC was the product factor, followed by the place, the promotion and the price factor.

The product sub-factors that affected the buying decision of pocket PC rate in high
level were the internet access capability, the good after sale-services, the guarantee period of
the pocket PC device, the model of the CPU, the size of the ROM, the size of the RAM, the
brand of pocket PC device, the operating system : Windows Mobile 2003 second edition, the
nice beautiful feature, the availability of the checking service center in Chiang Mai Province
and the Wireless Lan comes with the pocket PC, respectively.

The price sub-factors that affected the buying decision of the pocket PC rated in high

level were the suitable price of the pocket PC and the after- sale service charge.



The place sub-factors that highly affected the buying decision of Pocket PC were the
reputation and the reliability of the shop, the convenient location of the shop, the sufficient
parking place, the use of direct distribution and the variety and assortment of the product
/brand.

The promotion sub-factors that affected the consumers buying decision in high level

were the knowledgeable and friendly salespeople, the price and the interesting premiums.



