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ABSTRACT

This independent study aimed to study consumer’s personal factors affecting the
consumer values in the purchase of smartwatch and the marketing mix factors affecting the
consumer values on the functional and emotional values.

The sample group was 400 users of smartwatch in Bangkok Metropolitan area. The
research instrument was an online-questionnaire. Statistics used for data analysis was frequency,
percentage, standard deviation, Independent Sample t-test, One-way ANOVA and Multiple
Regression Analysis.

The results showed that that most of the respondents were single female aged 26-31years
holding a bachelor’s degree and working as an employee /administrator in private companies with
the average monthly income of 15,000-30,000 baht. The results of the hypothesis test revealed that
their different age and occupation affected the functional value whereas their different sex and
occupation affected the emotional value. The product, place and promotion of the marketing mix
factors also had an effect on the functional value while the place and promotion affected their

emotional value.

Keywords: marketing mix factors, consumer values, functional value, emotional value
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