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ABSTRACT

The objectives of this research were to study the relationship between
demographic data and notebook buying decision factors and to study the effects of
demographic data with the marketing mix factors (2PDC). Data were collected from
400 samples by using questionnaires. Statistics used to analyze data were descriptive
statistics including frequency, percentage, mean, and standard deviation; and inferential
statistics including Xz, t-test, F-test and LSD.

The research findings showed that most of respondents were male, 15 - 20
years old, student, Bachelor’s degree, and monthly income of 5,001 - 15,000 THB.
Most of the respondents bought Apple brand depending on their utilization and paid by
cash. The notebook was used for gaming, chatting and browsing the Internet and the
information that supported decision making came from the Internet. For marketing mix
factors, the results found that the most important factor was Product followed by
Communication, Price, and Promotion, respectively.

The result of hypothesis test found that age and monthly income related to all
buying decision factors. Career and educational level were not related to buying
decision in the area of Product and Information searching. Gender was not related with
most of the factors except Information searching. The differences of gender,
educational level, and occupation affected overall marketing mix at the significance
level of 0.05.



