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ABSTRACT

The objective of this independent study was to study marketing mix factors which
influenced buying decision of Cannon digital single-len reflex cameras in Bangkok. The data was
collected by questionnaire distributed to 420 samples. The data was analyzed using descriptive
statistics, namely frequency, percentage, and mean.

It was found from the study that most questionnaire respondents were 52.38% male,
54.05% 21-30 years old, 67.38% single, 80.48% with Bachelor’s degree, 45.00% company
employees, and 30.48% with salary of not exceeding 10,000 baht.

The respondents rated the overall marketing mix factors at the high level. Each factor
was rated at the high level in the following order from high to low: product, marketing promotion,
price, and place.

The first 3 rated sub-factors for product were picture’s clarity and colors, screen’s clarity,
and brand’s reliability. The first 3 rated sub-factors for price were price that matched camera’s
quality, maintenance cost, and installment plan period and amount of each payment. The first 3

rated sub-factors for place were sufficient centers and retail shops, reliability of centers or retail



shops, and convenient location of centers or retail shops. The first 3 rated sub-factors for

marketing promotion were warranty, discount, and installment plan payment with no interest.



