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Abstract

The purposes of this research were (1) to study the relationships among attitudes,
influence of reference group and satisfaction of sales promotion with intention to purchase digital
GSM mobile telephone of consumers in Amphoe Muang Chiang Mai. (2) to compare the
differences between the digital GSM mobile telephone consumers. and non consumers on
attitudes, influence of reference group and satisfaction of sales promotion in Amphoe Muang
Chiang Mai. Data were collected from sample df 400 consumers. The research instrumcnt
consisted of a questionnaire and 4 measures; 1) consumer’s attitude toward digital GSM mobile
telephone 2) influence of reference group 3) satisfaction of sales promotion 4) intention to
purchase digital GSM mobile telephone.

Statistical . analyses were performed using Pearson’s product-moment corrclation

coefficients, One-way ANOVA and Two-way ANOVA,
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The results were as follows :

1. Consumer attitudes were positively correlated with intention to-purchase GSM mobile
telephone at .01 level of significance.

2.Influence of reference group was positively correlated with intention to purchase GSM
mobile telephone at 01 level of significance.

3.Satisfaction of sales promotion was positively correlated with intention to purchase
GSM mobile telephone at .01 level of significance.

4.GSM mobile telephone consumers and non consumers were different on these factors;
attitudes, influence of reference group and satisfaction of sales promotion at .01 level of

significance. Sex and age were significantly different only on factor of attitudes.



