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ABSTRACT

This independent study aimed to study the services marketing mix affecting consumers
' buyiﬂg decision on digital cameras in Mueang Chiang Mai district. Questionnaires were used for
collecting data from 240 samples who bought the digital cameras in Mueang Chiang Mai district.
The samples were accidental selected. The data was analyzed by descripiive statistics using
frequency, percentage and mean.

Regarding consumers’ behavior on buying digital cameras, rnost respondents had one
digital camera, brand Sony, five mega pixels. The reason for buying digital cameras was for
traveling. They make their own buying decision and friends/colleagues were considered as the
most important source that influenced their buying decision. Most respondents had no plan to buy
a new digital camera in the near future. They normally bought digital cameras from the shopping
mall (Robinson and Central department store), with the price 10,001~ 15,000 Baht, by cash
payment.

For the services marketing mix factors affecting buying decision on digital cameras, it

was found that all factors were found to be high important. There were process, people, product,
price, promotion, distribution, and physical evidence and presentation factor respectively.

| The sub-factors which were found to be most important affecting decisions to buy were as

follows.



The process: sub-factors were product support services, salespeople responsiveness and
the right product/service advisory.

The people: sub-factors were the knowledgeable and friendly employees, politeness and
good manner of salespeople.

The pfomotion: sub-factors were the price discount, clear product information provided
and interesting product premiums.

The physical evidence and presentation: sub-factors were product sample for testing, -
price label, cleanliness and nice store atmosphere.

The sub-factors which were found to be _hjgh important affecting decisions to buy were

as folllows:

The product: sub-factors were the product warranty, well-known brand, the longer
battery life.

The price: sub-factors were the price appropriateness in relation to quality, cash discount

and payment by credit card. 7

The place: sub-factors were the produét variety and assortment, store reputation and
convenient store location,

The proble:ﬁs in buying digital cameras were unsatisfied after. sales-services,

inappropriate price in relation to quality and lacking of product knowledge of salespeaple.



