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ABSTRACT

This independent study aimed to investigate how media exposure affecting customer
buying decision towards digital cameras in Mueang Chiang Mai District. The samples for this
study were 240 customers who had bought digital cameras within 6 months prior to the time of
data collecting and were selected by convenient sampling. The data was collected by questionnaire
and was then analyzed statistically using frequency, percentage, mean, standard deviation.

It was found from the study that most questionnaire respondents were male, 20-30 years
old, single, with Bachelor’s degree. Most were employees with average income of 10,001-20,000
Baht/month. Most respondents bought compact digital cameras, brand Canon and paid 5,000-10,000
Baht. They did their purchase at a digital camera shop in a shopping mall. The reason of buying
a digital camera of most respondents was they had a trip planned.

From the study of media exposure, it was found that the Internet, such as websites, was
the most preferred media and affected buying decision of digital camera. The respondents were
exposed to the Internet 1-2 times per week. This media affected buying decision at the medium level.

From the study of media exposure behavior that affected buying decision process,

the results were as follows.



At Need recognition stage, it was found that the information most respondents
received was in the following order, first was information about product features such as brand,
model, color, size, weight, etc., followed by product functions, and new technology. The information
was mostly from television, followed by the Internet such as websites, and acquaintances such as
friends or family members.

At Information search stage, it was found that after they recognized the need for a
camera, the most sought after information was about product functions, followed by price, and
product features, such as brand, model, color, size, weight, etc. They acquired such information
from the Internet the most, followed by sales people, and acquaintances such as friends or family
members.

At Pre-purchase alternative evaluation and purchasing stage, it was found that the
most important factor affecting buying decision was reasonably price, followed by modern design, and
well-known brand.

At Consumption and post-purchase alternative evaluation stage, it was found that most
respondents did not find additional information to compare the digital camera they bought with other
brands. However, among the respondents who searched for more information, they needed information
about price and product reviews, followed by production functions, comparison of their camera’s
functions and others, and popularity survey. They acquired such information from the Internet
such as websites the most, followed by digital camera magazines, and acquaintances such as friends

or family members.



