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Abstract

The objectives of this study were 1) to study a factors that make Bangkok People
Decide to Buy Smartwatch. 2) to study 4P’s marketing mix affecting a to Bangkok People
Decide to Buy Smartwatch. 3) to study a factors that make Bangkok People Decide to Buy
Smartwatch separated by population.

The sample group was 400 people of personnel in Bangkok area. To buy smart
watch. The questionnaire was used to be a tool for collecting the data by Simple Random
Sampling method.. The data collected were analyzed by using the frequency, percentage,
mean and standard deviation. The hypotheses were tested by Independent Sample (t-test),
One-Way ANOVA (F-test), in case of its had statistical significant different testing a pair of
variables by LSD was used to test hypothesis for each pair in order to see which pair are
different and Multiple Regression.

The results of hypothesis testing showed that Bangkok people in Bangkok area. with
population factors include gender, age, education, status and income per month were
different, making the decision to buy smart watch was different. Moreover, 4P’s of marketing
mix included product place and promotion affect to the decision to buy smart phone of
Bangkok people in Bangkok area. with statistical significance 0.05 and having multiple

correlations (R Square = 0.452). Therefore, the relationship can be explained by 45.2%.

Keyword: Decision; Factors; factors that make Bangkok People Decide to Buy Smartwatch.
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