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Abstract

The purpose of this research is to study customer
behavior on decision making for purchasing comics written by Thai
artist, Marketing Mix, and Persuasion include Domographic that affect
consumer’s decision making to buy comics written by Thai artist in
Bangkok. The sample group was consisted of 400 consumers who
read comics in Bangkok. The queationaires were used as the data
collector that assure by research specialists. The statistics were used
for analysis in this research such as percentage, mean, standard
deviation, t-test and Multiple Regression for test the assumptions

The results of research revealed that the marketing
factors affected consumer behavior on decision making for purchasing
comics written by Thai artist in

Bangkok. For Product,

Contents/Pictures was the factors that has the most effect to
consumer behavior on decision making for purchasing comics written
by Thai artist.

The research has found that Most of consumers were
intent to purchase by First considering the reasonable price, Second
considering Limited Volumn Production, and Third considering
Promotions Sales or Special Low Price. All these factors attract

consumer to purchase the comics written by Thai artist.
Keywords: Decision Making, Buying, Consumer Behavior
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Model Regression Sig. Hypothesis
Coefficient Testing
1 (Constant) 0.728 0.042 Support
Product 0.031 0.650 Not Support
Price 0.221 0.000 Support
Place -0.151 0.015 Support
Promotion 0.114 0.045 Support
Content -0.066 0.419 Not Support
emotion 0.082 0.290 Not Support
attitude 0.422 0.000 Support

WHNELNG : *Sig. Level at 0.05
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t-test (2.044) (3.922) (-2.455) (2.011) (0.377)
t Table at 95% Confidence Level with Observation 400

Equal 2.044
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