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Abstract

The purpose of this study is to study the decision to buy
smart phone of undergraduate students in Bangkok (Case Study Thai-
Nichi Institute of Technology). The sample in this study is the
Undergraduate Thai-Nichi Institute of Technology of 400 people. The
tools used in the data collection of primary education is the
questionnaire. Using sampling method is convenient.

The result of the study marketing information found that
respondents the key ingredients of marketing as follows the product to
give priority to the use of your smartphone as the price of the price
that is appropriate to the quality of the channel to store is a modern,
access to the service and is an example of the trial to use most of the
marketing promotions to focus on a wide range of Public Relations
and is the largest of the services to give priority to the statutory, 12-
month most.

Summary demographic factors associated with the
decision to buy a Smartphone, the average income affects the
decision to buy a Smartphone of undergraduates. In Bangkok where
undergraduates. In Bangkok (Case Study Thai-Nichi Institute of
Technology), with the average income in the range of 9,001-15,000
baht will pay attention to after-sales service of the Smartphone
version of interest to assist in the decision. Undergraduate students In
Bangkok (Case Thai-Nichi Institute of Technology) must take into

account the after-sales service is important.

Keywords: Smartphone, Decision Making, Undergraduate Students
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Independent Samples Test (Product)

Levene’s Test for Equality
T-Test for Equality of Means
of Variances

sig. Hean
F sig. T
(@-Tailed) Difference
Equal Variance Assumed 2.061 0.040 -0.8750
0.156 0.693
Equal Variance not Assumed -2.061 0.040 -0.08750
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Independent Samples Test (Price)

Leévene's Test for Equality
T-Test for Equality of Means.
of Variances

sig. Mean
F sig, T
T (2-Tailed) Difference
Equal Variance Assumed 1.608 0.100 -0.8000
2319 0.129
Equal Variance not Assumed 1.608 0.109 -0.0800
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Independent Samples Test (Place)

Levene’s Test for Equality
T-Test for Equality of Means
of Variances

Sig. Mean
F sig. T
{@-Tailed) Difference
Equal Variance Assumed -3823 0.00 -0.24500
6.408 0.012
Equal Variance not Assumed 2823 0.00 0.24500
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Independent Samples Test (Promotion)

Levene's Test for Equality
T-Test for Equality of Means
of Variances

sig. Mean
F sig. m
(@Tailed) Difference
Equal Vaniance Assumed 4678 0.00 -0.15800
1947 0164
Equal Variance not Assumed 4678 0.00 -0.15800
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Independent Samples Test (Service)

Levene’s Test for Equality
T-Test for Equality of Means
of Variances

Sig. Mean
F sig. T
(2-Tailed) Difference
Equal Variance Assumed 2510 0.00 -0.15332
24318 0.00
Equal Variance not Assumed 3510 0.001 -0.15333
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