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Attitude and Marketing Mix Affecting on Buying Decision Process of
CCTV at Bann Moa Market, Bangkok
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Abstract

The purposes of this research were to investigate how attitude and marketing mix
affect to the buying decision process at Bann Moa Market, Bangkok. This research employed
a quantitative research method. Data was collected from 400 consumer who buy CCTV at
Bann Moa Market, Bangkok. Simple regression analysis were used to analyzed the data. The
findings revealed that attitude and marketing mix affect to the buying decision process of
CCTV at Bann Moa Market, Bangkok.
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iensiin madunisliviensuslnanazannsanouaussnuandulazanudeanisvesmann
INAMUMINEAN 9
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Y9971 Ivsnefaduuiuiiyanadeiiieduduieuinisetsauladn s1a0 vaneds yarives
wAnAnsiviseuInsiAneenulugUiEy Tunsmammdndudesfinnsanisessausslevivosdudn
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Hadednyanauartladovnadmudsine (Kotter & Keller, 2009)@stladvneimudningusenaudag 1)
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nszntinfelaynvsenufednis (problem or need recognition)2) NMsLaELANMITBYE (search
for information)3) n13Usziiiunmaiden (evaluation of alternative)d) n1siadwlade (purchase
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wansen (action) Tunsissiinvesuyudusazaudslidndusounioudu Wimszusazaud

~ 900 ~



o
o o

MsYsEyaIvINIsIauenad1UITE LA UL AT 2 “GRADUATE SCHOOL CONFERENCE 2018”
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