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Abstract 
     The objectives of this research were to study the consumers’ decisions to buy a smartphone in Bangkok 
and study on the marketing mix leads to the consumers’ choice to buy a smartphone in Bangkok. Accidental 
sampling with a sample size of 400 people was conducted. Questionnaires were used to collect data was 
analyzed by statistical program. Statistics for data analysis were percentage, arithmetic mean and standard 
deviation. Multiple Linear Regression analysis was used for hypothesis testing. The results found that, The 
level of smartphone buying decision process was at a high level and the marketing mix interms of product, 
place and process could affect the smartphone buying decision process at statistical significant of .01 For the 
price, promotion, people, physical evidence had no affect on the smartphone buying decision process and 
the result of multiple linear regression for marketing mix affecting smartphone buying decision process can be 
predicted by 32.2 percent. 
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