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ABSTRACT

The study of the relationship of purchasing decision and Real Time Marketingdl aimed: 1) to study the
purchasing decision and Real Time Marketing node marketing when classified by personal status; 2) to analyze
the relationship between Product purchase decision with Real Time Marketing node marketing and personal
status 3) to compare the purchasing decision with Real Time Marketing node marketing and personal status.
This research is quantitative research by analyzing all concept, theories, and related research. A sample of 400
cases were drawn from people who live in Bangkok and Metropolitan region by using a convenience sampling
method. The instrument used was questionnaires that has the reliability with Cronbach's Alpha Coefficient at
0.935. Data were collected and analyzed using descriptive statistics, which included Frequency, Percentage,
Mean, Standard Deviation and inferential statistics, which used V to compare the frequency or in a proportional
format to determine the relationship (Chi-Square Test)

The results of the analysis of the hypothesis data revealed that: 1) the demographic aspect, gender, age,
average monthly income, education, family characteristics. Including lifestyle Different people have different
levels of purchasing decisions and Real Time Marketing node marketing. 2) Factors in purchasing, purchasing
decisions versus Real Time Marketing node marketing, which are purchase decision, followed by evaluation.
Choice Post-purchase behavior, information seeking and awareness of needs 3) Comparison of purchasing
decision versus real time marketing trend with personal status found that gender and educational level were
different. And 4) an analysis of the relationship of purchasing decisions with real time marketing trend
marketing and personal status, it was found that different ages and family status had different purchasing

decisions. Correlation

Keywords: purchase decision; trend marketing; family life status
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