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ABSTRACT

This research have objective as follow 1) To study about relationships between
demographics factor and decisions making for brand Xiaomi the target is person who live in
Saphan Sung, Bangkok 2) To study about 7Ps that effect to decision making for brand Xiaomi
and the target is person who live in Saphan Sung, Bangkok 3) To study about behavior factor
that effect decision for brand Xiaomi with quantitative research. the amount of population is
400 person who live in Saphan Sung, Bangkok as frequency, percentage, mean, SD, T-test,
F-test and Multiple Regression Analysis result. the result shows that the most of them are
female, age 21-30 years old, status single, Bachelor's Degrees, most of them work as officer,
pay per month around 15,000 — 25,000 baht.

Demographic factor not related with decision making with Brand Xiaomi for person
who live in Saphan Sung, Bangkok for 7Ps are mainly effect with brand Xiaomi for person who
live in Saphan Sung Bangkok, the most factor effect decision making are Physical Evidence,
price, personal, place, process, marketing promotion and packaging. For conclusion the factor

that effect decision making for brand Xiaomi brand in Saphan Sung, Bangkok are not different
Keywords : Purchase decision, Mobile phone, Xiaomi
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