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Abstract

This research aims to study the factors affecting consumers' purchasing decisions
of CCTV cameras in Bangkok and surrounding areas. The study focuses on analyzing demographic
factors and the marketing mix (4Ps), including product, price, place, and promotion factors. The
sample consists of 400 consumers who have previously used CCTV cameras and potential
customers who are likely to purchase CCTV cameras in the future and residing in Bangkok or the
surrounding areas. Data was collected by using a questionnaire, and the gathered data was

analyzed by using statistical software.

The research findings revealed that demographic factors such as gender, age, education
level, occupation, and income did not have a statistically significant impact on consumers' decisions
at the .05 level. As for the marketing mix (4Ps), which includes product, price, place, and promotion
factors, the product factor was found to be the most important to consumers, with the highest
average score, particularly in terms of the quality, durability, and strength of the CCTV camera, as
well as its system usability and various functions that consumers prioritize before making
purchasing decision. Additionally, the relationship between the marketing mix (4Ps) and consumers'
decisions and its vicinity was found to be positively correlated with a statistically significant value at

the .05 level.

Keywords: Marketing Mix, Purchase Decision, Close Circuit Television
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