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Abstract

The objectives of this research are to study consumers’ purchasing behavior of cellular phones, “BlackBerry”
in Bangkok Metropolitan areas and marketing factors which affect the purchasing behavior by means of questionnaire.
The survey covers 400 representative samples of the consumers. Descriptive analysis, mean, standard deviation and
Pearson’ s correlation coefficient are used as statistical tools in this research. The results show that most of
respondents are female undergraduate students of 22 years old in average. Their average monthly income is 5,000 —
10,000 bahts. The marketing factors that mostly affects “BlackBerry” purchasing behavior, are the attraction of the
configuration and size of the product and the reasonableness of the price which is competitive with that other brands.
For place factor, the respondents emphasize the importance of convenience of shop location and its proximity. And for
promotion factor, the respondents emphasize the importance of giveaways.
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