UNANEd

[
a A

n1939easell dinguszasdiiie (1) Anviladednvugmildvesuslnaninadenmainisuslaalunis

9

& s 3 LN = v v | Aaa a ' ! a
Faausmendvesiuilana uay (2) Anviladududiuuszaunianisnainilansnadenuainisusiaaluns

e

s

Fomnimendsunuimnisldnuiazsunmamsensual nguiegnadldlunisinu fe flaaunmend
TulwangaymumuasuazUuama $1uau 400 au indesiieldlun1side fe wuuseunueeulay adamly
Tumsimsesideyausznoudie anud Jesas Al wavdrudsauunnsgiu Mslseiauuaneig
Y03ANadY (independent samples t-test) NM13ATIERAMULUTUTIUNGLAYY (one-way ANOVA) ag 1%
Tnseianaesnvga (multiple regression analysis) nan1sfinwinuin gneusuvaeuniudiulngilu e
Ve ¥29018551I4 26-31 U anuninlan seaunisfing Ysyaes o1dwadiulvaifie niina/ gusms usem
nwu glanaiiowstsening 15,000-30,000 UMM NANSNAGBUANNAFIUNUTN é’ﬂwmzﬁ’ﬂwmpﬁﬁams‘w
201 fu 91y wazeIwiiumnsineiy nadenuAmisnisldauLangaiy dau fume eguazeTwiiunn
Ay dnasanuAI9eIsHallanA1aiY dudseaun1aniIsnatn aundadue A1uYevman1sInd e
uazdumsasaiunInan fdnswadenmanisuilaalunisteaunsmendiunmamisnisldnuvesdly
AU1SMIENY wardIUUITANNIINITAIARIUYBINIINITIATINUIEY UagAIUNITALESNNITAAIA TBNSNase
auamsuilaelunisdeainimendauamsensuaivosgldaunsmond

AdAny: Jadediudsraunienisnain, audinisusinavesguslan, Auamenisldanuy, audmiseisual

Abstract

This research aimed to study (1) consumers’ personal factors affecting their values in the
purchase of smartwatches and (2) the marketing mix factors affecting the consumer purchasing
values on the functional and emotional values. The sample group was 400 users of smartwatches in

Bangkok metropolitan area. The research instrument was an online-questionnaire. Statistics used for

ST L. MIENTATINMTIANENauaaLifue e
17 9 atluil 1 Uszaniieu ansiAn-eneu 2562 | aidsnumaniuazaypomans



data analysis were frequency, percentage, standard deviation, t-test, One-way ANOVA and multiple
regression analysis. The results showed that that most of the respondents were single female, aged
26-31years of age, held a bachelor’s degree and were working as an employee or an administrator in
private companies with the average monthly income of between 15,000 and 30,000 baht. The results
of the hypothesis test revealed that different ages and occupations affected the functional value
whereas differences in gender and occupations affected the emotional value. Product, place and

promotion of the marketing mix factors also had an effect on the functional value while the place

and promotion affected the emotional value.

Keywords: marketing mix factors, consumer values, functional value, emotional value
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