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MARKETING MIX AFFECTING PURCHASING BEHAVIOR INTENTION TOWARD DEDICATED GRAPH-
ICS CARD OF CONSUMERS IN BANGKOK AND ITS VICINITIES
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Abstract

The objectives of the research were 1) to study the level of purchasing behavior intention
toward dedicated graphics card of consumers in Bangkok and its vicinities. 2) to study marketing
mix affecting purchasing behavior intention toward dedicated graphics card of consumers in
Bangkok and its vicinities. The sample of this research was 385 consumers who were drawn
by accidental sampling method. Questionnaire was used as research instrument. Data were
analyzed by using a statistical program. The statistics used in the research were percentage,
arithmetic mean, and standard deviation. Stepwise multiple linear regression analysis was
used to test the hypothesis. The results found that in overall the level of purchasing behavior
intention toward dedicated graphics card of consumers in Bangkok and its vicinities was at the
high level. In addition, marketing mix in term of product, place, and promotion could affect
purchasing behavior intention toward dedicated graphics card of consumers in Bangkok and
its vicinities at statistical significance level of 0.01.

Keywords: Marketing Mix, Product, Place, Promotion, Behavior Intention, Dedicated Graphics
Card
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