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ABSTRACT

The objective of this research was to study relation between marketing

ingredient and decision process on goods purchase of consumers through smart phone
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in the area of muang district in nong bua lamphu province. This research work was
quantitative research using for survey research from questionnaires. The samples using
for research were 400 persons from consumers working or residing in the area of
muang district in nong bua lamphu province. The instruments using for collecting data
used the questionnaires. The statistics using for data analysis included frequency,
percentage, mean, standard deviation and pearson product-moment correlation
coefficient. the results of findings were as follows: for overall of analysis on relation
between markting mix ingredient and decision process for goods purchase through
smart phone of consumers in the area of muang district in nong bua lamphu province
was on positive of pearson product-moment correlation coefficient and was on

relation for high level and that the couple variances were in the same direction.

Keywords: Pearson Product-Moment correlation, Marketing Mix, Decision Process
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