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Abstract

The objectives of this research were 1) Study and compare the buying behavior of
Swatch wristwatches classified by demographic characteristics of the people in Bangkok
and 2) Study the marketing mix that affected the purchase of Swatch wristwatches. 3)
Study the buying behavior of consumers buying Swatch wristwatches in Bangkok.

The sample group was Demographics in Bangkok area totaling 400 people. The
tool used in this research was a questionnaire. For the statistics used to analyze the data

were percentage, mean, standard deviation. Hypothesis testing to find correlation of watch

buying behavior by Chi-Square statistical data analysis using SPSS for Windows program.

The results showed :

1. The most of samples were female, 18-30 years old, bachelor degree. Most of

them are private company employees/employees. average monthly income 10,000-20,000
baht

2. The most of samples groups gave importance to marketing mix factors, which
were the most important, product and physical environment. It was found that, overall, the
marketing mix factors were related to the buying behavior of Swatch Brand wristwatches at

the statistical significance level of .05.

Key words : Marketing mix factors affecting consumer watch purchasing behavior
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