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ABSTRACT

The objective of this research was to study consumer behavior and those factors affecting
consumers’ choice for digital camera in Mueang District, Chiang Mai Province. The study
covered 500 sample respondents, and the analysis was based on the results of applying descriptive
statistics, use of the Logit model using a maximum likelihood estimation (MLE) technique, and
marginal effects.

The study found that the majority of respondents were male (38%), 20 to 30 years old
(34.60%), single (47.80%), private employees (22.20%), educated to degree level (43.80%), and
with an average income of 10,001 to 20,000 baht per month (19.20%). In terms of consumer
behavior, of the respondents buying a digital camera (61.20%), 90% said they use them when
travelling, 52.40% bought a digital compact camera, and 33.40% bought a Canon digital camera.
In total, 41.4% of consumers used the internet to search for information on the products. The most
common average value for each purchase of a digital camera was between 5,001 and 10,000 baht
(27%) and most customers paid by cash (51.2%).

This study found that the most important factors affecting consumers’ decisions to
purchase a digital camera were the resolution of the digital camera (59.03%). Factors such as

brand reliability, the price being appropriate for the product, the lens and zoom range, product



knowledge provided, product warranty, shops having a variety of products, and the ability to pay
by credit card, all contributed to an increase in the number of purchases of digital cameras from
17.52% to 58.69%. Stores having discount promotions, customer education, the introduction and
demonstration of the camera, shops selling reliability, average income per month, the LCD
monitor and viewfinder of the digital cameras; customer status, age and sex, a camera being
convenient and easy-to-use; all these factors contributed to an increase in the number of purchases

of digital camera — from 14.91% to 24.40%



