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Abstract

The objective of this independent study was to study the decision making process of
consumers in Chiang Mai District in buying Digital Single-Lens Reflex Camera. The study
population was consumers who has bought and used Digital Single-Lens Reflex Camera in
Chiang Mai District for less than 2 years. The exact amount of study population is unknown. The
data was collected by handing out the questionnaires and evaluated by descriptive statistics, of
which consists of frequency, percentage, mean, and Chi-Square Test Statistics.

The result of the study found that most of the responders bought the Digital Single-
Lens Reflex Camera for their hobbies in photographing as well as their personal liking. They
most knew the reputation of Canon’s Digital Single-Lens Reflex Camera before purchasing;
however they had moderate knowledge and information of the camera. The study population
searched for information in terms of the effectiveness in order to help decide to buy the camera
while internet was the best resource for searching for that information. They pay high attention to
the importance’s degree of the resource information to assist in making decision to purchase;
whereas the minor factor was the trial of the real camera at the shop.

In terms of marketing mix, the responders gave averagely high priority to the
overall marketing factors which are product, price, distribution channel, and promotion

respectively. The highest minor factor of the product was the quality of the photograph; the price



was reasonable price; the distribution channel was reliability and reputation of the shop; and the
promotion was the discount.

Furthermore, it was found that most responders decided to buy the camera and paid
for it by themselves. The places to buy the camera were at the stores such as Big-C, Tesco Lotus,
Makro, Central Kad Suan Kaew, and Airport Plaza and most of them pay by cash. Most of the
study population were satisfied with the usability of the camera but in the future they were not
sure whether they would purchase the same brand of Digital Single-Lens Reflex Camera they
have bought and at the same shop or not. They probably suggested others to buy the camera the
brand they used but they were not certain to recommend others to buy the camera from the shop
they bought. Nevertheless most of the responders found no problem in the product, the price, the
distribution channel or the promotion in making decision purchasing the Digital Single-Lens

Reflex Camera.



