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ABSTRACT

The independent study aims to (1) To study the behavior of purchasing CCTV (2) To
study important level of marketing mix factors which are influenced to the behavior of
purchasing CCTV (3) To study relationship between demographic factors and behavior of
purchasing CCTV (4) To compare important level of marketing mix factors and behavior of
purchasing CCTV divided by demographic factors

The samples are 400 persons who interested to install CCTV. The instrument for
collecting data is questionnaire and the statistics used for data analysis are frequency,
percentage, mean, standard deviation, Chi-square, T-Test and One Way ANOVA

The independent study results revealed that (1) the behaviors of purchasing CCTV

are safety, information from the internet, the reason of purchasing CCTV is reasonable and



comparable price and the customers were the influence person of selection (2) the
important level of marketing mix factor is high level: place promotion price and product,
respectively (3) Gender, age, revenue per month, occupation and type of accommodation
have relationship with behavior of purchasing CCTV (4) the differences in revenue per month
and occupation have different in important level of marketing mix factors
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