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Abstract

The research entitled "Marketing Mix Factors (7Ps) and Two-Factor Theory Affecting High-End Smartphone
Purchase Decisions among Gen Y Consumers" aimed to (1) study the marketing mix factors (7Ps) of high-end
smartphone users in Gen Y, (2) examine the purchase decisions of high-end smartphones among Gen Y consumers,
and (3) investigate strategic approaches influencing the purchase decisions of high-end smartphones among Gen Y
consumers. The sample consisted of 400 Gen Y consumers who had previously purchased or were interested in
purchasing high-end smartphones. The sample size was determined using Cochran's formula, and convenience
sampling was employed. The research instrument was a questionnaire that had been tested for content validity
and reliability. Data were analyzed using descriptive statistics, including frequency, percentage, mean, and standard

deviation, as well as inferential statistics using Pearson's correlation coefficient.
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The findings revealed that the overall opinions of respondents toward the marketing mix factors were at the highest
level (x = 4.33, S.D. = 0.774). Among the dimensions, product had the highest mean score (x = 4.39, S.D. = 0.656),
followed by price and process (x = 4.37). The hypothesis testing results indicated that the marketing mix factors
(7Ps) and Two-Factor Theory factors were positively correlated with the purchase decisions of high-end smartphones
among Gen Y consumers at the statistical significance level of 0.05. These findings suggest that such factors
significantly influence consumers' purchase decisions. The research findings can be utilized by entrepreneurs,
manufacturers, and smartphone retailers in formulating product, pricing, promotional, and service development
strategies that align with the needs of Gen Y consumers. Moreover, the findings provide useful insights for academics
and researchers interested in consumer behavior and digital marketing studies in the future.

Keywords: Marketing Mix (7Ps), Two-Factor Theory, Purchase Decision, Gen Y Consumers
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NIsVAFaUAIININTasH
fiauds FUUTIAIAIY i1 Cronbach s Alpha

TPs 21 0.774
PUNERA N 3 0.656
AUTIAN 3 0.665
AUABINIINITINTUUNY 3 0.690
FUNTAUATUNITAAA 3 0.710
AUYAAATTONINIY 3 0.702
FTUNTTUIUNTT 3 0.647
ATUANWALNINYATN 3 0.647

NNV INTVAFeUANILTesTU (Reliability Test) vasuuvasuaIudLIY 30 To ﬁ’unduﬁqaeimﬁam
ArANdanAaeInelu ( IntemaL Consustency ) Ineldduuseanssanivesnsouuia (Cronbach's Alpha Coefficient)
WANTIATIZANUT) Apandetusiusatuiiawiiy 0.957 Fuflefiarsanaanusinisadfily afiseniuldos
ladshnd 0.70 ey nadnsiile (0.957) dnagluseduiinn (Excellent) uanvirfafmanlunuuaoununiinnuaonades
Bamelugann fanuifleanss uazfianuindefieisseiazilulflunsifusnunudeyasseiunguinegedinluly
agaliusednsan %aaﬂamqﬁlﬂuf«mﬁuﬁudﬂLﬂ'%laqﬁa%’mm@m (7Ps uaz Two-Factor Theory) JAMAINEINN
munasgueddensu domsiimheseussmadnsiaidluluwuunesudussnidy

aTedl 2
fiauys F1UUTDAI0Y 1 Cronbach s Alpha
ooty 9 0.725
Jadgadrauseqils 4 0.673
TaduAqu 5 0.661

91AA1599 1UT1 91ARN59 21U wuuaeuaaAianadesiueglussiuiivousuld nenguiassiaded
#1 Cronbach's Alpha Qﬂ‘ﬁlﬁjﬂ Winfiu 0.725 se9adunfe Yadeadiausegela windu 0.673 LLazﬁﬁ&Jﬁgﬁqu Wiy 0.661
?jmﬂﬁmﬁmmm’hmm% 0.60 Fsasuladnuvasuauiianuasnadeinigluvesdonniu (interal Consistency)
agluszsuimnzay uazannsathluldlunsfudeyaifiensidelsognsdanuindede
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15199 3
nszuaUNsAnaulade UIUTDAI0Y @1 Cronbach s Alpha
LUUgaURINNHnaUla%e 16 0.734
nMssuitam 3 0.808
QRELPVRLGHE 3 0.657
AsUsEAlu aden il 0.665
mMsendulade 3 0.696
NOANTIUNEINTTO 3 0.642
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AuyARanIaNtnY 0.658" 0.623"
FIUNTEUIUANT 0.718" 0.720"
PUNYULNINEAN 0.699" 0.653"
593 0.635 0.628"

o o

** JyJyd1AUNI9EnRNSEAU 0.01
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919190 WU dnszannensnan (7Ps) fanuduiudidsuaniungul] Two-Factor agsfifudifaymaataf
5%U 0.01 (Sig. = 0.000) TnesnunsEUILMS (Process) farmduiudaaiian (- = 0.720) sesaswn liud sudawIndoums
n18AM (Physical Evidence) (r = 0.653) Aus1A1 (Price) (r = 0.642) Aunandndi (Product) wagauyaang (People)
(r = 0.623) MUYDINIINITIAT MUY (Place) (r = 0.573) wALAIUNITARATUNIINAIN (Promotion) (r = 0.563) AINAIGU

wandliiiui daudszaumensaaianniulanuduiusideuiniusedvasiunged Two-Factor
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AuyARANTaNITNIIY 0.636 0.000 6N
AUNTZUIUATS 0.732" 0.000 as
AUANYUZNINILATN 0.677" 0.000 %q
39 0.650" 0.000 49
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fifodrAymsad@fiszdu 0.01 (Sig. = 0.000) TneFrunsividgmisianuduiudgeiian (r = 0.808) sosasun lun
Frunsinaulate (r = 0.696) FunisUsziuniaden (r = 0.665) AUNNTAUMITBYE (r = 0.657) LATATUNGANTTH
n&aN1590 (r = 0.642) AWFIFU a"aum‘wnmaqﬂizmumiﬁmﬁﬂﬁaﬁmmé’uﬁuﬁﬁqmmluizﬁuqqﬁ'umﬁmﬁuia%a
vaauslaa (r = 0.754, Sig. = 0.000)
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Tnsnmsmgreunuuasunmianudaiudedadudiuuszaumenisnann (7Ps) ogluseduanniign (< = 4.33, S.D. =
0.774) Wefiarsaniusiodiu wuin ﬁmmémﬁm%ﬁ@i%a?{ﬂgﬂﬁqﬂ (x = 4.39, S.D. = 0.656) 5898931 AB AIUTIAWAY

AIUNTTUIUNTT (X = 4.37) dausunsduasunisnainiidadesifian (x = 4.23, S.D. = 0.710)

a
A9 6
ANRALAZ AU TEUULINTTINYONTITEFINY T2 190159879 (7Ps)

Uaduaudaudszaunienisnain 7Ps N Mean Std. Deviation
Statistic
PUNARSEUN 400 4.39 656
ATUTIAT 400 4.37 665
ATUNITINTINUEY 400 4.30 690
AUNTENLESNATY 400 4.23 710
AIUUARINT 400 4.31 702
AUNTTUIUATT 400 4.37 647
PUSNYUTNIINIYATN 400 4.33 670
RREY 400 4.33 74
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3. nan1sAnwiauduiusseniItsdadediulszaunianisnann (7Ps) wagngud Two-Factor Theory
funssaduladelnsdwidofioyargeesiuilnangu Gen Y nansnaaovausfglagldrdulseavianduiudifessu
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A3UNaN1339Y
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ngufjaosadey (Two-Factor Theory) ) Ingnmsaneglusefunindigaiduiy (X = 4.34, 5.D. = 0.725) lneduilan
Tanuddyfutadeaqu (X = 4.36, S.D. = 0.661) wnndriladeaiioussgela (X = 431, SD. = 0.673) daunszuru
mwmaui%aimmwmuaaauamawaamuﬂmﬂam Gen Y Tnsamsauegluszduunniian (X = 4.30, SD. = 0. 734) ) log
Funounisfumteyaiidnadegaiian < = 4.35) lusasfitureunsiuidymilanadesiian (X = 4.18) uenaind wans
vagouaunigunud Yadediudsvaunianisnain (7Ps) LLau{jf\]ﬁ]EJG]’]&JVIQNQﬁENﬂRH]EJ@JEWISW@L“UJU’Jﬂfﬁl@ﬂ’]i@]@ﬁﬂiﬁ]"lﬁ@
Tnsdwidledeyargevasiuilnandu Gen Y agrsiideddgmsadafisedu 05 Taonszurunisdnduladonndiud
auduiusiduinfunisinauladelnesiuegredifeddaymeadanisysv 0.01 (Sig. = 0.000) waza1un1sSuidynndl
mudusiusluseiugedign (r = 0.808)

nsaAUsIENa
NAN1ISIVENUIT UYadedrudszaunianisnanm (7Ps) Im&JmWi’mﬁmmﬁwﬁmagiiuizﬁuu’mﬁqm IOV RE

fundnfaeifisiaadogadian ﬁgﬂﬁawL‘ﬂaqmMﬂ‘[wiﬁ’wﬁﬁaﬁayjaquLﬂu?{uﬁwﬁlQ’U%Imiﬁmmﬁﬁﬁzyﬁwgmmw
Usgavsamnisliau welulad wezanuiuadovessdndusilud iy osnnlnsdwidedeluifiowdifugunsnideans
wideagvipuianmanualuaz suuuunIAiuTinvesduilandniy nansAnwidinaaenafeIiuLLIAnYee Kotler
uay Keller (2016) fina121 mamﬁméﬁlﬂuaﬂﬁﬂizﬂaué’wﬁzgﬁuaﬂa"auﬂizawNmimmmﬁﬁﬁw%wa@iam%é‘f@ﬁu%%@
vosfuslan wazdimenadosiuauidores Odaymat (2019) Fawud1 armquazaantRvesinsdwidefioidutadvddy
fidmaonadentolnsdwislefiovesiuslae

uanani wansidedanud Jatemunguiiaesiiade (Two-Factor Theory) Tnsnmsamegluszduuniign

9
1Y

Tneguslaalimuddyfudafomquinnnindafoatiausegda dedenaiflesnanguslnangy Gen Y Warwdrdryiy
ﬂa%’aﬁug’m Wy 5101 mnudetiovesmdui msulseiudui wasuinmmdinisee alu Yadefitisananudss
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