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ABSTRACT

The purpose of this research was 1) to study the marketing strategies for
online top-up cell phone vending machines and the behavior of people using them,
2) to compare the marketing strategies for online top-up cell phone vending machines
by the personal factors of the users, and 3) to study the relationship between the
behavior of the users and the marketing strategies for online top-up cell phone vending
machines, Khlong Luang District, Pathum Thani province. The population used in this
research consisted of the people who used the services of online top-up cell phone
vending machines in, Khlong Luang District, Pathum Thani province. A sample size of
385 was calculated using Cochran’s formula at the 0.05 level of confidence. The
research instrument used for collecting the data.was.a questionnaire. The statistics
used to analyze the data were-frequency, percentage, mean, standard deviation, t-test,
One way ANOVA and Chi-square.

The findings showed that:

1) The study of the behavior of the people using online top-up cell phone
vending machines revealed that most people used the services 24 hours a day, used
one-2-call (AIS), purchased internet time, made the decision to purchase by themselves,
and used the machines mostly between 20.00-24.00. The places were the services
were mostly used were convenience stores and the services were used every two
weeks. Concerning the importance of the marketing strategies for the online top-up

cell phone vending machines, it was found to be at the highest level overall.



When considering each individual aspect, it was found that most of them were rated
at the highest levels. Ranked from the highest to the lowest level, they were: product /
service, pricing and distribution channels. However, one exception was for marketing
promotion which was at a high level.

2) The comparisons done by different personal factors that affect the marketing
strategies revealed that gender, status and career produced differences between the
overall aspects at the statistically significant level of 0.05.The comparisons done
using the factors age, level of education and monthly income revealed that there
were no significant differences between the overall aspects.

3) The study of the relationship between the users’ behavior and
the marketing strategies for online top-up cell phone vending machines, Khlong
Luang District, Pathum Thani province, revealed that there was a relationship which
involved the following factors: product/service, price, distribution channels and

promotion at the statistical significance level of 0.05.
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