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,{BSTRA(-T

Nowadays mobilc phone becomcs a. imponant nsn in our iaily hfe. Mobitc phone
frarkea arc rie nost unstable ma(et ,\hosphercs nowadars duc b increascd
ompe.."o,, o.hd'rc't ..rresou'r-,, 1.e r;,r,,, ,nen,r... .1.,..11 .- r

consumer bulina dccisnin

This study consde^ two variables lrch as rnxrkerin! njia md demorrarhic tucror thc
na&etins h,x lariablc includes lour dimensions such as prcdu , p.ce ptacc. and
proDolion rhe denogtuphic lacror in.ludes four dimensiorN su.h a; cuttuml tirdor.
pcrs..aL fador, sacidl lacror, and pslcholosicat laclf
Qlnnhhrivemcrhodotogtr-hasbucnrpptiediorrhisrese thmdquesrionn cswcrcusrJ
k, collect data.l60 que$iomitrc w{e issu.d and collcn.d Jrra w.r. anatlrcd ksed o

'1 rdrd'o.1-qle. o' ^4ede..oni, ',.tc o,.r,o,1.trc ,r .lL-..otr. \r
mea$cd rhoush likcdscate meihod random sampri.s trsed tosclcd fi",;fonianrs

This nudy found (hrr drE is lnuuence ofjnxrkef.g Dix hd dcmoemphi ftr(.'s otr
m.bile Dhotrc pu(hase. I{cscarrh lound rhar markerine nix hjghty in|u.nro.n nrobjL.
thonepuchAcmd Dodtrdc levelirflu.ncoon demograthic tador in addn,on, lhe study

di.r.'lh .rorer'e poti,r,., \(l "ah(
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