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ABSTRACT

This Researching has the purpose for studying “The Marketing factors and The
Consumer’s Motivation that may affects to the decision of Top-up money for buying RoV's
Character on mobile phone games of youth In Bangkok”. The group for study is the
Juvenile in Bangkok who currently playing RoV 400 people by using the Questionnaire
Survey as The collecting data equipment. The factors that we using to analyze data are The
Frequency, The Percentage, The Mean and The Standard Deviation, The Independent
Samples t-test and The One-way ANOWA.

The result of the Questionnaire Survey shown that the majority of the sample are
female, aged between 23 to 25 years old which the most currently studying in the Bachelor
Degree and Playing RoV for 2 years now. They are not top-up the game every months to
buy character. And in each time they top-up money are less than 500 Thai baht via.Their
Credit or Debit card.

The opinion for “The Marketing factors and The Consumer's Motivation that may
affects to the decision of Top-up money for buying RoV's Character on mobile phone games
of youth In Bangkok”, We concluded that it has high impact in People’s Decision Making. If

we criticize in the Individual details the Selling Chanel Distribution and Processing is has a
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high median and The Overall Image is also has a high impact to the sample group in Buying
RoV's Character as well. Firstly highest-average is they analyze the attributes of individual
character and followed by their purchasing power if they had it or not.

The motivations of the Sample group' s Decision of buying RoV's character,
included with the motivation in Reasoning and The motivation in Emotional in overall. But if
we comparing both elements the motivation in Reasoning has higher average than the
motivation in Emotional.

The result of the Researching Hypothesis found out that the Demographic, Sex,
Age, Education level, Monthly income and the period of time playing RoV and The Price of
Top-up card in each time is different but not different in terms of decision of top-up money.
And The Marketing factor in terms of Pricing, Selling, Individually, Physically are different but

in terms of decision of top-up money is not different.



