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Learning Innovation on Information Technology

through Consumers' Mobile phone
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Abstract

The objectives of this survey research titled “Learning innovation on information
technology through consumers' mobile phone” were to study 1) personal factors of consumers,
marketing mix and learning innovation on IT through consumers' mobile phones 2) learning
innovation on IT based upon different personal factors 3) relationship between marketing mix and
learning innovation on IT. Samples included 384 consumers living in Bangkok Metropolis.
Questionnaire was used as a tool to collect the data. Statistics used in this study included
frequency, percentage, mean, standard deviation, t-test ,F-test or one-way analysis of variance,
multiple comparison tests using Scheffe' , Pearson's correlation coefficient . Level of significance
used was 0.05.

Outcome of the study revealed that 1) learning innovation on IT through mobile phone
scored highest on a given rating scale. Marketing mix scored highest (the scores on product and
place were high while the scores on price and marketing promotion were highest. 2) Consumers
with different sex, education, monthly income did differ in their learning of IT innovation while
those with different age, occupation did not differ in their learning IT innovation based upon 0.05
level of significance 3) marketing mix was positively correlated to learning IT innovation and the
relationship was strong. Product was moderately correlated to learning IT innovation, price and
marketing promotion were highly correlated to learning IT innovation. Place, on the other hand,
was minimally correlated to learning IT innovation. These tests were based upon 0.01 level of

significance.



