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Abstract

The objective is to Studyof factors that Influencing the decision to use grab car of
Master Degree Students at Ramkhamhaeng University by Study about marketing mix (7P's)
was including : Product, Price, Place, Promotion, People, Process and physical evidence
and decision to Use grab car of master Degree Students at Ramkhamhaeng University also.
The population in this Study are 400 people of Master Degree Students at Ramkhamhaeng
University, ONLINE questionnaires is the tool for data collection with using frequency,
mean, percentage, standard deviation and multiple regression analysis with simple random
sampling.

The Study found that, Factors that Influencing the decision to use grab car of Master
Degree Students at Ramkhamhaeng University. The result revealed that the most of
respondents are female, age 21-30 years old, single, working as private company employee
and average monthly income of 20,001-25,000 baht. Opinions of marketing mix factors (7P's)
that affecting the decision to use grab car of Master Degree Students at Ramkhamhaeng
University found that, most respondents have an opinion as the highest level of opinions
And when considering each aspect The most opinions are Product, followed by process,
place, promotion, physical evidence, people and price. The decision to use grab car of
Master Degree Students at Ramkhamhaeng University decided to use grab car for sure.

Multiple regression analysis Found that marketing mix factors Affecting the
dependent variables are The decision to use the Grab car service of the Master of Business

Administration students Ramkhamhaeng University With statistical significance at the level



of 0.05 and explain the relationship of 32.8 percent (R Square = 0.328) with independent
variables in each aspect affecting the variables followed is the decision to use Grab Car
service of students in the Master of Business Administration Program Ramkhamhaeng
University, consisting of 5 aspects, namely, distribution channels Product Physical, price, and

process aspects.
Keywords: Marketing Mix , Grab Car, Service Decisions
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