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ABSTRACT

Research subject factors affecting the decision to buy fast food of working people in Bang
Phli District, Samut Prakan Province was to study the marketing mix factors (7P’s) that affect the
decision to buy fast food for working people. The population in this research were consumers who
decided to buy fast food. The sample consisted of 400 simple random sampling. The instruments
used for data collection were the questionnaire performed data analysis using computer software for
frequency, percentage, mean, standard deviation and multiple regression analysis.

The result of the research showed that study of factors affecting the decision to buy
fast food of working people in Bang Phli District, Samut Prakan Province. A total of 400 respondents
surveyed found that consumers in Bang Phli District, Samut Prakan Province Mostly female Most of
them are between 30-39 years old, have marital status, highest education level, bachelor degree.
Have a personal business career Monthly income 20,001-30,000 Baht and the level of opinions
in marketing mix found that the opinions of The overall marketing mix (7P’s) were at a very high
level (X = 3.733, S.D. = 0.779). And found that the aspects at a high level were promotion (X = 3.771),
physical characteristics (X = 3.745), distribution channels (X = 3.723), service processes (X = 3.721),
products (X = 3.709), personal or staff (X = 3.703) and price (X = 3.690) respectively. In the opinion
level of the decision to buy fast food of working people in Bang Phli District, Samut Prakan Province
Found that respondents. There were opinions at the purchase level for sure.

The results of the multiple regression analysis found that the independent variables
were the marketing experience that affects the dependent variables, namely the decision to buy
fast food of working people in Bang Phli District, Samut Prakan Province 41.2% (R2 = 0.412) with
statistical significance level of 0.05 and by considering the statistical significance at the level of 0.000
when considering the weight of the marketing mix factors affecting the decision to buy fast food
Found that marketing mix factors affecting the decision to buy fast food in the following order
physical aspects (Beta = 0.260), service processes (Beta = 0.146), and personnel or employees (Beta

= 0.137).

Keywords: deciding to buy fast food, marketing mix (7P’s), Bang Phli District, Samut Prakan Province
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