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ABSTRACT

This research has the capacity to(1) To study the decision to use the public transport of
the Bangkok Mass Transit Authority in Bangkok and(2) To study the decision to use public
transport, the Bangkok Mass Transit Authority in Bangkok and its vicinity, classified by
demographic factors and the use of bus service (3) to study the marketing factors affecting the
decision to use the car service. The Bangkok Mass Transit Authority in Bangkok and its
surrounding provinces.

The sample group used in this research is the public transport service users of the
Bangkok Mass Transit Authority in Bangkok and its surrounding provinces. The number of 400
people used questionnaires as a tool for data collection: frequency, percentage, mean and
standard deviation Consensus test was performed using t-test, One-Way Anova statistic, and if
differences were found, they were compared individually by LSD method and using multiple
regression statistics. Regression.

The results of the hypothesis testing revealed that the users of the Bangkok Mass Transit
Authority with age, occupation, income, frequency of use of the service Service time and average

wait time This makes the decision to use the public transport of the Bangkok Mass Transit



Authority in Bangkok and its vicinity differently And users of the public transport of the Bangkok
Mass Transit Authority who have sex make the decision to use the public transport of the
Bangkok Mass Transit Authority in Bangkok and its surrounding provinces. No different In addition,
the product marketing factor, price, promotion marketing And distribution channels affect the
decision to use the public transport of the Bangkok Mass Transit Authority in Bangkok and its
surrounding provinces.

Keywords: public transport decision; Bangkok Mass Transit Authority
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