]
S

Jadefidmadonisinduladedudrantwuszan dafuusud Tuguniséraeuaunis
NFIUNWNAIUAST
FACTORS AFFECTING THE DECISION TO PURCHASE PRODUCTS FROM
MULTI-BRAND STORES IN THE SIAM SQUARE SHOPPING, BANGKOK

algiiyn gviedmuuwn
#1YNVINTIANT AULUIMTTING UNINYIRYTILAN

HSURAYEUUNAIY

Natnicha Authaiwattananon
E-mail: 6214070096@rumail.ru.ac.th
Faculty of Business Administration Program in Management Ramkhamhaeng University

Corresponding author

UNAnga

n9iTeFes Uaduiidwmadensindulateduiaindiulssan Saduusus Tughunsé
aguaunls nsammamuns Iinguszasd efnundadudiulszaumanisnann (7P’s) fdanaste
nsdnauladedudaniudssion Safuusus lughunsdaeuawes nsumnamues nau
fog9lunsideased Ao nqurusinafidedudiaindruuszian SaRuusud Tugrunisdn
AYIUALAIT NTUNNUNIUAT T1UIU 400 AU 1ABNT1Ta U188 19U U918 (Simple Random
sampling) wazlduvuasunmduindeaelumafvsiusudeya addldlunsienesideya
Usznousae Arfesar ARl drulleauuninigiu wazn1sIAs e aun1snane Ny e
(Multiple Regression Analysis)

NaNIFITENUIN nguiegsduvg Wuwemds ogsening 21 - 40 Y dszaunisfinw

a a

pgiUsqns srelandenaiiou 15001 - 25000 um wardrulugfendwmiduniinau

LY a

¥
Y
F¥MeNYU Uasnan1TIATIERdnudn nguvesnevwuvasuaudulnglinuAaiuly

U
Hadvdulsranmsnmsnanaiidamanonisindulatodudaniussanm Sofuusus lugunisdn
geuawas numumues lnenmsaneglusziuanudndiuin (X = 3.78, SD. = 0.581) lnedl
szAuauAnud1un1sAnduladudiaindiulssian Tafuusud lugiunisdiaeuanais
NTUNNUMIUAT aeﬂuszé’um%z%@ (X =3.68,S.D. = 0.803)

naNsVRABUANNATIUNUT Jadeiudulsvaumamsnandmaronisinaulatodudn
sz Safuusus lugrunisiaguauans nsunmamuas fsgdutioddyniseda 0.05

TngiLlsdaseanumnesu1en1sHuLlsSUaIILUIAY tnsasay 35.8 (R? = 0.358) Liafia15adn


mailto:6214070096@rumail.ru.ac.th

AU WU ALUSDATENANARaRLUIANY AD N15PRANlITRFUAIIINSIUUTELAN JARLUTUR
TugunisAaenuawnds ngnnamuas J9mau 3 u laud dugemenisdndimite ausian
LAYATUANYAENIINEAN

o o w v a

Addgy: M3dndulate, Jadediudszaunnanisnain, Suussnm Safkusua

ABSTRACT

The Objective of this research was to study marketing mix factor (7P’s) that affected
the decision to purchase products from multi-brand stores in the Siam Square shopping,
Bangkok. The sample group consisted of 400 consumers, obtained by a simple random
sampling. A questionnaire was adopted to collect data and were analyzed using percentage,
frequency, mean and standard deviation and multiple regression analysis.

The results showed that the majority of samples were female. They were between
the ages of 21 - 40 years old, had a bachelor’s degree, had an average monthly income of
15,001- 25,000 baht and work in a private company employees. And the results showed
that the level of importance of the marketing mix factor (7P’s) for the decision to purchase

products from multi-brand stores in the Siam Square shopping, Bangkok was the high level
(X = 3.78, S.D. = 0.581) with the level of decision to purchase products from multi-brand

stores in the Siam Square shopping, Bangkok of may be purchased. (X = 3.68, S.D. = 0.803)

The results of hypothesis testing found that marketing mix factors (7P’s) that affected
the decision to purchase products from multi-brand stores in the Siam Square shopping,
Bangkok with a statistical significance level at 0.05 R Square of the model was found as 0.358,
which indicated the marketing mix factors affected the decision to purchase products from
multi-brand stores in the Siam Square shopping, Bangkok at 35.8 percent. The marketing mix
factor (7P’s) that affected the decision to purchase products from multi-brand stores in the
Siam Square shopping, Bangkok there were 3 aspects, Place, Price and Physical Evidence and
Presentation.

Keyword: Decision to Purchase, Marketing Mix Factor, Multi-Brand Store.
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