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ABSTRACT

This research aimed to investigate the beef purchasing decisions of consumers in Bangkok and
its vicinity, to compare demographic factors affecting these decisions, and to evaluate the significance
of the Marketing Mix (7Ps) influencing consumer behavior. This study employed a quantitative research
methodology. The sample consisted of 400 consumers residing in Bangkok and its vicinity who purchase
and consume beef. Data were collected via online questionnaires and analyzed using descriptive
statistics, including percentage, mean, and standard deviation. Inferential statistics used for hypothesis
testing included One-way Analysis of Variance (ANOVA) and Multiple Regression Analysis at a significance
level of 0.05.

The findings revealed that most respondents were female, aged between 30-39 years, Buddhist,
held a bachelor’s degree, worked as private company employees, earned an average monthly income
of 25,001-35,000 Baht, and were single.

Regarding the Marketing Mix (7Ps), consumers in Bangkok and its vicinity rated the overall
importance at a high level. When considering individual dimensions, People had the highest mean score,
followed by Price, Physical Evidence, Process, Promotion, Place, and Product, respectively.

In terms of the Purchasing Decision Process, the overall importance was also rated at a high
level. The highest mean score was attributed to Problem Recognition, followed by Alternative

Evaluation, Post-purchase Behavior, Information Search, and Purchase Decision, respectively.



The hypothesis testing indicated that different demographic factors, specifically age, religion,
education level, and average monthly income, resulted in statistically significant differences in beef
purchasing decisions across all stages. Conversely, gender, occupation, and marital status showed
significant differences in only some stages of the decision-making process. Furthermore, the analysis of
the Marketing Mix (7Ps) revealed a statistically significant influence on purchasing decisions. Promotion
was found to have the greatest influence on the Purchase Decision stage, while People and Product
significantly influenced the Evaluation of Alternatives. Additionally, Process and People were identified
as the primary factors affecting consumers' Post-purchase Behavior.

Keywords: Marketing Mix, Purchasing Decision, Beef, Consumers in Bangkok and Vicinity
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