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ABSTRACT

This research The objective is to study demographic factors that affect the
purchasing decision of consumers in KhamThaleSo District. NakhonRatchasima Province
by sample group will be the king live in the area KhamThaleSo District NakhonRatchasima
Province, 395 people. The instrument used to collect data was a questionnaire for
statistics used in the research. Consisting of frequency, percentage, average, standard
deviation, t-test and f-test, including the use of statistics using multiple regression analysis

(Multiple Regression Analysis).

The results of the study found that the overall picture of marketing mix factors
affects Consumers' decision to purchase fresh fruit in KhamThaleSo District.
NakhonRatchasimaProvince is at the highest level, with prices affecting decision-making.
It is number 1, followed by marketing promotion. Product side and distribution channel
side respectively In addition, it was found that demographic factors such as gender, age,
and income did not affect the decision to purchase fresh fruits of consumers in
KhamThaleSo District. NakhonRatchasima province with a statistical significance level of
0.05 and demographic factors in terms of occupation affect the decision to purchase fresh
fruits of consumers in KhamThaleSo District NakhonRatchasima Province with a statistical

significance level of 0.05

Keywords: demographic factors, decision to purchase fruits, fresh fruits
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