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ABSTRACT
The objectives of this study were to (1) study the demographic factors that influence the

decision to buy pop rice snacks of consumers in Mueang District, Nakhon Ratchasima Province,
and (2) study the market mix factors (7Ps) that influence the decision to buy pop rice snacks of
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consumers in these areas. The research was a quantitative study using a questionnaire as a tool
to collect data from a sample of 400 people, which was calculated according to Taro Yamane's
formula at a confidence level of 95%.

The results of the study showed that (1) consumers with gender, age, marital status,
education level; The 7Ps market mix factor that affected the decision to buy POP RICE of
consumers in Nakhon Ratchasima Province was statistically significant at the level of 0.05 (2)
The 7Ps market mix factor that affected the decision to buy POP RICE of consumers in Nakhon
Ratchasima Province was statistically significant at the level of 0.05. Personnel, processes, and

physical characteristics

Keywords Demographics, 7Ps Marketing Mix Factors, Buying Decisions.
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