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Marketing Mix Factors Influencing the Decision to Use Services
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ABSTRACT

This research aimed to 1) study personal factors affecting the decision-making
process of using the services of Café Tone, Uthai Thani, and 2) study the marketing mix
factors affecting the decision-making process of using the services of Café Tone, Uthai
Thani by distributing online questionnaires to a sample group of 400 people. The statistics
used for analysis were data analysis using T-test One Way ANOVA (F-test) and data
analysis using Multiple Regression.

The research results found that the sample group of 400 respondents was mostly
female, aged 21-30 years, had a bachelor's degree, was self-employed, was single, and
had a monthly personal income of 20,001-30,000 baht. The analysis results found that
the sample groups with different genders, ages, occupations, education levels, and
statuses mostly gave importance to marketing mix factors and the decision-making
process of using the services of Café Tone, Uthai Thani Province, overall at the highest
level. The results of the hypothesis testing showed that different levels of education had
similar decision-making processes in terms of post-purchase behavior. Different monthly
personal incomes had different decision-making processes in terms of problem

awareness. Statistically significant at the 0.05 level
Keywords : Cafe Tone, Uthai Thani, Marketing mix factors, Decision making process
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