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ABSTRACT

The aim of this research is to investigate service marketing mix factors affecting
customers’ decision-making process to purchase digital lottery in Nakhon Sawan province.
The objectives of the study are 1) to study customers’ decision-making process for purchasing
digital lottery in Nakhon Sawan province and 2) to examine the service marketing mix factors
affecting the consumer decision-making process for purchasing digital lottery in Nakhon
Sawan province. A questionnaire was used as a tool to collect data from 385 respondents. The
statistical methods employed in the analysis included frequency, percentage, mean, standard
deviation, independent sample t-test, one-way ANOVA, and multiple regression analysis.

The results of the study show that most of the samples are female, aged between
21-30 years, hold a Bachelor's degree, work as the government officials or state enterprise
employees and earning a monthly income of more than 40,000 Baht. The analysis found that
customers with different genders did not have significant differences in their decision-making
process for purchasing Digital Lottery. However, customers with different ages, education
levels, occupations and monthly incomes had significantly different decision-making processes
for purchasing Digital Lottery at the statistical significance level of 0.05. The service marketing
mix factors that influenced the decision-making process for purchasing Digital Lottery included
physical evidence, processes, price, people and product. In contrast, place and promotion did

not affect the decision-making process for purchasing Digital Lottery.
Keywords: Digital Lottery, Service Marketing Mix Factors, The decision making process
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