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ABSTRACT

The objectives of this research were 1) to examine the marketing mix factors (7Ps)
affecting motorcycle purchasing decisions of consumers in Trang, Nakhon Si Thammarat,
Satun and Songkhla provinces, and 2) to investigate the motorcycle purchasing decisions
of consumers in these provinces. This quantitative research employed a sample of 500
consumers residing in Trang, Nakhon Si Thammarat, Satun and Songkhla, determined
by W.G. Cochran’s formula. The sampling method used was non-probability sampling,
utilizing a combination of purposive and convenience sampling techniques. The research
instrument used for data collection was a questionnaire. Data were analyzed using
frequency, percentage, mean, standard deviation, t-test, One-way ANOVA, and Multiple
Linear Regression Analysis at statistical significance levels of 0.05 and 0.01.

The research results revealed that: 1) The majority of respondents were female (68.0%),
aged 20-30 years (43.8%), single (56.4%), held a bachelor’s degree (51.6%), worked as
private company employees (35.2%), and earned a monthly income of 10,001-20,000
Baht (54.8%). 2) Personal factors generally did not affect overall purchasing decisions,
except for education level, which significantly affected problem recognition (p<0.05).
Specifically, the group with higher than a bachelor's degree differed significantly from
other groups in problem recognition. 3) The service marketing mix factors (7Ps) had a
statistically significant positive relationship with motorcycle purchasing decisions (R? =
0.42). The top three most influential factors were Product, Process, and Physical
Evidence, respectively. Conversely, Price, Place, Promotion, and People did not
significantly affect purchasing decisions. These findings suggest that motorcycle business
entrepreneurs should prioritize product quality, service process convenience and speed,
as well as the showroom’s image and physical environment to build trust and stimulate

long-term consumer purchasing decisions.

Keywords: Marketing Mix (7Ps), Purchasing Decision, Motorcycle
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