Tasudnszaanisminanau3nis (7P) Ndnen1sananlelaudnisualnatasi
TrueMoney waaﬂszm%u‘lummn;a NWHNRINAT
Service marketing mix factors (7P) affecting the decision to use TrueMoney application service
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Abstract

This research aims to study the demographic characteristics that affect the decision to use
TrueMoney application service of people in Bangkok. To study the service marketing mix
factors (7P) that affect the decision to use TrueMoney application service of people in Bangkok
from a sample group of 400 people living in Bangkok and using TrueMoney application service.
The statistical package (SPSS) was used to process the questionnaire.

The research results found that 1) Demographic factors in terms of gender, age,
income, and education level No effect on the decision to use the TrueMoney application of
people in Bangkok. As for the occupation, it has an effect on the decision to use the
TrueMoney application of people in Bangkok. 2) The 7P service marketing mix factors: Product,
Service Channel, People, and Service Process have no effect on the decision to use the
TrueMoney application of people in Bangkok. As for Price, Promotion, and Physical Evidence,

they have an effect on the decision to use the TrueMoney application of people in Bangkok.

KEYWORDS : 7P service marketing mix factors, Demographic factors, Service decision
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