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Abstract

This research aimed to study the factors of marketing mix affecting the decision making of the
Fresh Mart’s customers service using behavior in Phrapradaeng District and to-compare the same, classifying
in accordance with the demography characteristics. The group of samples consisted of 169 customers who had
used the Fresh Mart Shop services. The tool used for collecting information was questionnaires analyzed by
using computer package program. The statistics used for the information analysis were percentages, mean,
standard deviation, t-test and one-way ANOVA.

The result of the research found that most, of the Fresh Mart Shop customers used the Fresh Mart
Shop services 2-3 times/week during 18.01 — 24.00 hours and spent less than 200 baht at a time for buying
beverages, tea, coffee and soft drinks. The Fresh Mart Shop customers’ overall view points on the factors of
marketing mix affecting the decision ‘making of Fresh Mart service usage in Phrapradaeng District were
moderate in ranking. Howeyer, when considering on each aspect it was found that the factors on product
and personnel were high in, ranking while the prices, distribution channels, marketing promotion, service
providing process and physical environment were moderate in ranking. The results from comparison of the
factors of marketing mix affecting the decision making of the Fresh Mart shop service using found that the
customers with different occupations were having different overall opinions at the statistical significance of
0.05 and customers with different ages were having different overall opinions at the statistical significance

of 0.01.
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