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ABSTRACT

This research was aimed at studying the marketing mix factors affecting
consumers' decision to use in the gas stations in Muang District, Samut Sakhon Province.
The research followed the quantitative research procedures. The theory of marketing mix
factors (7Ps) and the consumer decision making process theory were used in the research
framework. The research area was 381 consumers entering a gas station in Muang
District, Samut Sakhon Province. The research study used a multi-step sampling method
(Multistage random sampling). The research tool was a questionnaire to analyze the data
by using statistics, consisting of percentage (Percentage), arithmetic mean (Mean),
standard deviation (standard deviation), independent sample T-test analysis, One Way
ANOVA Analysis of Variance and Multiple Regression Analysis.

The study found that most of the respondents were female who were accounted
for 53.00 percent were under the age of 30 years or 32.30 percent were having a
bachelor's degree, 63.30 percent were engaged in a professional trade or personal
business, 40.40 percent of the respondents were having an average monthly income
between 15,001 - 20,000 Baht, It was 34.40 percent of the consumers with different
personal factors have had no different decision to access to gas stations, except for their
monthly income. It was found that for those the income ranges below 5,000 baht, had a
decision-making process existed. They had access to gas stations and had the decision
making capability to buy more. Other income ranges stay unchanged. The difference was
statistically significant at 0.05 level. From the Multiple Regression Analysis with statistical
significance at 0.05, it was found that the marketing mix factors affecting the decision to
use the gas stations of consumers in the Muang District. Samut Sakhon province, the
most significant were the product factors, marketing promotion aspects and physical
characteristics.

From the results of this study, factors affecting service decision-making can be
used as a guideline for improving, developing potential and planning strategies for the
gas stations in the future. They can also be used as the research result guidelines for the
other relevant researches.

Keywords: Marketing Mix Factor, Buying Decision, Gas Station, Samut Sakhon Province.
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