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Abstract

The objectives of this study indicate the factor affect the decision to use AAA shopping
center service area of Bangkae, Bangkok. Term of reseaching and representative sample is
customers with membership cards in Bangkok. Researcher have random information by
online satisfaction questionnaire with 400 people. Scope of hypthesis comprehensive about
demofraphy Markerting(7Ps) ex. factor of Product, factor of Purchase, factor of Payment
channel, factor of Promotion, factor of personality, factor of Process and factor of physics.
And analyze statistics all of information with descriptive statistic example Frequency value,
Percentage value, Standard Deviation, Average and Inferential statistics example T-Test and

Multiple Regression Analysis was statistically significant at .05 level for test about hypothesis.

Reseach results detect factor of marketing had decision to use AAA shopping center
service area of Bangkae, Bangkok. This reseach conclude almost population is female. And
span of age is 26 - 30 years amout 70 people. Status single 278 people. Education level
Bachelor's Degree 230 people. Occupation employees 112 people had income 20,001-30,000
Baht 150 people. This reseach conclude factor of decision to use AAA shopping center
service area Bangkae was statistically significance at 0.05 level. Research discover factor of
personality was no effect with decision to use AAA shopping center area of Bangkae. The
Factor of Marketing Mix discover factor of product had modern, quality, price, payment
channel, promotion, personality, process and physics. All of factor had affect with decision to

use AAA shopping center service area Bangkae.

So the finding indicated that goods had modern, high quality, appropriate price and
organize promotion continuously will be tool to help with decision of costomer. So Board and

Company of shoppping center had exchange information for promote and management all



this together in other that had service costomer meet the requirement and satisfaction to

decision comeback to use the service again.
Keyword : Decision, Shopping Center, Services, Marketing
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