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A study of mix factors that made customers Decide to buy : A case

study of Mae An Toasted Pork sticky Rice Shop, Samut Prakan Province
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ABSTRACT

study of marketing contributions used in customers decisions at Mae Ann's rice shop
Samut Prakan province The objective is to study the market mix factors that influence
customers to use the results of study improve and develop the business of sticky rice shops
with toasted pork in Mae An, Samut Prakan province. The samples used in the study were 10
customers who purchased food from Mae Ann Toasted Pork Sticky Rice Shop in Samut Prakan
Province. The instrument used in the study was a two-part in-depth interview that took the
study period from December 1, 2021 to May 10, 2022.

The results showed that the majority of customers were satisfied with the service and
food distributed at Mae Ann's toasted pork glutinous rice shop. This shows that the marketing
mix factory which include: 7 areas: product, price, location, promotion, personnel, physical

characteristics and process, significantly affect purchasing decisions.

Keywords : Marketing Compound , Purchasing Decisions
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