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ABSTRACT

The objectives of this study are 1) To study the factors related to the decision to buy A
Rice of the people in Bangkok. Classified by demographic characteristics, including gender, age,
occupation, income, status and number of family members.
2) to study the relationship between marketing mix factors which consists of product factor price
factor Distribution channel factors Marketing Promotion Factors Personnel factor service process
factor and physical characteristics factors that correlated with purchasing decision of A Rice of
people in Bangkok. The research model is quantitative research. The theory of demographic
factors and marketing mix factors were used as the research framework. The research area was
Bangkok. The sample group used in the research was 400 consumers of A Rice brand in Bangkok.
They were selected by non-probabilistic sample selection The group of respondents were
volunteers who bought A Rice bagged rice products because the researcher distributed the
questionnaire via link and QR code. The statistics used to analyze the data are Pearson's
correlation. The results of the research were as follows: 1. The demographic factors affecting the
purchase decision of A Rice bagged rice were found that gender factors were related to the
purchase decision. with statistical significance at the level of 0.01, with most consumers being
female. 2. Marketing mix factors, including product factors price factor Distribution channel factors
Marketing Promotion Factors Personnel factor service process factor and the physical
characteristics factors were related to the decision to buy rice packaged in A Rice brand of people

in Bangkok. with statistical significance at the 0.01 level.



Entrepreneurs can apply the findings from this research as a guideline for planning
marketing strategies to conduct business in line with consumer needs. and applying the study
results to create a competitive advantage.
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