Taggdmiszaannisaaiauaznganssuduslaaniinadanisandnl

=

P=| Y A U q' (- 9] -V P=|
DN ITUINITI AN IWITURZLULNDT LsrIAUI1IWUS

9

MARKETING MIX FACTORS AND CONSUMER BEHAVIOR AFFECTING THE
DECISION TO CHOOSE RESTAURANT AND BAKERY SERVICES IN
PRACHINBURI PROVINCE

= @ ¢ '
wIUnEs Wuzda
27ln 11950y
Q/ 1
uneanga
Q A v

a cql' & A =2 [ ' vdg o a ¥ Al
31U U%NQ@]Qﬂ?zﬁGﬂLW@ 1.ﬂﬂi:ﬂﬁﬁ]ﬁ]Elﬁ’]ul!ﬂﬂﬂ“llEI\‘]Eﬂl“ﬁﬂiﬂﬁii’?uﬂ’]'ﬂ’]ﬂmuﬂLﬂa{l,“l)o

=

o o a = a A v a @ Al o o a a
WAIAUTAINLIT 2. ANBINEANTITIUNIILA E]ﬂiﬁi.liﬂ’]ii’mmw}mazm LN ﬂiluﬁ]ﬂﬁ']@ﬂi’]'ﬂqu

q

=2 o o A Y a v Al [ [ a =
3.ANENTBFIBUIZTRNNINITAAAY E]\‘iH‘Y]Laﬂﬂl’ﬁﬂiﬂ’]iiﬂ%ﬂ’]ﬁﬁiuﬂzm Lﬂ@il%’ﬂx‘i%’)(ﬂﬂi’ﬁ]%lﬁ

=2 > A A Y Aa [ A [ a a a = a a
4.ﬂﬂ‘]21"m’ﬁ(ﬂ@ﬁ%1‘i]Laaﬂlﬁﬂiﬂ’]ii’]%a’]‘ﬁ’ﬁua&ﬂLﬂ ﬂﬁl%’fﬂdﬁ’]@]ﬂﬁ’]’i}%‘qi 5.1FsuneudaveEIn

=

Aa ) v A A v a @ Al o o A a a
Hﬂﬂaﬂwwa@ﬂﬂqsﬁﬂﬁulﬂLﬂ E]ﬂl“litl.liﬂ’]ii’mmwml,azm Lﬂﬂﬁl%ﬁ]d%%(ﬂﬂi’]’ﬂ%ﬂi 6..UFu UL

q

a Aa | o A A v a @ A v o a a =2 '
Wﬂ@ﬂiimﬂm“ﬁ@aﬂ’]s@@ﬁulﬂ L aﬂl"ﬁuiﬂﬁﬂua’m’]ﬂm:m Ln ailuﬁ]ﬂﬁ’]@ﬂs’]?ﬂuui 7.ANEIRIU

A =

UTzRUNINIARIANTANTNAAANIIAA R WL AN LTI NITIIWAIWITULAZLULNAT I IRI AU I UL

9
]
v a

wamﬁé’nwuiﬁﬁaﬁ'ﬂmuqﬂﬂaﬂLmﬂ@mﬁ'uﬁawa@iamm”@aulﬁ)Lﬁaﬂlfu%mﬁmmms

ad

A v @ a \ o =2 [ A o a ¢ = v
LLQ:L‘ULﬂaﬂu%\‘iﬂ’a@]ﬂﬁ%uqiﬂLL@m(ﬂNﬂu fﬂ’mﬂ’ﬁﬂmﬂﬂﬁ]?ﬂﬂﬁiuqﬂﬂaﬂvl@uﬂ&lﬂlaﬂﬁzﬁ 3 VL@LLﬂ

\Wel 81 fsiawa@iami@‘i'@z?ulaLﬁaﬂlfﬁu’%mﬁmmmmazLuLﬂa%'luaﬁ'a%i'@ﬂsﬂ%'uﬁﬁvlajLmﬂ@mﬁ'u el

Y A [

ROTUNTIN 'P]"]%W S‘;@vlm’]iﬁﬂw’l LLazi’]U‘l@T ﬁﬁNa@iaﬂ'ﬁ@T@a%lﬁ]Laaﬂl"ﬁﬂ‘iﬂ’]‘ii’]uﬂ’]ﬂqsuazlaﬂLﬂﬂ%lu
o o a a A ] o v o | Ada a , v a & @
N%’J@ﬂﬁ’lﬁ]m_ﬁmmﬂmdﬂu LLﬂZ']j"i]"'l]ﬂ@quajuﬂ‘ifﬁ&lﬂq@ﬂ’]i@aq@ﬂuﬂﬂﬁWﬂ@aﬂ’]s@]@ﬁuI‘ﬂLaaﬂl”ﬁ
U%ﬂ’]i‘%ﬁuﬂqﬁ’]i"ﬂa@ﬂ‘iz%’]%uluﬁi’%f@ﬂﬁ’]%%u% WU'JI’]I@ﬂﬁ'ﬂuﬂiza&lﬂ’]dﬂqimaqﬂ ﬁﬂuwﬁﬂﬁmgﬂ

AIWINAN AUTDINNININRUNY  AURILRINNITANA ﬁwuqﬂﬂaﬁ%awﬁfmm AUNITRIVILRE

a 1

WUFROANWIUL LN AIBNTZUIBNNT ﬁﬁwﬁwamamw‘i’m’?ﬂaLﬁaﬂlfu'%mﬁmmmsmaa

ﬂs:mﬁuﬁlu'ﬁhm”@ﬂiﬁuﬁ I(ﬂalmww:;juﬁﬂﬂﬁl,%adwﬁmﬁmfﬁﬂmﬂmﬂﬁmwé’uwbuﬁ’aziﬁ R =

U

s a Q€ “ A v o “ A Y A
0.911 lasiidaudszdnimsaadulasosas 83.1(R? = 0.831) sunsavinmensaaaulaianliusnig

NUDIMITHAZILLNET l0Tasa 82.8 (Adj R? = 0.828) WAZEHIRNNITAETWFNMITNIWIEATAAFULA

(%

A ¥ Aa ¥ s o = =) v g
Lﬂﬂﬂl?jﬂﬁﬂﬁi‘i’]%aﬁ‘ﬁﬁ‘ﬁl 8\11_]5311’]‘11%1%’4]\1%’)(ﬂ‘]_]‘i’]’%%lﬁvl,@ Jh



Y psdamuladanliuimsimams= -0.6119+0.1283X,-0.1450X, +0.3898X; +-0.0142X, +-9.81e—4Xs
+0.0189X; +0.7479X;

fMdan - wodnssunmsiienltusms, fudszannmenIaana,miaafulaienltuSmsiuwennis



Independent Study Title MARKETING MIX FACTORS AND CONSUMER

BEHAVIOR AFFECTING THE DECISION TO CHOOSE
RESTAURANT AND BAKERY SERVICES IN
PRACHINBURI PROVINCE
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Ramkhamhaeng University

Study Advisor Asst.prof. Orathai Chuacharoen, Ph.D
Academic Years 2023
Abstract

The purpose of this research is to: 1. Study the personal factors of restaurant and bakery
users in Prachinburi province. 2. Study the behavior of choosing restaurant and bakery services in
Prachinburi province. 3. Study the marketing mix factors of restaurant and bakery users in Prachinburi
province. 4. Study the decision-making of choosing restaurant and bakery services in Prachinburi
province. 5. Compare the personal factors that affect the decision of choosing restaurant and bakery
services in Prachinburi province. 6. Compare the behaviors that affect the decision of choosing
restaurant and bakery services in Prachinburi province. 7. Study the marketing mix that has an

influence on the decision of choosing restaurant and bakery services in Prachinburi province.

The research found that different personal factors affect the decision to choose restaurant and
bakery services in Prachinburi province in different ways. The study of personal factors analyzed,
which include gender and age, do not affect the decision to choose restaurant and bakery services
in Prachinburi province, but marital status, occupation, educational level, and income affect the
decision to choose restaurant and bakery services in Prachinburi province. The research also found

that the marketing mix factors that have an impact on the decision to choose restaurant services for



people in Prachinburi province found that the marketing mix on product, price, distribution channel,
marketing promotion, personnel or employees, physical presentation and presentation, and process
have an impact on the decision of choosing restaurant services for people in Prachinburi province,
especially consumers who believe that the product is free of relationship at R = 0.911, with a
decision coefficient of 83.1% (R? = 0.831), can predict the decision of choosing restaurant and
bakery services by 82.8% (Adj R* = 0.828), and can also create a predictive equation for the
decision of choosing restaurant services for people in Prachinburi province as follows. Y gegision to
choose a restaurant = ~0-6119 + 0.1283X1 - 0.1450X2 + 0.3898X3 - 0.0142X4 - 9.81e-4X5 + 0.0189X6 +

0.7479X7.
Keywords: Consumer Behavior, Marketing Mix, Buying Decisions
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