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Abstract

The objectives of this research are 1) to study demographic factors that affecting decision
to use mobile phones for Riders in Bangkok and 2) to study marketing mix factors that affecting
decision to use mobile phones for Riders in Bangkok. It is quantitative research using concepts and
theories regarding demographic factors, Marketing mix factors and purchasing decision factors that
the conceptual framework for research. The population is riders within Bangkok and collected data
from a sample of 400 people, using questionnaires as a research tool. The data analyzed include
descriptive statistics such as frequency, percentage, mean, and standard deviation and inferential
statistics such as Independent Sample (T-Test), One-Way Analysis of Variance (ANOVA): F-test
and Multiple Regression Analysis (MRA).

The research results found that age factor Educational level, average income, and length of
employment as a Rider driver that affecting decision to use mobile phones for Riders in Bangkok,
Statistically significant at the 0.05 level and product factors, marketing promotion and the physical
environment that affecting decision to use mobile phones for Riders in Bangkok, Statistically
significant at the 0.05 level. From the findings of this research. It can be used as a guideline for
marketing strategies of mobile phone business operators and can be used to improve products of

manufacturing companies that truly respond to the needs of riders. In the future.

Keywords: Rider, Marketing Mix, Decision to Use
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