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Marketing Mix Factors Influencing Decision to purchase at Foodland

Supermarket 24 hours service.
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Abstract

This research aimed 1 ) to study the demographic factors affecting decision to
purchase at Foodland supermarket 24 hours service. 2) to study the marketing mix factors
affecting decision to purchase at Foodland supermarket 24 hours service. The samples in
the study were 420 peoples used quantitative research. Data were collected by using
questionnaires and analyzed using frequency, percentage, mean, standard deviation, and

linear regression analysis.

The results showed that 1) Among demographic factors status, age, monthly
income, occupation and education level significantly affected decision to purchase at
Foodland supermarket 24 hours service at the statistical significant level of .05. 2) Among
marketing mix factors, product, price, promotion, supermarket layout and service level
significantly affected decision to purchase at Foodland supermarket 24 hours service at the
statistical significant level of .05. with supermarket layout design factor having the strongest

influence.
Keywords : Store Retailing, Marketing Mix , Foodland , Supermarket
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