T2 NITAaIANANaRaNIIAA W Lot an l7USN1Y
Tason13saliwaada99

Marketing Factors Influencing the Decision to Use the MRT Purple Line Project
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Abstract

This research aimed to examine the influence of demographic factors and marketing mix
(7Ps) on the decision-making process in choosing the Purple Line electric train service in Bangkok
and its metropolitan area.

This study employed a quantitative research methodology, utilizing an online questionnaire
as the primary data collection tool. The sample consisted of 400 respondents. Data were analyzed
using descriptive statistics, including mean and standard deviation, as well as multiple regression
analysis. The study was conducted based on the theoretical framework concerning demographic
factors and the marketing mix (7Ps).

The findings revealed that the majority of respondents were female, aged between 18-25
years, held a bachelor's degree, were students, had an average monthly income of more than
40,000 Baht, were single, and used the service either daily or 3-5 days per week. Among the
demographic variables, only occupation was found to have a statistically significant effect on the
decision to use the Purple Line service at the 0.05 level. Other factors such as gender, age,
education level, and average monthly income showed no significant influence on service usage
decisions.

With respect to the marketing mix (7Ps), the factors of people, place, promotion, and
process had a statistically significant influence on the decision to use the service at the 0.05 level.
In contrast, product, price, and physical evidence were not found to significantly affect the decision-

making process of consumers.



The results of this study can be utilized in formulating marketing strategies, improving
service quality, and planning promotional campaigns to better meet the needs of consumers in
Bangkok and its surrounding areas. Furthermore, the findings offer a practical guideline for
enhancing the quality of public transportation systems in alignment with the behaviors and

expectations of target groups over the long term.

Keywords: Demographic Factors; Marketing Mix (7Ps); Decision-Making Process; Purple Line
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