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Abstract

Title in Independent Study Marketing Mix Factors Influencing Consumers' Purchasing

Decisions of Mangoes in Chachoengsao Province

Researcher Kittipon Siraprapapronsakun
Deree Master of Business Administration
Department Marketing

Academic year 2025

Advisor Dr.Narong Thomcharoen

This research aimed to study the marketing mix factors influencing consumer
purchasing decisions regarding mangoes in Chachoengsao Province. The study focused on
both demographic factors (age, gender, education level, occupation, and average monthly
income) and the 7Ps of the marketing mix: product, price, place, promotion, people, process,
and physical evidence.

The sample consisted of 406 consumers who had purchased or consumed mangoes in
Chachoengsao Province. Data were collected using an online questionnaire and analyzed
through both descriptive and inferential statistics, including mean, standard deviation, one-way
ANOVA, and multiple linear regression.

The findings revealed that education level, occupation, and average monthly income

significantly influenced purchasing decisions at the 0.05 significance level. In terms of marketing



mix, product, price, promotion, and process were found to have a significant impact on the
decision to purchase mangoes.

This study suggests that mango producers and marketers should focus on strategies
that emphasize product quality, appropriate pricing, targeted promotion, and effective
distribution and service processes. These strategies are crucial for enhancing competitive
advantage and promoting sustainable development in the mango industry in Chachoengsao

Province.

Keywords: Mango, Chachoengsao Province, Purchasing Decision
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