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ABSTRACT

The objectives of this research were 1)to examine the marketing mix factors (4Ps)
influencing the purchasing decisions of bakery products among consumers in Prawet
District, Bangkok; and 2)to compare the levels of opinions regarding marketing mix factors
affecting purchasing decisions, classified by personal factors.

The sample consisted of 400 consumers in Prawet District, Bangkok, selected using
convenience sampling. Data were collected through a questionnaire and analyzed using
frequency, percentage, mean, standard deviation, independent samples t-test, and one-way
analysis of variance (One-way ANOVA).

The results revealed that the largest proportion of respondents were female 47.0%,
aged between 18 and 30 years 55.0%, employed in private companies 48.5%, had a
monthly income of more than 25,000 Baht 32.5%, and held a bachelor’'s degree 87.0%.
Overall, consumers rated the marketing mix factors at a high level. Among the four
dimensions, product had the highest mean score and was rated at the highest level,
followed by price, place, and promotion, respectively. Hypothesis testing indicated that
differences in occupation and education level resulted in significantly different opinions
toward factors influencing purchasing decisions at the 0.05 level, whereas gender, age, and
monthly income did not lead to significant differences.

Keywords: Bakery Products, Marketing Mix, Purchasing Decision, Prawet District
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