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Marketing Mix Management Affecting the Dicision to Buying food at PTT gas

stations of Consumer in the Bangkok Metropolitan Area, Thailand With the Objective

(1) to study the demographic factors that affect the decision to buying food at PTT gas

stations of Consumer in the Bangkok Metropolitan Area, Thailand (2) to study the

service marketing mix factor that has impact on the decision to buying food at PTT gas

stations of Consumer in the Bangkok Metropolitan Area, Thailand Conducting

population research is the teachers in department of education. And there were 400
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samples. The data are analyzed by using frequency, percentage, mean, and standard

deviation, t-test, F-test and multiple regression

The results of this research indicated that this study was based on exploring the

conceptual framework, related theories, and research. The methodology was conducted

by synthesizing and gathering information for further application and revision. The

results indicated that in terms of personal factors, most of the respondents were female

(n = 202, 50.50%), between 20 - 29 years (n = 132,33.00%), graduated with a bachelor's

degree (n = 189, 47.00%), career students (n = 100, 25.00%) and Less than or equal to

15,000 baht of Average monthly income (n = 142, 35.50%)

Moreover, the findings showed that the respondent' opinion towards the overall

Marketing Mix Management Affecting the Dicision to Buying food at PTT gas stations

of Consumer in the Bangkok Metropolitan Area, Thailand which consist of (1) Product

(X = 4.37) (2) Price (X = 4.30) (3) Place (X = 4.23) (4) Promotion (X = 4.38) (5)

People (X = 4.44) (6) Process (X = 4.40) (7) Physical Evidence (X = 4.35) was at

maximum level.

The results of study the different between personal factors and marketing mix

management indicated that personal factors, including age, education level, Career and

Average monthly income were related with marketing mix management of Consumer in

the Bangkok Metropolitan Area, Thailand . Individual aspects were considered Product,

Price, Place, and Promotion were related with a statistical significance level of 0.05
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