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Marketing Mix Factors Affecting the Customer Decision-Making Process for
Purchasing Electrical Equipment in Sai Noi District, Nonthaburi Province
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Abstract
This study aimed to investigate the personal characteristics and marketing mix factors
influencing the customer decision-making process for purchasing electrical equipment in Sai

Noi District, Nonthaburi Province. The sample consisted of 400 consumers who had purchased
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products from electrical equipment stores in the area. Data were collected using
questionnaires and analyzed using frequency, percentage, mean, standard deviation,
Independent Samples t-test, One-Way ANOVA, and Correlation Analysis. The findings revealed
that different personal characteristics, specifically marital status and average monthly income,
resulted in significantly different decision-making processes at a 0.05 significance level.
Regarding the marketing mix (7Ps), product factors—particularly product quality and brand
reliability—were significantly correlated with the decision-making process at the 0.05 level.
Furthermore, price competitiveness and distribution channels, specifically convenient
location, significantly influenced consumer purchasing decisions at the 0.05 level. The results
suggest that entrepreneurs should focus on product quality selection and competitive pricing

strategies to effectively attract and retain local customers.
Keywords: Marketing Mix, Purchasing Decision Process, Electric Appliances
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