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Abstract

This research aims to examine the personal factors and marketing mix elements influencing the
decision to use services at "Molam Tumzap" Restaurant in Sai Mai District, Bangkok. The study specifically
analyzes the influence of product, price, place, and promotion factors, along with demographic variables
including gender, age, education, marital status, income, and occupation. The sample consisted of 150
customers selected through purposive sampling. Data were collected using a structured questionnaire and
analyzed using mean, standard deviation, t-test, and ANOVA.

The findings revealed that all four dimensions of the marketing mix product, price, place, and
promotion significantly influenced consumer decision-making behavior. Among these, product and place were
perceived as the most influential factors. Furthermore, differences in decision-making were found across
various demographic groups, especially in terms of age, income, and education level. This study emphasizes
that in today’s competitive food service industry, restaurant operators can no longer rely solely on the
quality of food. Instead, they must strategically manage the marketing mix to create satisfaction, build
customer loyalty, and enhance repeat patronage. The findings provide valuable insights that can guide
restaurant businesses in designing targeted marketing strategies aligned with consumer demographics,

ultimately improving customer experience and long-term sustainability.
Keywords: Marketing Mix, Consumer Behavior, Restaurant
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