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ABSTRACT

The study was aimed to investigate the marketing factors that are correlated
with the decision to buy rice for delivery in Nonthaburi province. The questionnaire
was used to collect data. The samples used in this study is consumers who buy
packaged rice in Nonthaburi, aged 20 years, since the early starts and can buy rice
self-400 resulting from the research. Found Most consumers are female. Aged
between 30-39 years education undergraduate career civil servants/ state enterprise
employees. Married the average income per month 20001-30000 baht buying
behavior of consumers are behaving like rice brand MBK. Reasons to choose a brand
that focuses on quality. The second will focus on the consumer price of rice to eat a
lot of rice, followed by a dose of 5 kg of rice intended for consumption is a major
decision for yourself. The majority of first time buyers/ month by buying discounted
department store such as Tesco Lotus, Big C, the average price of 31-40 baht/ kg,
according to car buying hawking rice is not yet known. Therefore, more needs to
deliver rice to the reason that most need comfort. And facilitate the delivery of rice
on Sunday as part of the period 8:00 to 10:00 pm. Choose Line services as minor as
direct contact with me. As well as services like free shipping and receive a
notification SMS notification was delivered.

The market factors that are associated with the decision to send in a rice
field. Nonthaburi The research found that the marketing services business into five
parts. Includes product, price, promotion and marketing. Personnel service the
service delivery the overall level. And the relationship between marketing factors
on the buying behavior of the rice delivery in Nonthaburi found. Product factors,
the price factor, factor market promotion. The personnel carriers, service delivery

process factors. Is associated with the buying behavior of the rice delivery in



Nonthaburi province. Statistically significant at the 0.05 level, which is consistent with

the hypothesis.

Keywords: Consumer Behavior, Marketing Mix, Service Delivery
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WUIAA NS waTUITENNITDS

NSANYITY ﬁfaq{]ﬁsmwﬂ'1'3mmmﬁﬁmmé’mﬂ’uéﬁquamimmiéfm%uhe??a
Tnasussgauuudsisiluundmiauuny3 Tagldfnufuaiunin gul wazsmiden
Aendewnugsutdeselud

2.1 wRnuazvguiiieafunginssuvesiuilan

2.2 WnfAndiulsEaunienisnane

2.3 LLmﬁmmeqwﬁLﬁ'mﬁ’umimmm%mi

2.4 Fogauenivihmsmetnasuuudedd

2.5 lonansnddefiiedos

2.6 NTBULWIAALUNITITY

2.7 AUURFIUNNTIVY

2.1 uuiAauaznguwaAnssuguilaa (Consumer Behavior)

wgRnssuvesiuslan (Customer Behavior) Wunsnszilngyaradeyinnisuans
ganvisan1Insevilagliisin ieenlagsssuyAvTeIUARaaINNTEIBVENANIINTTHAIA L
nauyAnaviensaiou Suaansieriedesnisiuddeuinannginssuntsindule wagnis
nsgvesfuilnafiadoatunisde daudunisuinmadiomsuilaadius duanandeled
FosslivinsaudiiienevaussnudoinisnasasuriliiAnaruiswelaludiga nnsdnw
ngAnssufuilnadunsfinwmginsmilunisinduladentoduduazuinisng 4 dWelilésy
aumelagigmannaudszinaiiiegenadnin (Juf snune, 2550) wensnserin n1suans
ponvesyAnATLAnIINAINTEAUNElY 1u AuaR AuAa wazddon UENINENTUANS
DONAN 9 the snaunniadeneven wu Saussy wazdenn (Hun ASesa, 2551) wion1s
uansfsgmsTieatesiunisto snanmafumdeyatesaud nislénisussduse
Wuiderfunsiinsiguilaaumamanudesnsiteilsnauaemisesiuslan

Fuilaa (Consumer) maneds yaralayananiaifamnuiitesiuianssuluns
aseuRsaInsliAuAuazuInslnelingUszasdiiionslishonuenieldmeluniafou
(@nsums wauela, 2550, i 19)
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asa3eu fuilnandudindniideduduaruinislufionguszasduuuiisnGeninain
Auslan Im&ﬁuﬁmﬂ"ﬂaﬂﬁuﬁmmLmﬂ@hqﬁ’uiué’wmzé’wuﬂwmmmam% wu Tuidesves
e 01 38l sEAuMsAnYIMau s sadey uazUsemdiniduenden Wudu
woRnssun1siu msld nsde uazmsaniinAnvesiuslnafifiderdnfasidiudinny
wansaffueenly lkinsdeduduitedunuslan wazusnisvans 9 sULUUIANUUANGNG
fusy wenandnearUszrnsdinainds Saditadedu q Sndivilvtinisuslaruandieiu
dneney (nuanw findunas, 2555)

MIBATIINGANTSUFUTLNA (Analyzing Consumer Behavior) lUun1sAumse
WeiRertunginssunistouaznislivinmsvesiuslamiuuuiduyeranguviouuuosdng
Lﬁ@lﬁ%’uiﬁﬁﬂwmzmmﬁmmiLLazwqamimmie??a nsld N19LEINUINITWLNANYSD
Uszaumsalgyilvguilaafielafumaeuiildazielithnsnainaunsafmunnagns
n13Ma1n (Marketing Strategy) Lﬁaﬁ%am'1imauaummmﬁmai%m;ﬁuﬁmiﬁaEJ’N
mnzaulnemaniildifefumdnvarnginssuguilanie 6Ws uay 1H daszneude
Who?, What?, Why?, Who?, When?, Where? wag How? wiefumdimneu 7 Useniswie
70s %ﬁﬂizﬂauﬁw Occupants, Objects, Objectives, Organizations, Occasions, Outlets
WAz Operations famsnauaninslimany 7 Aawfiemdineu 7 Ussnisiientu
ngAnssufuilnasasfimstmuanagnimanansliaenadostusneuiesaifungings

v

AustaakasULanInsUsEenaly 70s veendudmneuagimauineasiungAinssy

Y

Y A

HuUslnalagausald 7 aam (6Ws 1H) Tneengwes Usweyn Juzsed (2554)

Y
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MTNT 2.1: WAMIAIAIN 7 A10TU (6Ws Lag 1Hs) LilenAmeu 7 Usenisiiediunginssy

AU3LAA (70s)

A0 (6Ws tag 1H)

ANMBUTNABINITNTIU (705)

1. laseglunanadmineg

(Who is in the target market?)

anwaungutving (Occupants) M99y
(1) Usgwnsenans (2) piiFans

(3) IINLNIDIANATILN  (4) NOANTINANARNT

2. quslnadoayls

(What does the consumer buy?)

T
a ayv af

aanEuslnAfoIN13¥e (Objects) AwiUsInARBINITAMN

e

a [y & @A wa

HAndaeiNFefBINsAMaLTRvToRIAUTENOUYDS

(9 3

NaRAn9 (Product-component) LaZAIULANAIGT]

wilendnaudadu (Competitive Differentiation)

3. iluguslnedsde

(Why does he consumer buy?)

1Y)

nUszasslumste (Objectives) fuslnadoAuduay
U3NsLilemauaueIn IufeIN1STa U 1IN IERaT AU
Inendsesdinuiiteiiidvinadengfinssumsdedie
(1) Yaduneglunsetadeniedninen

(2) Uadenedinuiay nus sy

(3) Uadeianizupma

4. Tastidwsulunisdndulade

(Who participates in the buying?)

UNUIMNTBINGLSN 9 (Organizations) 18vizwalunis

¥
@ =]

Andulazeuszneume (1) {5150 (2) dilgviwa
(3) gindula

(4) i@

5. Juslanagoiilels

(When does in the consumer buy?)

(5) gl
lonalunisie (Outlets) lWudrinoulavesUniayis
ganalaveslyisiulaveadouiiianlavesiulenia

NLAYUIONANIAIUEIAYAN

6. quslnagoiln

(Who does in the consumer buy?)

Foennviseunas (Outlets) Nuslaaluvihnisdeidy
aassnduiglesunsiiniuievestiuisaynyin

8%

7. quslaadoneals

(How does the consumer buy?)

Tumaulun1sdndulade (Operation) Usznaumie
(1) mssuilam (2) MmsAumMYaya
(3) Mm3Usziliunanisden (4) dndulade

(5) ANUIANMEVAINITTR

I #3550 13T, USey anEnuw, Ans LEssn wazete1d Ungnlly. (2546). N15U575

N75987MeAlYY. NTUNN: W Fnw.
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ANUMINEYDIUTLNA

vdd

fuslam (Consumer) e flilenudasnistio (Needs) uagildnunato (Purchasing

Y

e

Power) auiiliiinngAnssun1s@e (Purchasing Behavior) uagnwg@nssunisly (Using

[
[

Behavior) 4%l

1) ffuslaadugifausiomnis (Needs) msflazdiedilanduguslnayanatiu 4 fes
frnudosniswansusivieusnsegrslnedmils viieflanudesnisassesandoniu e
ANMUADINITBYNLAGUAT K3UINITADIALNTAVINIANAANUAINELY LazaIu1SOnaUALDY
ANUADINTTIALTY N15PENMIUTT watudgydnaisuun Areseenlumie vieninilusns
| = Y I3 QIJ v 1
d909U1u Naglnsdasliunds

U Yaa o U

2) fuslaadudiiienunado (Purchasing Power) fuslandiuAifissaudosnisosng

Y
[

Fenlilldusadesiisunatemelneusmisinneiluimiuweiuslname

3) mawismgAngsunisde (Purchasing Behavior) fuslnazmiiodniansitly vie
mFednamdlolvsile

4) wg@nssun1sld (Using Behavior) uslaafingfnssunisldiluegndls wu luus
azouiintetianin wiazadigeiilansu wietelwles udu

sasend Bunuwdy (2552) na1vi nadnssuEusLaa (Consumer Behavior Role)
Juunumesrmisihlugmadnaulate wasihumumiuuszndlilunisimunnagns
nsmann Taslawznagnsnislavanuaziandswan (Presenter) Tunumlaeyilul
5 unum Ao §315 (iBvisva mmmau%s’?‘?a ”ez?a wagly

1) mmw}umauaﬂ

sUsUUwORnsILETeNgAnssuveieisuduainnsiandi (Stimulus) insesu
(stimulate) ArmdnliAnanuiandsanudesnisauilugnisiumdeyaisdsiiazanunse
povauaInIdeINsiiievinsdndulate awdemginssunmstesuduntsmevaues
(Response) 114‘17‘1'6391

Audn (Stimulus) vaneds Asfidannssduddenamenmwiensdalasuneliin
anudean1sdeutsonnidy

A5 mMennsmatn (Marketing Stimulus) 3edudasiiiedestuanussaunis
N139819 (Marketing Mix) %138 4P’s ﬁﬁnmimamﬁmﬂ’wmeﬁumLﬁaﬁmﬂ%mzﬁummiﬁﬂ
oA foiAnnsnsznthismudesnstedasznouse

A 1eunaninuet (Product) 19U nseenuuUKARSusTlansmwsng funsumBuls

WaUasaIn 1w 91a1sussygelivun 5 Alansu fgsaesilednluvilimldazan wie
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Frensussggevn 1 Alansu duslnalitiosdonds fndnsasiuuuiuienivazmnliluads
soly

dusdusen (Price) wu Sl muasiaaudlimne fundnfusilaefionsangnd
Wwnedunan iszgndndinlngllidesnissiaunsusnmuning

Aadreutosmenisdnsiuite (Distribution or Place) fin1sdnsminendn ol
fuilaalfegwhiadiesunemuazmnliuaiuslay Wngansusnsmauma sy

duiunsdaaiunisnanagunisUsssdiug mslavanfagaauadans
azauuau N13InAILaAvsavaLaN Uy

2) naees (Buyer’s Black Box) {usguumuanuidnainuseanisuasnszuiunis
snaulafiAntunnaruAanardslavesidendostiUisuadiouidniedugliaunn
ns1wlsingnindiosnisesls mowmemaladsomenswAnwuieafutladosins 4 Aldnsuna
m'awqaﬂiiuﬂ’ﬁéfm%uiaé??ammﬁ%amaamuﬁﬂmﬁa%umaumaaﬁﬁ]ﬂsmmﬁzmuﬂﬁﬁmaﬂwﬁy@
VoIUILNABNAIY

3) M3meUALDs (Respond) e naAnssuTiTinnsuanIBonIvyARANAIAINT
fadadmiannseduisuiitneimsinauladeresiuilaausenoude

3.1) nsidenuAndas (Product Choice) L1ty n1sidendeunuilnaiite

duvinshedn

3.2) M3idennI1EUAT (Brand Choice) WU HUSLAALTBNGBTIATUTIIN

3.3) msidendjane (Dealer Choice) Lty fuslaadentofisunusming
PN INAUIUNT DA UA A TTNEUA

3.4) m3idenvaniunsie (Purchase Timing) 1 ﬁu%lm%??a%namﬁa
Snesmuaiededudladudmiaiothluduesiyladlarunildugiemumenia
iy 9

3.5) MsidenyIunaniste (Purchase Among) LW HUSLNAIEIGONINALTe

FHUNA AN TUTS 91U IUNTY
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A 2.1: UangULUUNGRANTIUETRBE 1948

qa197 AagIe R CHEGE

(Stimulus) (Black Box) (Respond)

M: A39550u L3Sl (2538). WginTsuguslnm: aUuiug Iy, NTIMNG: WaunAnw.

MnuRsteuaUldh suunginssuvesBodusuiuannsiindadwinsedu
Frondulimdumenenududmenseaindadisu o dasmelulduiannisinely
3ola vidonnnsdeuiiidoaiedadidneuenuazneluiviansedunaineliinay
dosmssutanluemwidniinAnveside (Buyer’s Black Box) wisuiaiioundestiliidn
viefinefionnazeansuldheuiEninfevesdeifuatils deanserls Memmnaledis
maﬁiamimauauawmﬁu‘ﬁm%aLwiazﬂuﬂn%meaaﬂmLmﬂ&mﬁ’umﬂLLmﬁmﬁ'ﬂdnmﬁ
annsothaszandlflunsinwmndeyaifesiuvestelilnevilmanusuuuunginssues
Heillnesneddnunzadoadafuuiituiduiunnmsiulufunsmovaussiaiiuey
Q’ﬁiﬂﬂﬁ%a;:Ie?}jaLLﬁiazﬂuﬁéfméaL%Hm“]uasmli

9) tumeunisindulavesiio

nssnaula (Decision Making) Wunszuiunndeniiasnsyviddedmilsan
madonsine q Megdeuilnatnazdndulalumadensine 4 vesdufuazuinisiiniey
WendunmiTeuinisnudeya viamuanunsainsiraulaiadunssuiunsiiddoyuas
agneludnlavesiuilaa (@nsems wauela, 2550, wih 46)

nszuLnsFRaUlaTe

Y a

nszurunsanaulavesiuilaa (Decision Process) fauiiinguilamaziinisdnduls

Y

(% ]
IS = ¥ = o =

viodanusesnsiunnsieiu uguslandsisuuuunsdaduladerindrondsiuegtineds
nszvrunsdpdulateutseanidu 5 dunoudsil
1) nsnszntinfelyn1vioauAeIn1g (Problem or Need Recognition)
idusurestigiintudleyaaaty 4 fAnfsenuuandsserinanmiidugeued
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2.2) wndsgsnia (Commercial Search) Wuuvastmansiils a gaanedudn
maamuu‘%ﬁw%%’mﬁwﬁLﬂuﬁmﬁm vieRuUI M evTeIN NN

2.3) unaar 129l (Public Search) iluuvasimansdildandesing 4
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3) N13UsELUNIaLaen (Evaluation of Alternative) Lﬁ@ﬁﬂ%lﬂﬁiﬁ%@gﬁ%ﬂﬂ%umauﬁ
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2) wgRAnssunsuAlguuudiia (Limited Problem Solving: LPS) ludnwazves
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Isudszaumsailunmsuilandsenaagliuanumelavielinelafinudmelaguilaalesu
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A 2.2: uanstuneulunssuiunsindulateund (Stage of the Buying Decision Process)

msiug SEUNI nsilszLiin | mssiadula | wodfingsy

L 4

Y

L
3

dayw T23A maidan iip nasanda

Fia; Kotler, P. (2003). Marketing management. New Jersey: Prentice-Hall.
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A 2.3; UAAIUNUIMLaTANUTYRIUAAAlUNTARAUla TR

Initiator

User

Buying

Decision

PR

Buyer Decider

Fi: Kotler, P. (1994). Marketing management: Analysis, planning, implementation,

control (8" ed.). New Jersey: Prentice Hall.
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] =~ = A k%

1313 3J (Initiator) L‘U‘LlUﬂﬁaVlL%ju mLaiJUHmﬂ’]'i“UEJGU']’Jﬂ'ﬁ

yaa = a a

ﬁ%mwa (Influence) JugAdlanuaediu Faidnsnase

U

NsAnaUlaTed1aT
2.3.3) {sindulade (Decider) 1Uugiignuna wagninilunissndula
Fotnansinartensevelatedilvy

2.3.0) i{%a (Buyen) Jug@ivimiiilunistednians

[

2.3.5) §ldf (User) ludiivimifivsland

[ =

3) Uadedruunna (Personal Factor) nsanduladededisvsnaludnuaediuynng

AR € P91l
3.1) 918 (Age) D1gfiflAuLANANAURziAURBIN TR U UNqU BTy

suivinanaudousuusznudnnddnvue $1ud wieunsereumuLuULN uid Ty
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3.2) 29958IMATaUAT (Family Life Cycle Stage) 1udnuilatunaulunis
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M597 2.2 WAnaNwrFULUUNSANSITIn (Lifestyle 30 AlOs) Lavanunizsuy

Uszrnsaans (Demographics)

fanssa ansanka AMNAALAR dszrnsddas
(Activities) (Interest) (Opinions) (Demographics)
- M (Work) - A3aUnAsY (Family) - flastas - 274 (Age)
- F1UaELSN (Hobbies) | - 17U (Home) (Themselves) - MSANH (Education)
- fanssudn - 371 (Job) - mdaau - 518116 (Income)
(Social event) - M9 ﬁﬂﬂiiﬂﬁﬂ'ﬁ% (Social Issues) - 27w {Occupation)
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(Community) r - auEE - HARATN (Product) | - IWIATBITINT@ (City
_medanda (Achievement) - BWIRA (Future) size)
(Shopping) - TRUET5Y (Culture) _ Tunanasiinas
- fiw (Sport) HTBUATT (Stage in
family life cycle)

1 A5 AiveUa. (2542). wgdnTsuguslog. NTUMNT: JaLTesaNdw.

8) Jaduduaninen (Psychological Factor) wiatadumelunisidontetnaisves
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Usvanvidudta 1y fedmansnudluvasiivaudafindulearmeuniuvesiiaisennun
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4.3) m3i3eus (Learning) Insidsuudasmainssuiiinanain
UsvaunsainsGeudvssyaraiiintudoyanaldsudnssdunasiinnisnouausaseds
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4.5) Wieiupd (Attitudes) iWuanuitanelavselufisnalannuddnduensual
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Al 2.4: wanasUngAnIIURTe (§UTlnm) [Model of Buyer (Consumer) Behavior] Uay

Y

D¢

a 1 v

Uadenianinasienginssunisdevessuilnm (Factors Influencing Consumer’s

Buying Behavior)

= w vt
SenszauMILUan Buyer's black box MSABURUSITDINTS
Stimulus =8 (Response = R)
éms:m:wmqmma'm éms:@i‘méu nzia::l:‘hr'-’sa mMsiRanuiaamm
(Marketing Stimulus) (Other Stimulus) m"*';*'“”;*"ﬁ"‘ nstianas
HARADME  lATesTe Va7 msidandung
1 wnalulad (Buyer's vianlunisda
msienwde  msdas Characteristic) Paumnsia
MIFNATUMTAAG  TAWETTY
A
o wad’ -