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Abstract

This research study aims to study the Deciding when choosing public transport And
to study the relationship between the factors of marketing mix and the decision-making in
choosing to use public transport of transport companies. This research was a quantitative
study. Using the data collection method By questionnaires from service users Or passengers
who use public transport services of a transportation company limited number of 400
people in the storage place is the Bangkok Bus Terminal. (Chatuchak) using random sampling
method The statistics used for the analysis were percentage, mean, sample. Standard
deviation Pearson's correlation coefficient analysis and multiple regression analysis. The
study found that the factors affecting the decision to use the service are Marketing Mixes
factors. The Marketing Mixes factors that affect the decision to choose the most services are
the price, followed by the product and service, location and distribution channel. And

marketing promotion, respectively, with statistical significance at .05
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