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The influence of the marketing mix on consumers’ decision-making

to purchase in Tesco Lotus Phra Nakhon Si Ayutthaya
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Abstract
The purposes of this study were to 1) study the decision making of consumers to purchase products in
Tesco Lotus Phra Nakhon Si Ayutthaya, and 2) study the influence of the marketing mix on consumers’ decision-making

to purchase in Tesco Lotus Phra Nakhon Si Ayutthaya. The research instruments were online questionnaire and collection of
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400 customers from a sample group of customers who had purchased products in Tesco Lotus Phra Nakhon Si Ayutthaya,

using convenience sampling method. The statistics used for analyzing the data were percentage, mean, standard

deviation, and multiple regression analysis

The research found that 1) the decision-making level of consumers to purchase products in Tesco Lotus

Phra Nakhon Si Ayutthaya, in overall was at the highest level, and 2) the influence of the marketing mix on consumers’

decision-making consisted of product, promotion, process, and physical evidence factors that affected consumers'

decision to purchase the products in Tesco Lotus Phra Nakhon Si Ayutthaya with predictive power of 23 percent. The

equation can be written as follow: Y'=1.39+0.16 (product)+0.14 (promotion)+0.12 (process)+0.11 (physical evidence).

The results of this research should be used by executives or related persons to formulate marketing mix strategies that

meet the needs of consumers in accordance with the market direction and appropriate for the economic situation from

the COVID-19 outbreak situation.
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Marketing Mix (7 P’s)

- product Consumers’

- price decision-making to

- place > purchase the

- promotion product in Tesco

- people Lotus Phra Nakhon

- physical evidence Si Ayutthaya

- process

Figure 1 Conceptual framework.
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Table 1 The mean and standard deviation of a marketing mix factor influences consumers' decision

to purchase a product.

marketing mix X S.D. results order
1. product 445 0.50 highest 1
2. price 4.38 0.53 highest 2
3. place 4.31 0.54 highest 6
4. promotion 4.32 0.52 highest 5
5. people 4.25 0.52 highest 7
6. process 432 0.45 highest 4
7. physical evidence 4.38 0.52 highest 3
total 4.34 0.36 highest
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Table 2 The mean and standard deviation of a consumers’ decision-making to purchase a product.

decision-making to purchase the products in Tesco Lotus

x S.D. results  order

Phra Nakhon Si Ayutthaya

1. you buy because the product has a fair price 4.52 0.62 highest 1
2. you buy because the product is necessary 418 0.71 high 5
3. you recommend someone else to buy products from Tesco Lotus 4.28 0.74 highest 2
4. you buy products from Tesco Lotus whenever you want 4.21 0.74  highest 4
5. the satisfaction you get from the product compared with your expectations 4.28 0.72 highest 2

total 4.29 0.47 highest
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Table 3 The result of multiple regression analysis of marketing mix affecting consumers’ decision-

making to purchase products in Tesco Lotus Phra Nakhon Si Ayutthaya.

marketing mix b B S.E. t P

constant (a) 1.39 0.26 5.28 0.00"
product 0.16 017 0.05 313 0.00
promotion 0.14 0.15 0.05 2.79 0.01
process 0.12 0.11 0.05 2.23 0.03
physical evidence 0.1 0.12 0.05 2.13 0.03

R=0.50

adjusted R?=0.23

S.E.est=0.42

'0<0.05, 'p<0.01.
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