AuFuNUSSETINagnsn1InaIau3ns 7Ps funisdindulatodudn
Tududuanuuusaiulugueuuiensae
The Relationship Between the 7Ps Service Marketing Strategies and
Purchasing Decisions at Traditional Retail Stores in Bang Kruai

Community

YaTnd inAs
Chuleerat Kerdsri *

UINYITINTUNNTUYS

E-mail: 6631602003@bkkthon.ac.th’
Received: 2025-8-25; Revised: 2025-10-31; Accepted: 2025-10-31

unAnga

une i iagUszasd 1) diofinuisefunagysnisnaintnig 7Ps vesiudUAnuuusaiy
Tugusuunange 2) dWefinwsedumsdndulatedudivesiuilnn uay 3) WeAnwiuTeudiounis
snAulateduivesusloasuunmudnuasmasssinsmans uay 4) WeRnwaruduiusseing
nagvdmsmaauims 7Ps Aumsiadulatodudluududnuuudiafnlugumuinss sukuuns
FadunsiTeeuiuna Ifunfanguldiuussaunianisnainuinis 7Ps 14 Kotler uay Keller
(2016) uazwnAnisrtumsiadulad svesfuslnadunseumside Auiiidefe suaounane
Jriauunys nausiegeme guslaalulnginauinsiy Jwmiauunys 1w 400 au T935ARLEeN
LU AsUazduT g 1uUUR AT edesdleldlunsideReuvuasuniy Tinsziteyalaeld
adABanssaun ldun Aranud Arfesay Aeds daudsauuinnsgiu uavadAdseyuu dun ns
NAFUT NMTIATILIANULUTUTIUMAUAYY WasnTiasisviavduiusveiesdy

HANSIILNUI

1. guslaalinnudfgyiunagninsnaiauinig 7pPs lngsauegluseauinn lnelvianudfgy
AU Y9M1IN15IATMUNEEIER T99R9AR NTEUIUNTIAUTNNT Uag 51A1 AU dnuaiznanignn
ALAWY

2. sgfunsfnauladodudvasiuslnalaesiueylusedumn Taedadeddey Tdun A
Fudulunisldaudludinusedtu mnudnidedudnuin warnsdnadondeoaniufuuid
AUz ngy

3. MasuifsumsinauladedudmudnuusmneUssannsmans wut inelifuasonts
dndulatioataidoddomnaada wi eng Snouandnstuedaiitddgmeadd Tasaniendueng
31-40 U fifinadndnladegeninguorging 20 T

4. nagnsnsmaInuints 7Ps farmduiusiBaunantunisindulatedudesiuilnaog el
Weddyneaialuseauliunaadeudegs (r = 0.625, p < 0.001)

psfmmdiildanawideiae nagnsnismarauinis 7ps danuduiusludauandunis
dnauladodudmasiuslnalus i Uinuuudaiy Tsewgluguruinse fadulsslovide

AuszneunsTualunsilluiuuswasinuikunseaadialiingenuetar SnwgiuanaAnaull

1ot



MIFNIIMIIMIVIAIIMINAU TN 15 ATUN 3-4 (NINGIAY — TUINAY 2568) (Y

ANEIARY: NAYNSNI1TNAIAUTNNT 7Ps, N13AAAULITAUAT, SIUANUANLUUA LAY, N153T8N19
NIRATA, WEFNTTURUTLAA

Abstract

This research aims to 1) study the level of 7Ps service marketing strategies of traditional
retail stores in Bang Kruai community, 2) study the level of consumers' purchasing decisions,
3) compare consumers' purchasing decisions classified by demographic characteristics, and 4)
study the relationship between 7Ps service marketing strategies and purchasing decisions at
traditional retail stores in Bang Kruai community. This is a quantitative research, using the 7Ps
service marketing mix theory by Kotler and Keller (2016) and concepts related to consumer
purchasing decisions as the research framework. The research area is Bang Kruai District,
Nonthaburi Province. The sample group consists of 400 consumers in Bang Kruai District,
Nonthaburi Province, selected by purposive and convenience sampling methods. The research
instrument used was a questionnaire. Data were analyzed using descriptive statistics, including
frequency, percentage, mean, and standard deviation, and inferential statistics, including t-
test, one-way analysis of variance, and Pearson's correlation analysis. The research findings
indicate that;

1. Consumers highly value the 7Ps service marketing strategies overall, giving the
highest importance to Distribution Channel, followed by Service Process, and Price and
Physical Evidence, respectively.

2. The level of consumers' purchasing decisions overall is high, with key factors being
the necessity of products in daily life, loyalty to the original store, and the tendency to
continue buying from the original store even when others recommend another place.

3. Comparing purchasing decisions based on demographic characteristics, Gender was
found to have no statistically significant effect on purchasing decisions, but Age had a
statistically significant difference, especially the 31-40 years old group, which showed a higher
purchasing decision than the under 20 years old group.

4. The 7Ps service marketing strategies have a positive and moderately high statistically
significant relationship with consumers' purchasing decisions (r = 0.625, p < 0.001).

Knowledge/Findings from this research The key finding from this research is that the 7Ps service
marketing strategies have a positive relationship with consumers' purchasing decisions at traditional
retail stores, specifically in the Bang Kruai coommunity. This is beneficial for store operators to improve

and develop their marketing plans to increase sales and retain existing customers.

Keywords: 7Ps Service Marketing Strategy, Purchasing Decision, Traditional Retail Store,

Marketing Research, Consumer Behavior
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