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Abstract

The research result revealed that 1) personal factors influencing purchasing decisions at retail
stores, and 2) marketing mix factors influencing purchasing decisions at retail stores in the Sri That
district, Udonthani province. This research is quantitative in nature with an unknown population,
consisting of consumers in the Sri That district, Udonthani province. A sample size of 400 people was
calculated using the W.G. Cochran sample size formula. The research instrument was a questionnaire, and
data were collected using a convenience sampling method. The statistics used include percentages, mean,
standard deviation, hypothesis testing, and multiple regression analysis.

The research results revealed that 1) personal factors such as gender, age, marital status,
occupation, and income levels significantly affected purchasing decisions at retail stores at a 0.05
statistical significance level, and 2) the four components of the marketing mix that varied significantly
affected purchasing decisions at retail stores in the Sri That district, Udonthani province, at a 0.05

statistical significance level.
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