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Abstract

The objective of this independent study was to study marketing mix factors affecting
consumers decision on attending the multiplex theatres in mueang district, Nonthaburi province.
The data was collected by questionnaire from 400 consumers by quota sampling and analyzed by
descriptive statistics namely as frequency, percentage, mean and standard deviation. The result
was found as follows:

Marketing mix factors affected consumers decision on attending the multiplex theatres
at the high level overall. The factors that affected at the high level were product, process, people
and physical evidence factors. The factors that affected at the medium level were price, place and
promotion factors.

All product factors affected decision on attending at the high level such as sound and
light system quality, the reputation of theatres, comfortable seats in theatres, number of times and
theatres.

Price factors affected decision on attending at the high level such as price of ticket.

Place factors affected decision on attending at the high level such as the location of
theatres and parking lot.

Promotion factors affected decision on attending at the high level such as discounted

coupon.



All process factors affected decision on attending at the high level such as speed of
informing the information, buying service, selling tickets and punctual to show movie.

People factors affected decision on attending at the high level such as the politeness of
selling staffs and staffs who worked inside theatres.

All physical factors affected decision on attending at the high level such as level of

internal temperature, decoration, security and cleanness of theatres.



