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Abstract

The objectives of this research are 1) To study opinions Regarding the marketing mix that affects
consumers' decision to use True Online services in the Khon Kaen Municipality area 2) To study personal
factors that affect consumers' decision to use True Online services in the Khon Kaen Municipality area. 3)
To study marketing mix factors that affect consumers' decisions to use True Online services. in the Khon
Kaen Municipality area and 4) To study the behavior of True online service users in the Khon Kaen
Municipality area.

The sample group includes customers who use True Online services for consumers in the
Mueang District area. Khon Kaen Province The sample size was determined with an unknown population
based on the method of W.G. Cochran (1953) at a confidence level of 95% with an error not exceeding
5%. The sample size was equal to 385 people and reserved for incomplete questionnaires equal to 15.
people. Therefore, the sample size for this research is equal to 400 people.

The research results found that

Behavior and decision to use True Online services of consumers in Khon Kaen Municipality

area Most of them had a reason for choosing to use True Online service because the employees gave the
most good service recommendations, 202 people, accounting for 75.09 percent, followed by low prices
and worthwhile promotional packages, 54 people, accounting for 20.07 percent. Choose True Online
service. When compared to other camps because there are many free products given, 280 people,
accounting for 70.18 percent, followed by products of better quality than anywhere else, 236 people,
accounting for 59.15 percent, with the aim of using True Online services to Installed for use in business,
224 people, accounting for 56.00 percent, followed by installing to view CCTV cameras, 203 people,
accounting for 50.75 percent. The channel that uses the most services is the Shop True service center
with 128 people, accounting for 32.00 percent, followed by salespeople outside the area, 88 people,
accounting for 22.00 percent, and choosing to use the package with a True Online service fee per month
of 600 - 899 baht, 187 people, accounting for 46.75 percent, followed by 300 - 599 baht, 122 people,

accounting for 30.50 percent.
Keywords: Decision; marketing mix 7Ps; Consumer
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