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Abstract

This research study aimed to examine the differences in demographic factors, differences in
purchasing behavior, and the relationship of service marketing mix factors influencing the decision to
purchase custom-built computers at Zeer Rangsit Shopping Center. The research population consisted of
customers who decided to purchase custom-built computers at Zeer Rangsit Shopping Center. A non- probability
purposive sampling method was employed. The researcher used questionnaires as the data collection tool, with
a sample size of 400 respondents. Data analysis utilized descriptive statistics including frequency,
percentage, mean, and standard deviation, as well as inferential statistics such as Independent Sample t-test, F-
test, Multiple Correlation, and Multiple Regression Analysis. The research findings revealed 1) demographic
factors, specifically education level and average monthly income, had significant effects on purchasing
decisions for custom-built computers at Zeer Rangsit Shopping Center, 2) purchasing behavior factors,
particularly budget/expenses per purchase or upgrade, had significant effects on purchasing decisions, and
3) service marketing mix factors, including product, price, place, people, process, and physical evidence,
significantly influenced purchasing decisions for custom-built computers. Therefore, the approach to developing
the custom-built computers marketing strategy should focus on value and comprehensive usability of
custom-built computers, ensuring they effectively meet the needs of all consumer segments. For example,
offering standard spec sets for general use, as well as specialized sets for gaming, graphics, or advanced

processing.
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MTNN 5 UAAIHANTIATIZVENFURLSRUUNTAMS YL TBase

Uadwdaudszaunisnanauinis X, X, X5 X, Xs X X,
- AuEARS N (X,) 1 0.829% | 0.660* | 0.500* | 0.686* | 0.635% | 0.678*
- G‘ﬁuiﬂm (Xy) 1 0.728% | 0.602* | 0.762* | 0.74d4* | 0.765*
- YRS NS MNe (X3) 1 0.586* | 0.723* | 0.697* | 0.647*
- PUMSALESASAAN (Xa) 1 0.594* | 0.562* | 0.588*
- (;m‘qﬂﬂa (Xs) 1 0.745* | 0.768*
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R = 0.789, R? = 0.622, Adjusted R? = 0.615, SE.,; = 0.376, F = 92.162, Sig. = <.001*
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