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Marketing Mix Factors of Customers Affecting to Drug Store

in Hat Yai District, Songkhla Province
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Abstract

The study on Marketing Mix Factors of Customers Affecting to Drug Store in
Hat Yai District, Songkhla Province had the objectives to study Marketing Mix Factors
of Customers Affecting to Drug Store in Hat Yai District, Songkhla Province and to
study the behavior of customers toward using drug store’s services in Hat Yai District,
Songkhla Province. The population used in this study was the population of 423 people
working or living in Hat Yai District, Songkhla Province. The statistical values used to
analyze the data were percentage, mean, standard deviation. The statistic used to test
the hypothesis was Chi-Square statistics. The findings revealed that the majority of the
sample were female, aged 26-35 years, graduated with bachelor's degree with a
monthly average income of 30,001 baht or more, private company employee. The level
of opinion on the marketing mix factors of the consumers using drug store services in
Hat Yai District. Songkhla Province. Overall, consumers in Hat Yai, Songkhla
Province had the highest level of opinion on marketing mix factors. When considering
each aspect, it was found that the product was the highest average followed by people
(personnel), process, price, physical evidence, place (distribution channels), and
promotion (sales promotion), respectively. Most bought a drug for themselves and
others as a medicine according to the advice of pharmacists/front staff and received
news through social media channels, decided to drug store when there was a minor
illness during 18.01 p.m. - 22.00 p.m. on a convenient day. The reason for using drug
store services was rapidness by choosing a knowledgeable and advisable drug store
and bought medicine by themselves. The period of using services was less than 10
minutes and more than 1 month/time, paid by cash and average expenses are in the
range of 100-300 baht. The most contact channel of drug store was through the
storefront. Most consumers repeatedly opted for using services from drug stores in Hat
Yai District, Songkhla Province. An analysis of the relationship between personal
factors and drug store service behavior in Hat Yai District, Songkhla Province was

found that gender, age, education level, income, and occupation were significantly



associated with drug store services behavior at the level of 0.05. Sales promotion and
process did not correlate with drug store service behavior. Products, prices, distribution
channels, personnel, and physical factors were significantly associated with drug store

service behavior at the level of 0.05.

Keywords: Marketing mix factors, consumer behavior, drug store
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