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Abstract
The objectives of this research were 1) to study the
marketing mix factors affecting the decision to buy the Wi-Fi marketing

system of entrepreneur in Bangkok and metropolitan area. 2) to study

the service quality affecting the Wi-Fi marketing system of entrepreneur
in Bangkok and metropolitan area. The questionnaires were used to
collect data from the samples. The Statistics employed in this research
were using the descriptive statistical analysis and the multiple
regression analysis. Sample were 300 entrepreneur in Bangkok and
metropolitan area.

Research finding indicated that 1) the marketing mix in
terms of price, distribution, products and services, and promotion had
significant impact at the level of 0.05 on the decision to buy the Wi-Fi
marketing system of entrepreneur in Bangkok and metropolitan area,
respectively. 2) the service quality in terms of trust and reliability,
tangibles, empathy, and responsiveness had significant impact at the
level of 0.05 on the decision to buy the Wi-Fi marketing system of

entrepreneur in Bangkok and metropolitan area, respectively.
Keywords: Marketing Mix, Service Quality, Wi-Fi marketing system
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