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Abstract

This research aimed to study factors influencing the decision on selecting Broadband Fiber
internet service of O Company which comprised personal factors, customer behavior of Broadband
Fiber internet, marketing mix factors towards Broadband Fiber internet usage, Attitude towards Bundle
selling and User experienced in Broadband Fiber. The primary data collected from Broadband Fiber
internet user by online- questionnare for 405 samples during Febuary to March 2019 and analyzed by logit
model. The result revealed that factors affecting the decisions of choosing Broadband Fiber internet at
the statistical significance level of 0.10 were age, occupation, when to use Broadband Fiber internet,
Past experienced in using Broadband Fiber internet of O Company. In addition, marketing mix factor in
term of product, place, promotion, process, people and physical could significantly explain the
decisions choosing Broadband Fiber internet as well. According to this reasearch, employees and
exectutives were able to apply the result of the study to determine plans and strategies to increase
competitive abilities also customers could contribute the data for choosing Broandband Fiber internet service.
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p Prob (Y = 1) Anuuaziluves
msdeauladenldusnisdumasitn
Iiwesamnunsiavesuion lo

Y msdaauladenldusnmsdumediiin
nesvesusem 1o

1 = lHuimsdumesilalnvasanuiiigees
Uson 1o

0 = hilguimsdumesinlriuesanuiiges

vign 1o
ageg, 018 (Base Group = 21 - 38 U)
o i= 1,2,3 agegl = 1 nsm“ja'nqﬁ’m:im%at,mﬁ’u 20 U
0 nIdiBY 9
ageg2 = 1 N3y 39 - 53 U
0 n3didy 9
ageg3 = 1 NAUIUINNT 54 U
0 n3didu 9
occg 1IN (Base Group = WiNaUUIENLENTL)
o i= 1,2,3 occgl = 1 nsUNFIU/UNANY
0 n3didu 9
occg2 = 1 NFAUIIIVN/3TIa N
0 n3didY 9
occg3 = 1 nsdlgsiadiusinazdy 9
0 N3y 9
when2g | Frananilldusnmsdumedidaliiues | (Base Group = waen 24 alu)
AIUSIE
dloi=123 when2g1 = 1 N6l 06.01 - 18.00 .
0 NS 9
when2g2 = 1 n3el 00.00 - 06.00 .
0 nsdiRu 9
when2g3 = 1 n3el 18.01 - 23.59 1.
0 3D 9
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A3 AUNNY WU

usedg | lusdnlduinisdumesiinlvives 1 = nely
AIUSIZIVRIUTEN 1o 0 = laiwpeld

prod1 Q‘Uﬂiﬂiﬁ“ﬂmml.wmzaul,l.asﬁﬂé'?adw MUSTAUAINAIREY 1 -5

prod2 | wininagunsalegluannd lidhge | emuszduenuddiy 1-5
\duvne

pricel ﬁi’lﬁﬂﬁiwlﬁaugnndnmaﬁu MUsTAUANNEIARY 1 - 5

placel ﬁf;iué*u%n’rﬁnixmamumﬁuﬁﬂgmu MUTEIUANAALY 1 - 5
aghevhia

place2 | Ainsio Call Center 1% 24 Falug MUSTAUAINAIREY 1 -5

prom1 | iUslududumesitiomannvaneny | smusziuauddey 1- 5
AUABINITVDIGNAT

procl ﬁmﬁ%uamuﬂw{]mmﬁmmm UTEIUANAALY 1 - 5
dumesiinldeg i

peoplel | wrinmuiluywdduiusuasn3en 11 | muszauaudfy 1 -5
i

phy1 finsusmsdanisanuiiazmndents | smuseduauddy 1 -5
finsio

€ fpaaAAeY (Error term)

NANSAN®EN (Results)
1NNISANYINGUAIDE1IW LT UTAS
Sumesilalviuasainuniigeves uiem Te wuh
drulngjegluyieny 21-38 U fd1uu 288 Ay
Andudesar 71.10 fo13widuminauienyu
wndign S1uru 216 au Andufesay 5330 lae
dlngjarldBumesiilalnivedaiuiias van
18.01-23.59 u. uazlaipelduinnsdumesidin
Iliesanuiigevesuien Te wineu d1uu
215 Ay Antdusesay 53.09 Yadeudlrulszay
msnanfiglduinisiiauddylunsidenld
UiMsdumesiniuesnuiagenunandui
’[uﬂimﬁuqﬂmzﬂﬁwmmmsauﬁﬂﬁmw WJu
ﬂﬂfﬁ'ﬂﬁﬁmméwﬁma@uwﬁu 17N ARAYAZILY
WU 3.99 Lﬂufjﬂ%’&Jﬁﬁm’mﬁﬂﬁmagﬂmsﬁu
11N ARABWIAY 4.32 fMunsruINSIFUSNS
TusnunisdaasunisnainluuseiAuvesnis

fusTududumesiiavainuateniuniudonis
vosglauimsBumesidaliiuesninuiags gnin
AugeIn19n1sInd e lulsyiiuvesnisl
ﬂuéu%msnismammwmﬁuﬁﬁwuaﬂ’mﬁ"aﬁa
Juiadeifinnuddgeglusziuann Aiede
wiriu 4.08 Tudsediunmsindauasuilodaymin
sumesiinldodemaia Wulladeiieudy
ogluszduinn Aadswintu 4.35 duyaanslu
UseLAuveauywd dunusuarn3en 2191989
wiinou Wudadeiifianuddyegluszduin
ANRABIMAAY 4.36 WazdudnYaEIaNIEA M
Tuuszifueeenisuinisdanisantuiiuay
amuagmnsensanse Wuladeiidaudfy
aglusgdu uan Aadsindu 3.97 ludau
n1siesrzidedeiiinadenisidenlduinig
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AT 3 KANTIATIEVAUNMTANNBELTINYAILLUUTIARILATA

(n = 405)
AuUs A Z-stat Marginal Effect
Fuuszans (dy/dx)

ARl -2.085
91y
21-38 U (Base group)
39-53 0.349 1.070 0.051
54 Yquld 1.318 1.900* 0.253
21N
nHnMUUTENENTUY (Base group)
unseu/InAnw 0.844 1.790% 0.142
F1519013/NINNUSFIAMA 0.794 2.280* 0.126
gsfaduMLardu 1.053 2.480* 0.179
Faaaiidumedidia
naon 24 Tl (Base group)
06.01-18.00 1. -1.267 -1.810* -0.118
00.00-06.00 w. -0.623 -0.460 -0.069
18.01-23.59 . -0.091 -0.270 -0.013
annagldusmsdumeiidalviuasanuiigvasuiun la
Tsivme (Base group)
LA 1.425 4.830* 0.202
ArTuNanfual
qUnsailvunavINay Rndee 0.322 1.690* 0.044
wininagunsalegluaning lidhgadenis -0.327 -1.560 -0.045
AU
AuimMsediougnnidesu -0.102 -0.600 -0.014
AMUYDININITINT MUY
fauguinsnsznenuaaiiuiiuvusgnaiis -0.295 -1.670% -0.040
Ainste Call Center 1¢f 24 Falu 0.340 1.620 0.046
AUNSALAIUNITNAIN
fuslududumesidavarnvanemunnudesnisesgnin -0.408 -1.890% -0.056
AIUNTTUIUMSIHUINS
fnssuarudlutlymdnarasumesdnldegnng -0.487 -2.370* -0.066
AIUYARINT
wilnnufiuywddniusuasnisnaita 0.508 2.000* 0.069
ATUANBUZNINILAIN
finsudmsdianisanuiiavansienishnde 0.330 1.680* 0.045

LR Chi2 = 64.11 Prob Chi2 = 0.0000 Overall Percentage Correct = 80.95%
vanewg: * vanefls Ssefuddnisedu 0.10

- me‘hamﬁ{lﬁﬁhumwmaauﬁmm Multicollinearity Tnan1sfiansanmandunussyninenus
dasyynglaiiiu 0.80

T
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71519 4 nagaudgn Multicollinearity

ageg occg when2g usedg prod1 prod2 price3 placel place3 proc2 peopled phy3
ageg 1
occe 0.13 1
when2g -0.0996 -0.3108 1
usedg -0.0153 0.0985 -0.076 1
prod3 0.0889 -0.0346 0.0225 -0.1667 1
prodd 0.0289 0.038 0.0076 -0.1245 0.6216 1
price3 0.0036 -0.0817 0.0537 -0.1338 0.3733 0.3725 1
placel 0.0474 -0.0464 0.0265 -0.0941 0.3693 0.3736 0.4873 1
place3 0.0951 -0.1055 0.031 -0.1395 0.379 0.4488 0.492 0.52 1
proc2 0.1048 -0.083 0.0547 -0.1106 0.4218 0.4788 0.5175 0.464 0.6092 1
peopled 0.0642 -0.1163 0.0452 -0.0843 0.4249 0.4492 0.4882 0.4684 0.5796 0.671 1
phy3 0.0441 -0.0672 0.0491 -0.1022 0.4399 0.5249 0.378 0.531 0.4239 0.4569 0.5268 1

31NA1519 4 Wilensaaaeudiulsdasy
Tldaasiianudunusiunazluifiadgyun
Multicollinearity @1:1350%11AlA8A1504197A
Arandunus sz nInemInUsusazda (Pair-Wise
Correlation) &4m1n#a wUsdladiArandunug
(Correlation) TusgAugauanslviiudiswualiy
ﬁﬁmﬂi@jﬁuﬁmmﬁuﬁuéﬁ’u lagnanineus
vilumavduiusseninedulsuagglinsiiu
ni1 0.65 w3 liliiundt 0.80 Lildutiueraiin
Jaymn Multicollinearity videsaudsivanldiudl
anudiiusfugaiululd dsegsilinadnsves
aun1sAaIALAdon deuuusiassiildniuns
Naaau Multicollinearity #491519 3 WAINUIN
Aranduiussyninssulsdasennaiialuiiu
0.80 §enaaladruvusasciildiindayn
Multicollinearity (Pituch and Stevens, 2016 pp.
76-77)

dyUuazafusena (Conclusion and Discussion)
\ilafi9191A7 LR Chi-Square = 64.11
Prob Chi? = 0.0000 83u1l#31 wuusaneil
aunsoesuieiadeiifinadenisidenlduinig
dumesilalvluesanuiigwscuiun le agndl
Yod1fgyni1vadffisedu 0.10 uenaINi
ilefiansan Overall Percentage Correct Wiy
80.95% @1e3ureladn wuusiansiiaiunse

neansainisidenlduinisdumesidalives
AULEIgeves UiEn o e 2 nsdl fe nydld
denlduinisdumesialwiuasninuiiigeves
U3t To warnsdinliidenlduinisdumesidalv
WweasAusIgiresuien le laedignsies
Anluiosay 80.95%
MnMsimsauuiiaessladniiuszan
AlAsuAUAT Marginal Effect @1115031AS189
wamsanwlddreluil deyatiatdyanadiu
918 a5uneladn engiinarnenisidenlduinag
Sumeiidalviueianuiagavesuivn 1o agradl
Yedfyilseautedidynieadfa 0.10 34
aanAaItUIUANYIYDY (Karnkulvithit, 2016,
pp. 80-81) Fanuingrsengiiuansaiuvilianu
Aniudanisidonlduinisdumesidelvives
anudagasneiu Tnedldusnisiiiieny 54 B3uly
fieuinaziduiiazidenlduinisdumesida
Trwesaudigaves usem Te annnddlduins
fiflongsewing 21-38 U egf¥oray 25.30 Lilosan
gléusnrsifionguiniingnssunisléuinasi
Lideswasuulauaziauiniluasdudgs
Snts U3sv Te iusgiamiaiivsenevians
udsaduanudesiuliiuglivinnsgeens
fioglundgu Baby Boomer snnninglduiniseny
tewiteglungy Gen Y, Z Tuvazdigléuinisdag
9193814 21-38 U dnginssuiiunusindy

]




MIANTUINIFIND iAsugmansuayn1sdeans
U7 15 a0l 1 @n5As - lwey 2563)

Viuadly nanasslduaziinmnulameluladuay
winnssuluad & wnan
21¥nvelguin1slulagtuilnadens
denlduinisdumesidalnivesamiuisgees
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0.10 TnggluinmsiiduiniFouindnu fianu
Unazidufisridenldusnisdumesitinlives
ANUSIFIVRY USEW 1o wnndanidngiuuien
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fgiavAa flanutagiduiazidenlduinng
dumesilaluiuesainaniigeres vy e
wnnimnnuuIvnienyueyiesay 12.60 uag
Jldusnnsivingsivdrudisuiadu q
Unanidufiavidenlduinisdumesitinlniues
AUL5Ig9ves uivn Te uinndandnanuy
uI¥nienvuegiesay 17.90 lesanniinau
onvuliuidnsiAiyniodiuansiniAiuinig
fadrausegelavesdumesiinlniuedninuiiigs
¥93 U3 To dudusgiamia siliilusagsle
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131N I/NINNUTFIAWMA 530 119V
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vaen1silusgiaiviavesuidn To u1nnin
donnapINUNUANYIYDY (Tabdara, 2017, p. 86)
Fanuin Hrsems/syiamiafiuunliiufiesld
UINIvsalATINITSgmTIEAeInausuulouIeues
MASgINATIWINAUENY
franaiilddunesiiniinasenisidenld
Usmsduwmesidalwiuesamnuiigaesuien le
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paen 24 $2lue ogfesas 11.8 11181910 06.01 -
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U84 Kotler (Kotler and Keller, 2012, pp. 161-
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é”luqﬂﬂifﬁﬁﬁwmmmsau Aadedng Lieann
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