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ABSTRACT

This study aims to study the Demographic Factors of Gender, Age,
Education level, Occupation, and Income that influence the decision to use Coffee
Shop Services of the population in Sichon District, Nakhon Si Thammarat Province. and
to study the Marketing mix factors affecting the decision to use Coffee Shop Services of
the people in Sichon District, Nakhon Si Thammarat Province. The population used in
the Research is a group of 400 consumers who use Coffee Shops in Sichon District,
Nakhon Si Thammarat Province. The Research instrument is a Questionnaire. Statistics
used in data Analysis include Analyze Frequency distribution, Percentage value, Mean,
and Standard deviation. By presenting the data in table form along with the lectures,
using Independent simple t-test statistics to compare the differences between the 2
groups' means and One Way ANOVA analysis of variance. The results of the research
found that the data’s in General most of the respondents was Females, Aged 21 to 30
years, Bachelor's Degree, Occupation of Government Official, State Enterprise, and
Average monthly income of 15,001-30,000 baht. From the analysis of data on the
Marketing mix, it was found that the majority of respondents had opinions about the
overall Marketing mix at the highest level. From the analysis of data’s on the decision to
use Coffee Shop services, it was found that the majority of respondents had opinions
about the overall decision to use Coffee Shops at the highest level. The results of the
verification of hypothesis number 1 found that the population using Coffee Shop
Services in Sichon District, with different Genders, Ages and Educational levels will have
different influences on the overall use of Coffee Shops. Statistically significant at the
0.05 level. And the population that uses Coffee Shop Services in Sichon District, Nakhon
Si Thammarat Province. who have different Occupations and Average Monthly Incomes,
will have an influence on the use of Coffee Shops that is not significantly different at the
0.05 level. The results of the verification of hypothesis number 2 found that the Attitude
of the population in Sichon District, Nakhon Si Thammarat Province. towards different
marketing mixes will have different influences on the overall decision to use Coffee Shop
Services. Statistically significant at the 0.05 level, there is a relatively high level of

positive correlation.

Keywords: Coffee Shop, Marketing Mix Factors
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