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ABSTRACT

This research aims to study the marketing mix factors that affect the decision
to buy specialty coffee consumers in Mueang District, Kamphaeng Phet Province.
The objectives are (1) to study the decision-making process of consumers in Mueang District,
Kamphaeng Phet Province, (2) to study personal factors that affect the decision to buy specialty
coffee of consumers in Mueang District, Kamphaeng Phet Province, and (3) to study the
marketing mix factors that affect the decision to buy specialty coffee of consumers in Mueang
District, Kamphaeng Phet Province. The data were collected from a sample of 412 people. The
statistics used for analysis were frequency, percentage, mean, standard deviation, Independent
Sample T-Test, One-Way ANOVA, and multiple regression analysis to find the relationship
between the variables. The results of the research found that the majority of the sample
respondents were female, aged 25-34 years, had an income of 10,001-30,000 baht, worked as
civil servants/government officials/regular employees, and gave more importance to the
decision-making process than males and gave the highest level of importance. The results of
the hypothesis testing found that different consumer behavioral factors will affect the decision to
buy specialty coffee consumers in Mueang District, Kamphaeng Phet Province differently.
Different marketing mix factors will affect the decision to buy specialty coffee consumers in
Mueang District, Kamphaeng Phet Province differently, except for the different marketing mix of
price, which will not affect the decision to buy specialty coffee consumers in Mueang District,

Kamphaeng Phet Province differently at a statistically significant level of 0.05.
Keywords : Specialty coffee, Marketing mix factors, Purchase decision
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