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Marketing Mix Factors Affecting Customers’ Decision Making

on Purchasing Butterbear Cafe EmSphere

LRSIl ﬁ'm;n‘ﬁﬁu (Sitanan Luetuksin)
23NT F3IN8aY (Chareeporn Srithong) 2
UNAAED

a o & A & A A = @ A '
N1IIUAIIN NQ@]QﬂizﬁdﬂLWﬂ 1) WWaAN BT ATUFIBHIUNINIAN AN FINRG D

A

nazuIunIaafulafaresgnaitu Butterbear a1z LdumALT 2) tallIouifiny
ﬂszmumimm‘"@ﬁula%amawaogﬂﬁ'}%”m Butterbear gnatduailes duunanudaan
fIBUAAD UAZ 3) Lﬁaﬁnmﬂmﬁbmuyﬂﬂa T3 IBUTZFUNNNITANG UASNTZUIBNNT
ﬂﬁ@?’@ﬁula%amaagﬂﬂ”ﬁm Butterbear 8128 uF A 83 lagn1SLANLULEBLAININN
NRNADENITUIU 411 AL Sesdanllumsiesest laun mylleTeidayadaia T-test,
One Way ANOVA (F-test) Lm:f‘jmmﬁifagaéﬁnaﬁﬁmnaawmm (Multiple Regression)
NNANIIIUWLT ﬂéju@hazmahmuﬁmm 411 au lagdrulngduwands

a =

21y 27-44 I M3AnsIzauUTYYIaT o TUWIENwENT® uaziIuidanu 50,001 U

[ '

& a . . aa o = a A
Tuvl,l] I@UNﬂﬂqTﬁLﬂiqxﬁ WU ﬂiﬂu@l?ﬂﬂ’m‘ﬂNLWﬂ aqﬂi ICAUNIANE LIWLAdY LR

€

'
o g a o

9VIWNEINY A NNRURIATYNIIRAANIZAY 0.05 wazfadpaIwlIzauNnIIN1Ina1aNg

Aa A '

ANTNRADNIAARWIATOFUAT AU AIWNITAILEINNITANG  AIUFILIAF ANNIINLATN

2

AUTAINIINITIATIRUNY AU oﬁ’mqﬂmm URZFWNRAN Y aNEIAL

ANdATY : 1% Butterbear, T3t 1w szquynImIaae, NizLaunIMIaagula

TRNANIN %é’ﬂgmu%msqsﬁwmﬁmeﬁm AULLINNITING VRIINLIRYTINALAS
;j%’uﬁmauuwmm e 6624100402@rumail.ru.ac.th

2 g1913gNUSnENawAIN BTy ﬁmigsﬁwmﬂmsﬁm WRIINERUTINALRAS
ABSTRACT

The aim of this research is to investigate the marketing mix factors affecting customers’
decision-making when purchasing Butterbear Cafe EmSphere. The objectives of the study
are 1) to examine the marketing mix factors that influence consumers’ decision-making process

in purchasing Butterbear Cafe EmSphere, 2) to compare consumers’ decision-making processes



based on personal factors when purchasing Butterbear Cafe EmSphere, and 3) to study
the relationship between personal factors, marketing mix factors, and consumers’ decision-
making processes regarding the purchase of Butterbear Cafe EmSphere. A questionnaire
was used as a tool to collect data from 411 respondents. The statistical methods
employed in the analysis included frequency, percentage, mean, standard deviation,
independent sample t-test, one-way ANOVA, and multiple regression analysis.

The study results show that most of the samples are female, between 27 and 41
years old, working for private companies, with bachelor's degrees, and earning a salary
of more than 50,001 Baht. The statistical analysis found that sample groups with different
genders, ages, education levels, salaries, and occupations exhibited variations in their
overall decision-making processes when purchasing Butterbear Cafe EmSphere with a
significance level of 0.05. The marketing mix factors that influenced consumers’ decision-
making processes when purchasing Butterbear Café EmSphere included Marketing

Promotion, Physical Evidence, Place, Price, Personnel, and Products, respectively.

Keywords: Butterbear Cafe EmSphere, Marketing Mix Factors, Customers’ Decision making
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