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Marketing mix factors affecting consumers' decision to choose a

beverage shop (Café) in Trang Province
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Abstract
This research aimed to study the importance of marketing mix factors and the decision-
making process in choosing beverage shop (Café) services among consumers in Trang
Province. This study employed a quantitative research approach. The sample consisted
of 400 consumers in Trang Province, selected by simple random sampling. The research
instrument was a questionnaire. Data were analyzed using descriptive statistics, including
frequency, percentage, mean, and standard deviation, as well as inferential statistics,
including analysis of variance and regression analysis, with statistical significance set at

the 0.05 and 0.01 levels.

The results revealed that consumers placed the highest level of importance on marketing
mix factors overall, particularly physical evidence and service process. Regarding the
decision-making process, need recognition was found to be at a high level (overall mean
= 4.20). The results of the difference tests indicated that consumers’ decisions to use
café services did not significantly differ by gender or marital status. When considering the
influencing factors at each stage of the decision-making process, it was found that place,
promotion, physical evidence, people, and service process had varying levels of influence
at different stages, especially post-purchase behavior, which demonstrated a high level

of explanatory power.

In conclusion, beverage shop (Café) businesses should focus on creating an overall
customer experience through store atmosphere, service personnel, and efficient service
processes, along with product quality and appropriate pricing, in order to enhance

customer satisfaction and long-term loyalty.

Keywords: Marketing Mix (7Ps), Beverage Shop (Café), Service Decision-Making, Trang

Province
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