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ABSTRACT

The objectives of this research were: 1) to study the influence of the marketing mix (7Ps) on the
selection behavior of Café Amazon consumers in Mueang District, Nong Bua Lamphu Province; and 2) to
investigate the demographic factors influencing such behavior. This study employed a quantitative research
methodology. Data were collected via questionnaires from a sample of 400 consumers in Mueang District
using an accidental sampling technique. The research instrument's reliability, tested using Cronbach’s Alpha,
was $0.9348. Data analysis included percentage, mean (X_), standard deviation (S.D.), Multiple Regression
Analysis, and One-Way ANOVA.

The research findings were as follows Demographic Profile The majority of respondents were female
(53.75%), aged between 30-39 years (43.00%), held a bachelor’s degree (50.00%), were government or state
enterprise employees (43.00%), and had an average monthly income of 20,001-30,000 THB (47.75%).
Marketing Mix Factors (7Ps) Overall, consumers prioritized marketing factors at a high level (X_= 4.29).
The top three factors were Process (X_= 4.35%), followed by Product (X_= 4.33) and Physical Evidence
(X_= 4.33), respectively. Consumer Behavior (5SW1H) Most consumers preferred coffee (38.75%),
specifically cold beverages (41.00%), and frequently purchased bakery items or snacks (39.50%) alongside
their drinks. Selection was primarily a self-made decision (51.25%). The most frequented locations were PTT
gas station branches (52.25%) situated near workplaces or educational institutions (37.75%). The peak visiting
time was during the afternoon from 12:01 PM to 4:00 PM (40.00%), with the primary reason for selection
being the convenience and accessibility of gas station locations (32.25%). Hypothesis Testing All seven

marketing mix factors (7Ps) significantly influenced coffee shop selection behavior at a statistical significance



level of 0.05, with Process and Product factors having the highest impact. Furthermore, differences in gender,

age, income, and occupation significantly resulted in different selection behaviors at the 0.05 level.

Keywords: Marketing Mix (7Ps), Consumer Behavior, Café Amazon, Nong Bua Lamphu
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