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Marketing Mix Factors Influencing Consumers’ Decisions to Purchase Fresh Coffee

and Use Coffee Shop Services in Mueang District, Nong Bua Lamphu Province
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ABSTRACT

The objectives of this research were: 1) to study the demographic factors—including gender, age,
marital status, educational level, occupation, and average monthly income—affecting the purchasing
decisions and service usage of fresh coffee consumers in Mueang District, Nong Bua Lamphu
Province; and 2) to examine the influence of the Service Marketing Mix (7Ps) on these decisions.
The population for this study consisted of consumers aged 18 and over, residing or working in
Mueang District, Nong Bua Lamphu Province, who had visited a fresh coffee shop at least once in
the past three months. A sample of 402 respondents was selected using accidental sampling. Data
was collected via questionnaires and analyzed using descriptive statistics, including frequency,
percentage, mean, and standard deviation. Inferential statistics, specifically One-Way ANOVA and
Multiple Regression Analysis, were employed with a statistical significance level set at .05.

Hypothesis testing indicated that different demographic characteristics—gender, age, marital
status, educational level, occupation, and average monthly income—Iled to significant differences in
consumers' purchasing decisions and service usage, both overall and across all five stages of the
decision-making process, at the .05 level. Furthermore, the analysis of the Service Marketing Mix
(7Ps) influence showed that the most critical stage for consumers was the "Purchase Decision"
stage. The factors significantly influencing this stage were Product, followed by Promotion and
People, respectively.

Recommendations for future research include conducting in-depth qualitative studies on
psychological factors or the influence of social media influences on coffee consumption in
secondary cities. Additionally, comparative studies between large franchises and independent
specialty coffee shops are suggested to provide more comprehensive insights into the rapidly

growing fresh coffee industry in Thailand.

Keywords: Service Marketing Mix (7Ps), Decision-Making Process, Fresh Coffee, Mueang District
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mMyeundays (X = 4.54) fnSUTuAO MIUFANNGBINT UAZ mssaaulade denadowiin
(X = 4.53) 6‘1’%@LL&Tﬁ]zLﬂu@hLﬁﬁﬁé']@”ﬂﬁwlumju LL@iﬂ'omﬁ'@a%isl,ummsﬁ‘sm”ummﬁmﬁuﬁ Hoatng

LUUO BEIITALIN Lﬁaﬂﬁmmﬂummaa@hmmﬁmmummgm (S.D.) wudﬂagﬂumd 0.38 119
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4. mi‘maauauwﬁgm

g v
IS s

4.1) MIUSHURUANNLANGAIIVINTZUIUNTAAFUIITE 5 IuaAank UUNaNLTTL
Uszmnseanaas °1Jao;ju‘%InﬂﬂWLLWaﬂlumea‘hmaLﬁaa RWIANUBIIEY
dl 1 Q A 1 L= a d‘i/ v a v =)

(1) LWﬂmmnmaﬂuvlwwamamm@aulwaLLa:Mmmwao;dmInﬂmLLW&@I@sJ
MWIIY FRTUTUTINLIY FAULANGAIINT 37%2% 2 T8 ban nUsztiungiaan I@mwwr’ga
fmstszfiunmaifanannnitwaes LazwnanTiunadniite lasiwandedngfnssunsinisde
WINNINNATIY DEWRBEIAINWEDANIZAL .05

(2) mqﬁu@m@mﬁ'uﬁwa@iamm”@ﬁu%%aLLa:EL‘*fiJ'%mimaa@u’%InﬂﬂﬂLLWa@I@snwwsau
FATUTETaWDIN Jauuanad Nk nefIAUNNERANIZAL .05 1w 4 Ta laun M3
AMUABINTT MIAWAITBYA AIAaAUlITE LATWOANITNNAINIITE wazluianuLana19nn
1w 1 98 laun nstsziduniaaan
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MWW §IRIUINBTONUTT ANULANANNA LN RERIATYNIIRAANITA .05 NINNATIWIK 5 T8
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4.2) anEWa2099 U INLITFUNIINITAANAGENTZUIBMTAAFULITE 5 Iuaak 184

Q/H%Iﬂﬂﬂ’]LLW&@I%L“M@IﬁﬁLﬂaLﬁa{) 5’&%5’@%uaau"’aa"m
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(1) Tedpdudszauninsaaadaninadeduaeuwnisiuianudainszesguilng
agslinudagnaianizan .05 lagilaRarsandunsdin wunddaduNaInan1auInsIwin
v o R 1 et a Q€ v v 1
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a a 6
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1
o [ =y
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o o a

du wuhiifhdsfisinadanisdunideyaatndipirayniealidnzdy 0.05 Swau 5 du lapd

o

a o g v a o [ Aa A a ' v v [l A e o
FUNLLRUANIW 1) @TUNRANTUN (Beta = 0.330) ua‘ﬂfﬁwmmmmamiﬂummagaamwuﬂmﬂm

72

%

0.330) #dnFwatBsuindansdumdayaatwivudmeany

NNEN& (P < 0.001) 2) @1U3NA" (Beta

e

MIFDG (P < 0.001) 3) FIWNTZUIUATIALSANT (Beta = 0.247) HanTwardsuindansaunitaya

U

2t NIRIRIANIIEDA (P = 0.003) 4) AIUNIIFILFINNIAATA (Beta = 0.161) AENTWaLEILINGda
nMIumTeyaatsinedman9aiia (P = 0.036) 5) duTaININIIAIIING (Beta = -0.218) 4
a a 1 U v ] L o Q-/ Aaa 1 L a Qg v

answadamrdunteyaatsliudmayneada (P = 0.008) lagdaranyszantiduay uaadliiin

Iifpdutesnsinalufianiasiudaluduasuanudainmdundayavesduilnandui

luzaed druyaang (P = 0.514) uaz MUANBMUENIINIENIN (P = 0.170) wuinlifidnsnada
TuaaumIdumtoyazasfulnanunsaluahunndnmateiiveddyneaiafiszay 0.05
a 1 Aa a ] Gq; a =) 1 04

(3) Tavadintszauminsaaalantwadadwaawn1sdsziduvnisiion wudnaauds

o % Aa a

DRITENNIINIINNUNEINIOLLATaRS 46.2 (R? = 0.462) ag19finudAyN19aianIzay 0.05

€

o

(F = 48.375, P < 0.001) lagfifadanidntnaatelinudann1eada s1uaw 3 a1u @l 1) a1

1 a [

a [ 6 Aa a a 1 a A A % o Aaa
Na@nNtwy (Beta = 0.406) ua‘ﬂﬁwameﬂmamiﬂi:mumoLaaﬂgma@amwuﬂmﬂmmaanm

q [

=4

(P < 0.001) a:ﬁamﬁ@mé’nwmwm§u@i”1LﬂummeﬁﬁﬁﬂﬁﬁuﬂnﬂlﬁﬂmuLﬁﬂu 2) SUYAIINT
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MIFAGAT=AU 0.05 1w 4 dw LasiSesdeuauasulseAninnsnaney (Beta) laesil 1) du
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(P < 0.001) a:ﬁausl,ﬁl,ﬁudﬁmiu?mmazmﬁuqmwéauﬁamaqwﬁfmmﬁwaamamﬂ@iammﬁa
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wisindairlwiuslnafiariauadfiddouuud 3) duman (Beta = 0.285) F8nwaiGauinatined

2
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Uandaniandadi 4) MWMIFILFINNTARG (Beta = -0.233) WUINUBNINAGaNOANTITURIINTT
%aaahoﬁﬁfm%ﬁﬂ”mummﬁﬁ (P = 0.004) uatduldlufiensasanudny dwnsuTatueutaIniIgn1sIa
MY UNTZLIUNNTIAUIANT wazduanEmenIneAIN WU liiBnsnadangAnsIunad

-:? voa :? Ads [l A @ o o aad L
ﬂ’ﬁsﬁﬂ“lla\‘iE‘Uiiﬂﬂﬂ’]LLW&@l%Lﬁl@W%ﬂﬂﬁﬂ‘lﬂ"]aEl’]x‘]&l%ilﬁ’]ﬂﬁyﬂ’]\‘iﬁﬂ@ﬂ‘izﬂu 0.05
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\ A A« o o i A . o | ' | I
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v (2
A A o o A
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@1u31A7 (Price) WAz §ULAAINT (People) ﬁﬁ@hmﬁygaﬁq@ G'fjommmaﬁﬂﬁﬂ"[ﬁdﬁ;du'ﬂnﬂlu
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WRosmzanadaimadasduriiu udldanuidyiunssniuazanainalandiani lasy
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