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Marketing Mix Factors Influencing the Purchase Decision of Coffee Beans from
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Abstract

This study examined the marketing mix factors influencing consumers’ purchasing
decisions of coffee beans from Pana Coffee Roastery, Chiang Rai Province. The objectives
were to (1) examine personal factors affecting consumers’ decisions to purchase coffee beans,
(2) analyze the marketing factors of Pana Coffee Roastery, Chiang Rai Province, and (3)
investigate the marketing mix factors influencing purchase decisions. The sample consisted of
400 consumers who had previously purchased coffee beans from the roastery. Data were
collected using a Likert-scale questionnaire and analyzed with descriptive and inferential
statistics, including t-test, One-way ANOVA, and multiple regression analysis. The results
showed that most consumers were male, aged 25-35 years, held a bachelor’'s degree, had a
monthly income of 15,000-25,000 THB, and were private company employees. Consumers
rated the 7Ps marketing mix highly, with Physical Evidence (3.99) and People (3.98) scoring the
highest. Personal factors such as education, income, and occupation significantly influenced
purchase decisions, while gender and age did not. The 7Ps marketing mix significantly affected
purchase decisions, with R = 0.963 and R? = 0.928, indicating a strong relationship. The most

influential factors were Promotion, Physical Evidence, and Product.

Keywords: Marketing mix, Purchasing decision, Coffee beans, Pana Coffee Roastery, Chiang

Rai Province
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Unstandardized Standardized Collinearity Statistics

Model Coefficients Coefficients

B Std. Error Beta t Sig. Tolerance VIF
1  (Constant) 125 056 2.247 025
Nﬁg}n‘vmsﬁ 139 .041 142 3.423 .001 .108 9.256
761 .089 .053 .093 1.690 .092 .062 16.241
anquﬁl -.051 .055 -.052 -.916 .360 .057 17.535
NISRILRSY .363 .049 .377 7.442 .000 .072 13.892
NIIANN
‘]_q]ﬂa’]ﬂj .004 .058 .004 .004 .951 .050 20.017
NI=UIBNT .078 .054 .081 .081 147 .059 16.975
ANHUEN .338 .041 .350 .350 .000 102 9.804
NIgNTN

R=.963, R2.=.928, Adjusted R?=.926, F=717.599, Sig. of F =.000, Durbin-Watson=1.926
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*d o s QQA Qo
JRYFRIAYNINIDANIEAY 0.05
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ws8asz 7 sanumiaaduladaiudanunen R2 = 0.928 WingaNuTLLTBaITEINTasINY
anuudsdsimvesnisanguladeldiasas 92.8 @1 Adjusted R? = 0.926 959 URAITIAY
1NB9A39TBILL U INANAFOL A NRUNENYIFUMITIUEAG F = 717.599 Uz Sig. = 0.000

(<0.01) WALV ADINHHFIAYNIFDG
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