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ABSTRACT

The purpose of this research was to study about what factors that affected on
Café Amazon coffee purchase out of the PTT Gas Stations in the Bangkok by utilizing
the quantitative survey research approach using close-ended questionnaire as the tool to

collect data.

The samples of a study what factors that affected on Café Amazon coffee
purchase out of the PTT Gas Stations in the Bangkok are 400 respondents were being
selected by using purposive sampling. The data was analyzed and evaluated by
descriptive statistics including percentage, mean, standard deviation and inferential

statistics. Multiple regression was used to test the hypotheses.

The results shown that demographic characteristics of the samples were mostly
female, aged 25 — 30, Bachelors’ degree Or equivalent, earned an average monthly salary of
15,001 - 20,000 baht. As demographic hypothesis testing influenced consumers' decision to buy
Café Amazon outside of PTT gas stations in Bangkok, gender and education level which different
coffee cafes affect the decision Amazon is statistically significant at .05 and the result from this
study regarding the hypothesis testing, the marketing mix factors that affected on Café
Amazon coffee purchase out of the PTT Gas Stations in the Bangkok the research
showed 5 factors including Product, Process of service offerings, Promotion, Price and
Place (Range from Beta Coefficient) are the effect of customer decision to purchase the

coffee at Café Amazon out of the PTT Gas Stations was statistically significant at 0.05

The results of this study, showed 5 factors that influenced the decision of buying
coffee purchase Product, Process of service offerings, Promotion, Price and Place. In
order for Café Amazon, coffee brand entrepreneurs to use research results to develop
their business Therefore, should improve the quality of coffee products to have the same
flavor and maintain the standard of taste in each branch, In terms of the service process,
training and assessment of employees should always be organized. As for sales
promotion, there should be additional promotional activiies to engagement with
consumers and the last in terms of prices, should be set standard price to be suitable for

all of coffee. To reach consumers at all levels, ages and income levels.

Keywords: Marketing mix, Decision making, Coffee consumption
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