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Abstract

This research aims to study consumer opinions toward marketing mix factors (7Ps),
including product, price, place, promotion, people, process, and physical evidence, and to
investigate their influence on consumers’ decision-making processes when purchasing traditional
coffee in Bangkok. The study also examines the demographic differences that affect purchasing
decisions. A quantitative research approach was employed, using a structured questionnaire
distributed to a sample of 422 respondents selected through multistage sampling. Data were

analyzed using descriptive statistics, t-tests, ANOVA, and multiple regression analysis.

The results revealed that respondents gave the highest importance to place, followed by
promotion and physical evidence. The factor with the greatest influence on purchasing decisions
was place, followed by people and product. Conversely, price and process had the least impact.
Additionally, demographic factors such as gender, age, education level, and occupation significantly

influenced purchasing decisions.

The findings of this study provide strategic marketing insights for traditional coffee vendors
in Bangkok, emphasizing the need to adapt distribution channels to align with modern consumer

behavior and preferences.
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