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ABSTRACT

This research aims to compare demographic factors with consumer purchase decisions of
new Robusta coffee products on E-Marketplaces and to examine the influence of marketing mix
factors on such purchase decisions among consumers in Bangkok and its metropolitan areas. This
quantitative study is based on demographic factors, the 7Ps marketing mix, and the five-stage
consumer decision-making process. Data were collected using questionnaires from 400
respondents who have consumed or expressed interest in consuming Robusta coffee within the
study area. Statistical analysis included descriptive statistics (frequency, percentage, mean, and
standard deviation) and inferential statistics (One-way ANOVA and Multiple Regression Analysis).

The findings revealed that the majority of respondents were female, aged 31-40,
employed in the private sector, earning a monthly income between 30,001-45,000 baht, and
holding a bachelor’s degree. Overall, the respondents’ opinions on both the decision-making
process and the 7Ps were at a high level. Furthermore, demographic factors such as gender, age,
occupation, and monthly income were found to significantly influence purchasing decisions at
the 0.05 significance level. The results of the multiple regression analysis indicated that all seven
aspects of the marketing mix had a statistically significant influence on purchasing decisions.

These findings provide practical insights for entrepreneurs in developing targeted
marketing strategies to enhance the competitiveness of Robusta coffee products on Thailand's E-

Marketplaces.
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