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MARKETING MIX FACTORS AFFECTING CUSTOMERS’ DECISION

IN SELECTING A CAFE IN SUKHUMVIT, BANGKOK
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Abstract

The objectives of this research were to (1) study the marketing mix factors of cafés in the Sukhumvit
area, Bangkok, (2) study the decision-making behavior for choosing café services in the Sukhumvitarea,

Bangkok, and (3) examine the relationship between marketing mix factors that influence the decision to use
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café services in the Sukhumvit area, Bangkok. The researcher conducted a quantitative research
methodology using questionnaires from a sample group of 184 people who had previously used caféservices
in the Sukhumvit area, Bangkok. Statistical analysis included percentage, mean, and multiple regression

analysis with statistical significance set at the 0.05 level

The results from the questionnaire analysis showed that the overall marketing mix factors were
rated at the highest level of significance. When considering each aspect individually, all aspects were rated
at the highest level of significance. The overall decision to use café services in the Sukhumvitarea, Bangkok
was at the "definitely use" level. According to hypothesis testing using multiple regression analysis, among
all 7 marketing mix factors, only 4 factors influenced the decision to use café services in the Sukhumvit
area, Bangkok: Price, People, Process, and Physical Evidence. These factors showed a high level of

correlation (r=.896)
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