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Abstract

The objectives of this study were to study to analyze the factor affecting purchase
decisions making of roasted coffee drink in the Bangkok metropolitan area, Thailand. The data
were collected by online questionnaire distributed to 400 people who work or lived in Bangkok
metropolitan area, Thailand. Statistical analysis was conducted by descriptive statistics describe
demographic characteristics and marketing mix including frequency, percentage, mean,

standard deviation, Independent Sample T-Test and One-way analysis of variance (ANOVA).

The results of the research on personal factors of the respondents were man, age less
than 30 years old, single, had bachelor's degree. They were private sector employees, and

their income ranged from 20,001-30,000 baht.

The results of the research on marketing mix factors, consumers considered the
importance of the physical evidence at the highest level, followed by the aspect people, process,

price, place, product and promotion respectively

The results of the research on personal factors affecting purchase decisions making of
roasted coffee drink are differences in demographic characteristics. It is found that sex, age,
education level, salary, job position and occupation are different, affecting consumer behavior

in demographic characteristics.

Keywords: Roasted coffee drink; Roasted coffee café; Consumers; Decision making.
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