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Currently, in the era of generation Y, who are graduating and entering the workforce for a short time
Most of the time, it starts with a stable, full-time job, such as in a large company with good benefits or
government service. But with the thoughts and characteristics of the people in the aforementioned
generation, most of them tend to resign themselves to small businesses. More friendly than such a coffee
shop until the next generation growing up, coffee shops continued to pop up like mushrooms. Therefore, if
you want to open a coffee business, it is necessary to have information that will help the coffee business
stand out more than other stores. So that we can have strengths that will be able to beat many competitors
in the market.

For this reason, the researcher is interested in studying the coffee consumption behavior of private
company employees. in Phatthana Nikhom District Lopburi focusing on the study of consumption behavior
Marketing mix factor service quality to bring the results of this research It is information that can be used as
a guideline for development and quality improvement. both in service and marketing strategy in what direction
is the trend of customer behavior going to be in the future. It will be information that can be used as a
guideline for developing, improving, changing the coffee shop business in Phatthana Nikhom District. Lopburi

to meet the needs of customers as much as possible.



The results of the study found that Demographic factors were gender, age, status, education level,
job position, average monthly income. of private company employees in Phatthana Nikhom District Lopburi
Affects the consumption behavior of fresh coffee. The difference was statistically significant at 0.05. which is
in accordance with the assumptions set That shows personal factor Different affecting the consumption
behavior of fresh coffee. of private company employees in Phatthana Nikhom District Lopburi different which
is consistent with the concept and theory of Yubol Benjarongkit (1999:44-52). Behavior Human beings are
caused by external forces to stimulate them. It is the belief that people with different demographic
characteristics will also behave differently. which this concept corresponds to Defleur and Bcll-Rokeaoh's
Social Categories Theory (1996) and is consistent with the ideas and theories of Siriwan Sereerat (1995:41).
Said that the segmentation of marketing by demographic variables consisted of gender, age, family status,
number of family members. Education level, occupation and monthly income Demographic characteristics are
important characteristics and measurable statistics of a population. It helps to define the target market. This
is also consistent with the research of Nattawan Siriphanpiriya (2013) studied the subject. Decision making in
choosing a coffee shop: a case study of factors influencing the decision to use a coffee shop, research of
Wassana Assapibul (2004) conducted a research titled Factors affecting service behavior in premium roasted
and ground coffee shops under domestic and international brands and including the research of Matwan
Kunapibal (2012) research on Marketing mix factors affecting the behavior of using coffee shop service of
consumers in Muang District Ratchaburi

The results of the study found that Marketing mix factors affecting coffee consumption behavior of
private company employees in Phatthana Nikhom District Lopburi Province, including product factors
Affecting coffee consumption behavior: the place where consumers go to buy fresh coffee Activities that
make you want to consume fresh coffee The time of consumption of fresh coffee People who affect coffee
consumption. Price Factors Affecting Consumer Behavior: Individuals Affecting Coffee Consumption
Marketing promotion factors affecting consumption behavior: the place where consumers go to buy fresh
coffee. Factors in distribution or service channels affecting consumption behavior: types of fresh coffee
Where to buy fresh coffee and the time of consumption of fresh coffee. Personnel factors affecting
consumption behavior: types of fresh coffee The place where consumers go to buy fresh coffee Activities that
make you want to consume fresh coffee Process Factors Affecting Consumer Behavior: Places to Buy Fresh
Coffee Activities that make you want to consume fresh coffee People who affect coffee consumption Physical
environmental factors did not affect consumption behavior. which is in accordance with the assumptions set
That shows fresh coffee products setting a sale price public relations to promote marketing coffee shop And
the staff serving within the coffee shop affects Coffee consumption behavior of private company employees in
Phatthana Nikhom District Lopburi which is consistent with the theory of Kotler (Kotler, 2006, 14) refers to
Marketing mix refers to a set of different marketing tools. which consists of There are four marketing tools:

product, price, distribution. marketing promotion

Keywords: Demographic factors, Consumption behavior, Marketing mix factors
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