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ABSTRACT

The purpose of this independent study was to investigate the marketing mix factors
affecting purchasing decision of consumers towards fresh coffee at Mueang Nakhonsawan
District. The data were collected by 400 questionnaires distributed equally to respondents who
resided inside (200) and outside (200) Mueang Nakhonsawan District. The conceptual framework
for statistical analysis of this study was determined by descriptive statistics, frequency, percentage
and mean.

The results of the study indicated that the factors regarding product, price and place
influenced the purchasing decision of the consumers at high level on the overall basis. However,
the factor on market promotion aspect had the influence at the moderate level. The highest
average level of the product factor was quality and safety of fresh coffee which included the
utilization of quality raw materials. The highest average level of item on the price aspect was the
reasonable price. The highest average mean on the place aspect was the acceptable cleanliness
inside the coffee shop. On the factor of promotion aspect, the highest average corresponded to the

service of staffs.



