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ABSTRACT

The purposes of this study aim (1) To study the sort of population who consume coffee
from Café Amazon in Bangkok. (2) To study consumer behavior of buying decisions of coffee
from Café Amazon in Bangkok. (3) To study marketing mix factors affecting the decision making
of consumers to purchase coffee from Café Amazon in Bangkok by studying from 400 people
living in the Bangkok area. The implement used in the study is a questionnaire with reliability
equal to 0.9 and examine the accuracy of the content by instructors. The statistics used in data
analysis were percentage, mean, and standard deviation- correlation between two or more
variables using Chi-Square and One-Way ANOVA.

The result showed that most of the respondents are females age between 20 to 30
years old, with a bachelor’s degree, working as a private/contracting company employee with
an average monthly income of 10,000 - 20,000 baht. Most respondents frequently choose to

purchase coffee from Café Amazon approximately 3 - 4 times per month, which costs less than



100 baht. The most popular coffee to order is Black Coffee because the price is reasonable and
decent quality. Moreover, the study found that the overview is at a high level by marketing mix
factors of product, price, distribution, and marketing promotion. The hypothesis assessment
found that personal factors, which are gender, age, and average monthly income, do not affect
the decision-making behavior of buying coffee from Café Amazon in the product marketing mix
factor. Personal factors in terms of the level of education and occupation affect the decision-
making behavior of buying coffee from Café Amazon in the product marketing mix factor. For
personal factors in terms of gender, age, level of education, occupation, and average monthly
income result in the decision-making behavior of customers’ buying in marketing mix factors
towards price differences. For personal factors in terms of gender, level of education, and
average monthly income do not affect the decision-making behavior of customers buying in
marketing mix factors towards distribution channels. For personal factors in terms of age and
occupation result in the decision-making behavior of customers buying in marketing mix factors
towards distribution channels. For personal factors in terms of gender, age, level of education,
occupation, and average monthly income result in the decision-making behavior of customers

buying in marketing mix factors towards marketing promotion.

Keywords : Behavior Affecting Buying Decisions, Café Amazon
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