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ABSTRACT

Coffee-drinking culture has evolved and change dramatically. The difference between
classic coffee shops and modern café, it will be found that each has unique atmosphere,
surroundings, personality, appearance and overall experience. The purpose of this research is
to find the difference in each personal factor that affects the purchase decision of customers’
Seasonal Cafe and to find the marketing mix factor that are influence on customers’ Seasonal Cafe.
This sample group consists of 400 customers who use the service provided by Seasonal Cafe.
The research tool is a questionnaire with a 5-level estimation scale. Statistics used in data
analysis include descriptive statistics consist of frequency, percentage, mean, standard
deviation and independent statistics consist of multiple regression analysis, t-test and one-
way ANOVA. The findings of the research are as follows.

1) Personal factors in terms of monthly income which have different levels of
purchasing decision among customers at Seasonal Cafe are different. In terms of gender, age,
occupation and education which have different purchasing decision among customers at
Seasonal Cafe. There is no difference at the statistical significance level of 0.05.

2) Marketing mix factor of product, price, personal and physical evidence have a significant
effect on the purchasing decision of customers at Seasonal Cafe at the statistical significance
level of 0.05. As for place, promotion and process does not affect the purchasing decision of

customers at Seasonal Cafe.
Keyword: Service Marketing Mix Factors, Purchase Decision, Café
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1. adfdanssauun Wiun Aaud (Frequency) An¥esas (Percentage) Alade (Mean)
ﬁamﬁmwummgm (Standard Deviation)

2. afifdeeuanu laun Jinsigvinisanneuianvanl (Multiple Regression Analysis)

NSNAABUAN (t-test) LWaENIINAFRUANULUTUTIUNAADY (One-way ANOVA)

d3UNAN133Y

WUl nqueiegrsdulugidumandgs 91uau 236 au Andudosay 59 sesmwnlumeny

o

1w 164 au AnluSeway 41 Teng 20 - 29 U 4w 150 eu AnluSesay 37.5 sewawnilony 30 - 39 U
F1uu 136 eu Andudosay 30 Tesznavendndnsunis/AgiavAa S 166 au Andufesas 415
sesasunAs T NN NS $nmenyy 1w 124 au Andudesay 31 A51¢l4 10,001 - 20,000 UMW
Sy 184 au Andudauar 46 sasaanAeseld 20,001 - 30,000 UM U 46 AU AnuSeay 35.5

a o ) 14 A A U

FEAUNITANETEAUUTYYING 97U 232 AU Anllusosay 58 999a3N1ABNTEAUNITANYIFININ

. £

Seyeues 1uau 128 Ay AnduSeway 32

A15199 1 Han1InadeuAIULANe1aresladediuynnafiinaneseaunisandulave vesgnen

Sdduila Al o.lweu 2.905511

Jadeduunna t F Sig. Mean Mean wlawa
Difference  Square

LI -0.482 - 0.572  -0.02150 - lagonsu
¥ Hia
N

a1 - 2288  0.059 - 043¢ ladwausy
#nan 20 U Hip
20-291
30-39 1
40 - 49 9
50 - 59 1

Faus 60
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2/ a a a | =)
SuF@uia Al o.lvenu 2.9M907U

. . Mean Mean
Uadedauynna t F Sig. wlama
Difference  Square
21U - 0.708  0.547 - 0.136  liwausu
dniFeu/AnAnY Hy.

U151YN15/3538MAA
NINNUUTENLDNYY

g QRGRINZe

sw‘lmmamau - 4.468 0.002* 0.829 YauIU
- 10,001 - 20,000 U 0.018*  -0.11421 Hig
fiu 20,001 - 30,000 UM
- 10,001 - 20,000 UM 0.015%  0.19565
fiu 30,001 — 40,000 UM
- 20,001 - 30,000 UM 0.000%  0.30986
fiu 30,001 - 40,000 UM
- 30,001 - 40,000 UM 0.029%  -0.50000
fiu 40,001 — 50,000 UM
SEAUNTSAN®N - 0.773  0.463 - 0.149  lswousu
fnIUSees Hie
USgueyes
Useyyl
UsgygyLen

geannuTyyen

*TpdrAgynsadfinszau 0.05

31n915199 1 wudn Jadedruuaraniusielanaineu o Sig. WeunindedAynieads

sz 0.05 Jsaguladntadediuyananunelasainauniuansdieiu duasesyiunisdndulate

2993nA15 1T @ ula Al 8. lve1u 2.905518 wanaeiuy Tufe sausuANNAgIY Hyg
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WAZLIDNAADUAIULANAIITIEA WU ANHIANKANATUNINTI@A A 20,0001 - 30,000 UM iU

v

30,001 — 40,000 U SANNLANAIUeIALads (Mean Difference) winffu 0.30986 sesiltodda

<

A o

152U 0.05 (Sig.=0.000) drudaduaruynnanIumNg 818 81N kagseAuNIsANY leA1 Sig. 1A
WdAgynsadiinseau 0.05 Feagulaindadediuupnanung 01g 919 wavsela Auansneiu
finadesyaun1sinduladovesgnariud@uilla and o.lveau 2.9a5571 ladunnsneiy Wuhe

Tlgausuauufgnu Hy, Hyp Hie Hie U816y

A15199 2 Han1snaaeuladediulsraunianisnainuinsnilnadeseaunisanduladovasgnen

b4 a a a 1 I
Sugduda Al o.lveauy 2.9M901U

Uadgdruiszan Collinearity
R Beta t Sig. wuana
N19NIIN[IAUINIG Tolerance VIF
AUNARAUN 0.182  3.304  0.001* 0.740 1.351  89u5U Hy,
AIUTIAN 0.128  -2.361  0.019* 0.762 1312 99U5U Hyy
AUADINIINITINIMAUNY 0.079 1.562 0.119 0.867 1.154  lalgousu Hy.
AIUNITENLATNAITNATA 0.066 1.210  0.227 0.743 1346 lalgonusu Hyy
AIUUARINT 0.144 2908  0.004* 0.909 1100  ¥9U5U Hye
AIUNTEUIUNTT 0.022 0.405 0.686 0.773 1.294  Tlalgausu Hy
ATUBNWILNINILAN 0.161 3.042  0.003* 0.801 1249 g9uTU Hy,

R = 0.352, R? = 0.124, S.E. = 0.41381, Durbin-Watson = 1.493

v o w o w aa

*dpdAgnsadaiseau 0.01, *AdvdAgyn1eana fis¥eu 0.05

M3 2 WU A Variance Inflation Factor (VIF) aglugas 1.100 & 1.351 Fatfoundn 5
uagAn Tolerance aglutiag 0.740 fis 0.909 F4lsisndn 0.20 uagAn R #3105 wamsliiidiudn fuusdasy
Alevhmsiiesed ldfianuduiusiu ldvilnAadam (Multicollinearity) vinldosyasana1
fianumngauiunisiiasgiinisanneenyan (Hair, J.F. et al,, 2010) d@ud1 Durbin-Watson
flaifiAdinin 1 waglisnnniy 3 Foindeyadinanlaididam (Field, 2009)

namFnTeidulszauinmaauinsiidmaromsiadulatovesgnd s widuda A
o lve11u 2.909571 nuth Yedednlsraunesnsnaiauinsdunansusidmanonisindulade
vosgnéndudiduida el o lveru 2.903510 qeiige dendmidnesdusznouinsgiu (Beta)

Wi 0.182 agnslitidfanadafiseAu 0.01 F9uouSUaLURF I H,, 99D AUSNEAENINIENTN
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aa

fiAmiminesduseneunnsgiu (Beta) Wity 0.161 seedifuddynisadindisssu 0.01 Fewousu
Auufgu Hy, , $uymaing faniminesduseneuniasgiu (Beta) iy 0.004 agdiifuddy
fi5gAu 0.01 waga1usIA1 dA1ninesAusenaunInggiu (Beta) Wiy -0.128 ag1aiitudAgy

aada

NIEDRNTEAU 0.05 @rUtadudIUUSLANNNITHANNUINITAUTBININITIAINNUIY ANUNITAES L

NSAAIA LATAIUNTEUIUAT LUTBNS Wamamimaﬂwa‘umaﬂmsmemjmua Al 0. lveau

v o w

3.9n5574 aglaiiudAgmn1eadia Faldoousuauufigiu Hy, Hag 4ae Hy AINa1au

2AUTIINANITINY
Uaduauyanamunelasefeuiunnsiuiissdunisindulafovegnasudduda A
2.l 2.909571 waneeiy 91allsNAINLATEIRN 81115 LasruNTeIi TR WLa Al 8. lveu
= = a o9 ¥ 1 va Yoo a ! v o v a &
2.9a3571 v1suydsafias ilingudistelasedeuniuansreiuddiunalunisdndulade
lounnenaiu nanfie ngugiiseldneiieutisuaaisiunalunisdndulavelatdesniingudisela
AaIRBUNNNNIN FeeeNSUALNRTIU Hyy Fdenndesiunuidevesininsal veuasyiion, 301 hedwes
Na = = 9 = a = Y a 1%
WAZITNTI WIAAFAIINEN (2566) AnwidendunisfnengAnssunisidaenlduinisiu The Summer
Coffee Company - Old Town lugunellamszunseiegysy Jamianssunsasogsen wuil Uade
druyaradiuselalinuduiusiungfnssunisidenlduinisvesiwidauduendnual
feflaruvannvangvasiugnud Wumadumadenlstuiuslnaundatu ifealddsnanssedy
Ragvioufsladesmumeldiunnsnaiu
drudadudiuynnanune AueIy AN karAuTEAUNIIANYY Nuanseiy Iseau
msindularevernAiud@ula sl oy 2.9a5511 liuwndwiy eralleanniwd@uda A
o lvgnu 2.905971 WuSwiaunsadndddnnnguime o1y 078 wasszaunisine Fedwmaliione
o) [y = v v & o a 1 [y v a & Y v a a a 1
91y 919N uarszaunsAnuliliidudadeiidwmadosedunisdndulagsvesgnansud@uila A
a1y 2.9a5971 FdlwouSUAILAFIU Hy, Hyp Hyc WaE Hye T9aonndasiuniddevasiivgnng amdiae
wawillay Feflen (2566) Anweatudiulssaumniseainfidadensindulavesuslaaniuan
Tuamiundarisveaiienllmzaemive wui Ussrnsnguievhaouidime a1y o1@insneiu daudniu
sedulsraunnsnaafidmadenisindulavesuiinanunanluwaiuidminvesneilangia
amelagswliunnsanaiu a1alioaunainnisilguinissiuniunanluwaiuidminounss
Hanziag1ilveg Liddaamznguina 81y 8130 wazaenndodiuauITevesgninsel ilouy
v & a = d' LY LY aa ! v a I a
wazAndnwal duasenia (2565) Anwiiertudadeniniseaianiunanenisdadulaienuslaa

warldusmssunusanewlowsen Tuanilusnisundiu Uan. Jawdanmeyauys nuirdadenamsnaie
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