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Marketing Mix Affecting the Decision Making on
Purchasing the Products of Akha Ama Coffee
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Abstract

This research aimed to study the marketing mix that affects the decision making to buy the products of
Akha Ama Coffee by using the questionnaire to collect the data. The analysis of the data and statistics by using
descriptive statistics showed the result that the marketing mix that affected the decision making to buy the product of
Akha Ama Coffee showed the overall importance at high important level (X = 6.12,S.D. = 0.76), in which the
product aspect was at the most significantly important level ( X = 6.65, S.D. = 0.38), the price aspect was at a
quite high level ( X = 6.04, S.D. = 0.42), the place aspect was at a high level ( X = 6.35,S.D. = 0.54), and the
promotion aspect was at the highest level ( X = 6.52, S.D. = 0.95). The hypothesis testing showed that the different
demographic characteristics of the consumers in terms of age, education level, career, and average income per month
reflected no significant differences on the mean of the marketing mix in terms of product, price, distribution channel,
and promotion that affected the decision making to buy the products of Akha Ama Coffee products. In order to develop
the business of Akha Ama Coffee, the following aspects showed be focused on: 1. The product aspect should use quality
raw materials 2. The promotion aspect should promote in online media as well as build the reputation at both
national and international levels by demonstrating social responsibility 3. The employees should be developed to
gain the expertise in their performance 4. The organization should have good partnerships who can widely distribute
the products. 5. The organization should be able to build the passion for the products among the customers.
Keywords: 1) Marketing Mix 2) Decision Making 3) Coffee Shop
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fosar 43.50 aun¥nluaseunsd 91uIU 30 AU
Andudosar 15.00 Wieu/fiousinau $1uiu
64 au AnlduSouay 32.00 Wiy §1uu 19 A
Andudesar 9.50 dnwmznisldusnis/using
A% S 167 Au Andudes 83.50 Fanduty
3uu 33 au Andusesas 16.50

Yadudrulszaunienisnaindidnenis
Fnduladondnfusivesdruniunentn o
wud luarnsiulvanudidyeglusyiv
ANNEIAQYUIN (X = 6.12, S.D. = 0.76) AIWNTN 3
Haduddsvaumensaanaiiiiienisdnaulade
NAnA YYD U IUND1T 8131 TnslUsdIY
Ussnaumanseanaluusasauldsed

1) sundndue guslaalvndiiudfgy
sefunnniign (X= 6.65,5.0. = 0.38) lng
Seeadusiedeuiniudiauiles 3 aidu laun
msl¥ngAuiisiaunim (X = 6.89, S.D. = 0.35)
wyiniesduiilfidenvainnaty (X= 6.82,
S.D. = 1.28) wavsasiAniunuazindosdy
(X =6.61,S.D. =0.85)

2) arusian guslaaliaiuddgsyau
ADUTNNNNN (X = 6.04, S.D. = 0.42) lngl3asanu
edeunniuduties 3 awulann sIALUINyeE
AuAMAIN (X = 5.89, S.D. = 0.29) NANUINTa
AuUsInel (X = 5.82, S.D. = 0.46) Lagn1sinte
VeNTIAAUAITITAY (X = 5.75, S.D. = 0.57)

3) AUFDINNITINTINUY/NTEAUFUAT
Huilnalianudidyseiuann (X = 6.35,S.D. =
0.54) lngiFesarsusiedeunnluainutios taun
fudniivsinauiiomeremudosnste (X = 6.72,
S.D. = 0.71) H91MU18H U Social Media 13U
Facebook/Instagram/LINE (X = 6.38, S.D. = 0.93)
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4)) fumsdaaiuniensnain/msaoans
Aa1ALUUYTINTT guilaaliaudfgysedu
unfian (X= 6.52, S.D. = 0.95) Inei3eeddu
edeuinludrdutes laun tweuwnsianssy
warUszurduwusliaufiisafuruuin
Unnoggan1u Search Engine Marketing 19u

Google/Yahoo!/Bing/AOL/Miva (X = 6.86, S.D.
- 0.85) waunsdoyatnarsmadulydifeify
UszdR 0nnnuluegreswuringenndosiv
dufn (X = 6.64, S.D. = 0.37) Aurlslvfiuguou
(X=6.52,5D. =0.15)

71574 3 Yadduusraunanisnanniifenisanaulatendnsueivaasiuniwied 81un

ag2uUsZaNNINITNAIN ALaRY S.D.

AUNARNN U 6.65 0.38

ANUSIAN 6.04 0.42

ANUYDIVINNITINTAUY/NSEABAUAN 6.35 0.54
ANUNNTAWESUNNITHANG/

4 6.52 0.95
NSERENINAIARUUYTUINT

MNSIWEIUUSLAUNINITAAIN 6.12 0.76

MMAABUANLAFIL WU Bngunnsey
voafuilnaiidiadsninudidguestade
duUTTaUNIINITAAIAFIUNE R o 91 91 Lol
wand1efu wafiaadsainudifyeaade
FIUUTTAUNINTAAA FIUTIAT ATULDINIINT
$AsmMUe wazAunNISALESINIINITRAIATIS
nasonsinauladendnfurvesdununont
911 Fwsnenaiu Asesuiledrdynieada 0.05

sydunnsAnwfiuandnsfuveaguilan
finuadsanudidyredadediudszaunia
NIIAAINAIULBINIINITINTINUY LaEAIUNIT
duasunnenisnaialiuaniaty wallaiede
AudAgUestadudIuyszaunInITnaInaIy
NAnfueT uazdusian Hiladonisinaulede
nARSuiveIuAIUNEIY1 813l Auanaieiy

v v o

AszdutludrAgyneana 0.05

o ¥nfiumnsefuvesfuilnaiidiade
ANUdIAYVBITBEIUYTEAUNIINITAANA
ATUTIAT ATULDININITIATINUNY LALATUNTS
duasunienisnatadiliiunneiediy wadia1ade
ANdIAYUeIdaTBdIUYTEAUNIINITAAA
Frundndue Ailnadenisinduladendn faai
951U N 0197 913 fiuansafy Aiseiu
HudgAgyneaia 0.05

meldiadedefeuiiuaniafuvesusing
finuadsanudidyvesdadediulszaunia
AIAAINATULBINIINITINTINUIY WaEAIUNIT
duasunnenisnainliuanaiafy walianede
AnudAyYeIlaTudIuUTEENNIINITRAINA 1Y
nEnS e way dusian Afnadonisiaaulede

[ (4

NARNSUNVDITIUNTLNBIYT 81U NWANAIIAY

v v o w a

seautdedrAgsaia 0.05 A1 4

=b

A1999 4 MsTsuiisuaedvanudfyvestiatediulszauniinisnatafidinanoni1sdndulade
HARSTivaIfuNIUNe1Y1 871311 IWUNANNY SEAUNSANYT endinkazeliadusobion

v v - seldladede
Uadwdruuszauma a1y FTAUNITANE 1YW .
N1 A/1RN
F Sig. F Sig. F Sig. - Sig.
AUNARNS U 0.201 | 0.13 | 9.095 |0.03* | 6.098 | 0.03* | 0.852 | 0.04*
AT 0.052 |0.00* | 0.935 |0.02* | 5798 | 0.08 | 5971 | 0.02*
ANULTBINIINITININAUY 0.198 | 0.02* | 8.357 | 0.08 | 3.021 | 0.32 7.965 | 0.35
AUNTALESUNI9NISAaIn | 6.356 | 0.00% |12.795 | 0.07 | 3.169 | 0.25 | 4.369 | 0.09

NN *seautledfaynieada 0.05
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