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This research on marketing mix that affects the customers’ decision in selecting 
coffee shops located in gas stations in the area along the Ramintra-Art Narong Expressway in 
Bangkok was conducted for the purposes to study the coffee consumers’ behaviors and to 
study the marketing mix that affects the customers’ decision in selecting a coffee shop. 

The method applied to collect information was by conducting a survey whereby 
the questions were divided into 4 parts; namely, Part 1: General information of the consumer, 
Part 2: Consumer’s behavior in selecting the service, Part 3: Factors affecting the consumer’s 
decision to select the service, and Part 4: Consumer’s suggestions and comments. The 
surveys were randomly conducted on customers of the 8 coffee shops located in gas stations 
at the amount of 50 customers per one coffee shop totaling to 400 customers who completed 
the surveys during the dates and time of the on-site study.      

 The analysis was performed by using the primary data obtained from the survey 
and utilizing descriptive statistics i.e. describing the main features of a collection of data 
quantitatively by computing statistic i.e. percentage (%), mean ( ) and standard deviation 
(S.D.)    

As a result of the research, it was found that overall marketing mix that affects the 
decision making of customers in selecting a coffee shop located in a gas station in the area 
along the Ramintra-Art Narong Expressway in Bangkok is mainly considered on a factors of 
the provision of service first, the product at the second; the third is personnel, the forth is 
distribution channel, the fifth is physical presentation, the sixth is pricing and lastly is sales 
promotions. Consequently, business operators are required to adjust their strategies to serve 
the customers’ needs in order to archive the maximum benefits from the business operations.
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