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The relationship between marketing mix and instant coffee consumers
purchasing decision in Chumphon province
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Abstract

The purposes of the study were to study 1) the marketing mix of instant coffee in Chumphon; 2)
the decision-making for purchasing instant coffee in Chumphon; and 3) the relationships between the
marketing mix and the decision-making for purchasing instant coffee in Chumphon. It was quantitative
research. The population consisted of consumers who had previously purchased instant coffee in
Chumphon. A nonprobability sampling method of convenience was employed, with a sample size of 385
people, selected using Cochran's infinite population method at a significant level of .05. The instrument
was a guestionnaire with a reliability of 0.95 and a content validity of 0.83 -0.92. The statistics used to
analyze the data were mean, standard deviation, and Pearson’s correlation coefficients.

The results revealed that 1) all aspects of the marketing mix, including product, price, sale, and
promotion, were at the highest level in terms of the decision-making of instant coffee purchase in
Chumphon. When considering each aspect, it was found that the product aspect in the marketing mix had
the highest level towards the decision-making of instant coffee purchase in Chumphon; 2) all aspects of
the decision-making for instant coffee purchase in Chumphon were at the highest level. Upon considering
each aspect individually, the need perception aspect had the highest average score towards the decision-
making of the instant coffee purchase in Chumphon; and 3) the marketing mix of product, price, sale, and
promotion were positively related to the decision-making for the purchase of the instant coffee in
Chumphon at a statistically significant level of .05. The recommendations were to improve the package,
set a reasonable price compared to the benefit of the product, diversify the number of sales channels,
promote the product in multiple media channels, and offer samples of the product to consumers in order

to motivate them to purchase it.
Keywords: Marketing mix, Decision-making for purchasing, Instant coffee
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