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Abstract

Purpose - This study aims to examine the marketing mix factors and brand equity that influence
consumers’ purchasing decisions regarding freshly brewed coffee from Get Along Specialty
Coffee among consumers in Bangkok and its metropolitan area.
Design/Methodology/Approach - This study was quantitative. The sample consisted of 400
consumers in Bangkok and its metropolitan area who had previously purchased or were currently
purchasing freshly brewed coffee from Get Along Specialty Coffee. Data were collected through an
online questionnaire. multiple regression was employed to analyze the data.

Findings - (1) Most respondents were male (58.5%) aged 31-40 years (43.7%) with bachelor's
degree (61.2%) (2) Marketing mix factors explained 33.4% of purchase decision variance (Adjusted
R? = 334), with promation having highest influence (B = .256), followed by product (B = .228) and
place (B = .150). (3) Brand equity explained 26.2% of purchase decision variance (Adjusted R?
= .262).

Managerial Implication - Priority should be given to marketing promotion particularly by
enhancing communication through online channels and developing attractive promotional
campaigns. Subsequently, attention should be given to product development by maintaining
quality standards and increasing product variety. In addition, overall brand equity should be
created through effective brand storytelling and integrated communication strategies.
Research Limitation — the study was limited to consumers in Bangkok and its metropolitan
region who had purchased fresh coffee from Get along specialty coffee. As such, the findings
may not be fully generalizable to other coffee shops or consumer groups in different locations.
Originality/Academic Value — The contribution of this study lies in examining the effects of
the 7Ps marketing mix and brand equity on consumer’ purchase decisions within the specialty
coffee shop sector. Unlike previous studies, most of them focused on coffee chains and large

commercial coffee brands.
Keywords: Marketing Mix, Purchase Decision, Brand Equity, Specialty Coffee Shop
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Lrunul Get along specialty coffee fiffuitazmanlunsléuins 464 054 mmﬁqm
$runnum Get along specialty coffee infsldaindomsosulal 452 060  anndian

ATW32U (Cronbach’s alpha = 0.814) 463 043  wniian
AIUNITALEITUNITAAN

£1unuil Get along specialty coffee Ttaenadelawen 4.45 061 mnﬁqm
Ussmndumusadaiau

F1un1un Get along specialty coffee ﬁmﬂmwmﬁﬁaaﬂa 4.49 061 mmﬁqm
§1un1uvl Get along specialty coffee An1sUsEvdUNUS 4.45 059 mnﬁqm
fdede

£1unuil Get along specialty coffee flusTuduarinaue 439  0.64 mmﬁqm
DEYIUNUIZF

ATN59U (Cronbach’s alpha = 0.865) 446 0.64 mm?iqa
AIUYAAA

WIAMUSIUAIUN Get along specialty coffee TUSA1TAIY 4.77  0.46 mmﬁqm
AUGNN

WiIN9UIUNIUN Get along specialty coffee @ansalwuinig 470  0.48 maﬁqm
Igagnsgndios 53m57

WIAMUSIUN U Get along specialty coffee Triauanlaun 568 051 mmﬁqm
anmlunsliusnig

WiNIU3UNUN Get along specialty coffee imu3 Amnudugy  4.68  0.51 mmﬁqm
TuguAnduedned

257U (Cronbach’s alpha = 0.888) 470  0.40 mnﬁqﬂ
ATUNTZUIUNIS

F1un1uvl Get along specialty coffee Hv0in19n5T15zRUlA 473 0.51 maﬁqm
NI NUATHEAINEUNY

F1un1uw Get along specialty coffee HnszUIUNISIAUSNTS 4.67  0.53 mnﬁqm
HUszansnm

Ieuaudlunafimangay 461 053 1niian
aansndsdudnlasinigs azmnauie 459  0.53 1niign
ATMN352Y (Cronbach’s alpha = 0.852) 4.65 0.42 Wndign
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A15199 2 Al drudesuuuinsgiusazssiuauaaiuresladediulszaunisnainves
F1unuul Get along specialty coffee (sig)

YJadwdrudszaunanisnann X D ulawa
ATUANBUTNIINIEATN

F1un1unl Get along specialty coffee HussEINIAAZAINEUIE 4.69  0.52 mnﬁqm
F1unui Get along specialty coffee ﬁ‘ﬁuﬁﬁmwammzauuaz 465 049 mﬂﬁqm
dx079

§7unuvl Get along specialty coffee fimsmnusaduondnual 4.68  0.49 mnﬁqm
$1unH Get along specialty coffee Siussyfininn wazinaula 459 054 niign
ATMN359Y (Cronbach’s alpha = 0.823) 4.65 0.41 mm?'iqﬂ
AMAINTIEUA udana
ATINTEUA5IU Get along specialty coffee latTupenam 4.42  0.63 ma‘ﬁqm
Sanideshilununiwwesdiu Get along specialty coffee 456 053 andign
ATMN35Y (Cronbach’s alpha = 0.816) 449 0.58 mnﬁqw

nauiegslimuAaiuneladudiuuszaunsnain (7P) vasdun1un Get Along Specialty
Coffee Tnpsmeglusziunniian iWefinsandusesuuazdadifuainunlllies wuit fuyasa
firndogeiian sesamnAe MudnuaINIsn M uaziunsEUIUNS deilAnadewiniu danfe
futomnansdadming musesunaniae wazsun dufuiisuedetosiigare funs
duaSumanan oghdlsfinu ndudsasedlussduinniiaaiomn

Tuduves auAmsEUA wuindaedeegil 4.49 Jeeglusefuinniianiduiu Tneile
WBuileuiuaadssnues 7P (4.61) Uit auAmsaudildiederinittedudinuuszaunismans
Tngsuaniioy

gl 3 MstnseiieatussiumnuAniunsinauladenunanand unu Get along

specialty coffee vaguslanlunguvmumuasiarUsuuna

A13799 3 Aedy drudsauuninsgiutazszauauAaiunsanduladeniunanainiiunium

Get along specialty coffee vasguslnalunsunnumMuAsLAzUIHAMA

n1sdnaulade X SO wlama
nsnseninielaym 4.22 0.53  wnilgn
nsAUMTaya 413 064  anfiagn
nsUsziumaienuaznisiden 455 055  anfin
nsdensuduarnite 459 040  :niian
NSz INSTo 4.63 0.47 mmﬁq@
ATN59U (Cronbach’s alpha = 0.916) 4.42 0.39 mm?iEjﬂ
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A15199 3 Aede dudesuuespIulassyauauAniunsAnauladoniunanainduniw
Get along specialty coffee ¥ae{uslaalunsunnumuAsLarUIUAmA (fo)

nsindulade X SD  wlawa
n1snsrtingeteyi

Punuiteruaniy 455 059  3niign
Aunundudsed 449 069  wniian
Punundunuedian 403 076  mniian
Aumusiterindsny 380 083 N
ATN59U (Cronbach’s alpha = 0.916) 4.22 0.53 mﬂﬁqm
nsAuMdaya

losudeyanninauuey 439 065  1nign
mieyaanduuziesnuiiniiaeie 412 074 anndign
ylUsluduanunaniesuseulaing 9 404 080  anfian
mMyayARUNULN 399 083 un
ATN59U (Cronbach’s alpha = 0.738) 413 0.64 mwﬁqm
n1sUszliumeifeniaznisiaen

Uspifiumadentonunanamn LAz fanEn S 466 049  1niign
Ussidiumadondenunanngian 4.65 0.56 mwﬁq@
Uspifiumadentoniurananuiidasimiog 451 059  :niian
Uspifiumadendomunannmsdauaiunisnain 438 071  1niign
ATN59U (Cronbach’s alpha = 0.763) 4.55 0.45 mnﬁajﬂ
naidaniuduaznisde

dnaulatonuminszinnuazern uazanlul 466 049  anfign
sinAuladenurlkneauamas A Tianya 465 056  3niian
dinanlatonurinszdelavanuasnsUsseduiusens o 452 059  3niian
ﬁﬂauif\]‘%@ﬂﬁLL‘WL‘Wﬂ%iﬁGUWaQﬂUWH 4.69 0.50 uﬂﬂﬁqm
257U (Cronbach’s alpha = 0.754) 4.59 0.40 mn‘ﬁqﬂ
NSLUILNINEINITD

wnduBoniuniuiudnluowian 467 048  1niign
wlideyaunifiou wieauddnlvideniun 477 042  wniign
ndssiulaluauazmnnaduaragnduanliuinidnads 424 074 wniian
whnsinsoruiulnensailefatydunmus 469 052  3niign
2374 (Cronbach’s alpha = 0.731) 4.65 0.41 mnﬁqm

nsdmaulagonunanaindiu Get along specialty coffee TLumwmuag’iuazéﬁ’ummﬁqm
(X =4.42,SD = 0.39) Imaﬁmm'}m%aﬁumaqLﬂ%‘laﬁﬂmzﬁugqma (alpha = 0.916) dlefiansan
sedunuimniateeglussiuinniian Taeidosddumuanadelddiel funssuunmandnisied
Awadegean ( X = 4.63, SD = 0.47) Gafuilanseyinaslidoyauurihuifiounteausdnliniogs
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flan s09a0nAe Frun1ndeniruduazniste ( X = 4.59, SD = 0.40) Ineiiufisamifignuinidu
Hadndn ausiedunisussfiumadenwagnisiden ( X = 4.55, SD = 0.55) Falviauddaiu
AMAMLaLFINGATUN Arun1sasyvindeldam ( X = 4.22, SD = 0.53) uagandugaiingda Aunis
Auteya ( X = 4.13, SD = 0.64)

dauil 4 ﬂ'1imaauamagmﬂa%’aﬁauﬂizaumimmmﬁﬁam%wasiamiﬁm?m%%yaﬂmv\lam
INUNWN Get along specialty coffee vaeuUTInAlUNTINNIMIUASLALUTIMNS

M13199 4 Mylaseitifediulsraunisnananldvsnadenisindulaoniunanainiuniun Get
along specialty coffee ¥ UTInAlungavmEmuAsLazUSIUMa ngldnsineinisanneenyaa

(Multiple Linear Regression)

Unstandardized  Standardized Collinearity
S s Coefficients Coefficients ‘ Sie. Statistics
B Std. Beta Tolerance  VIF
Error

AAaTi 2.069 0.134 6.596*  0.000
(Constant)
AuUNERS 0199 0.046 0.228 4.432%  0.000 0.604 1.655
(X1)
AUTIAT (X,) 0.096 0.037 0.122 2.626* 0.009 0.772 1.295
AUADIN 0.136 0.053 0.150 2.585*% 0.010 0.494 2.025
N1TIAINNUNE
(X3
prunsEaEsy  0.191 0.044 0.256 4.297*  0.000 0.407 2.126
ANTRAA (X4)
éf’]uqﬂﬂa (X5)  0.079 0.035 0.094 2.277*  0.023 0.972 1.029
ﬁﬂﬂ‘gﬂﬂa (X5) 0.070 0.035 0.084 2.026* 0.043 0.964 1.037
AIUATEUIU
N3 (X6)
AUANWEY 0.093 0.043 0.106 2.191*  0.029 0.718 1.393
NWAYAIN
(X7)

R = 0.588, Rz = 0.346, Adj. R2 = 0.334, F = 29.574, Durbin-Watson = 1.988
*dpdrAgnsadainszau .05
fanlinu Ao nsanaulageniunanainituniii Get along specialty coffee

NPT 4 WU NaNITIATIZINITaA00Y (Multiple Regression Analysis) 1ne35 Enter

a ) Y| Aa a ' o a & o .
nenfutladvduszaunimnaiaddnsnasion1ssinauladonunanainirunium Get along specialty
coffee vaUIlaAlUNTIVMUMMUATUALUTUUNANNTIN B3UI8ANNKUTUTIULA 34.60% TaeTady
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dutszauvnemanan dud funisduaiunisnana (xa) Tavsnasomssaduladenniign sesan
laun Audundadne (X1) AugeaninIsIngImuig (X3) Ausin (X,) AUuansuenIanIenIn
(X7) Fuyana (Xs) waednunszuInns (x6) ausiy dadeduszaumsnseaasia 7 fu SovEwa
semsinduladonunanaindiunum Get along spedialty coffee agfitfeddymeadnfiseiu 05
Tawan VIF T 5 uanedn Jadediudssaunienisnaialiiinn1ig Muticollinerity (Miles et al.,
2014)

dauil 5 m31/1maauaumagmﬁumamﬁ'1mﬁuﬁwﬁﬁamﬁwaﬁiamiﬁmﬁﬂﬁamwalamm
F1un A Get along specialty coffee vasguslnalungawmmumMuATwaTUTUMMA

(3 1

M13199 5 N1siAseiquAmsduanisninadenisdndulageoniunanainiuniuil Get along

¥

specialty coffee vaagusInalunsunnunuasuazUTuama lnsldn1siinsigvinisannoenyee
(Multiple Linear Regression)

Unstandardized Standardized
o Coefficients Coefficients
ALUT t Sig.
Std. Error
Beta
ﬂ'ﬁmﬁl (Constant) 2.217 0.138 18.256*  0.000
AUANAINTIEUAT (Y1) 0.424 0.030 0.573 13.957*  0.000

R=0.513, R? = 0.263, Adj. R?2 = 0.262, F = 142.305, Durbin-Watson = 2.093
*pdAgnsadinszau .05
fuusnu Ao nssinduladonunanainduniun Get along specialty coffee

N9 5 nud Fudsitlilumsinwaddannsoesuenisindulateiidvinadens
Faaulagenmunanarndiunum Get along specialty coffee Yo UsnalunsammmuAsIazUSUMmA
osurgAALUTUTILLE 26.30% asanAnsiduiivinadenisdnduladenuranaindiuniu
Get along specialty coffee {uilaalungammuviuaswazUsunma agafitudfynaadaisyau 05
(B = 0.256) e AuensAuAdsHasomsdinaulatonunegsdidedidy ndmie daanw
diladesufiatu fenudlafierdrelusaiiasdu Tase VIF lifiu 5 wansi1 dadudiuuszaunis
nsaaalulinn1g Multicollinearity (Miles et al., 2014)

anUs1EHNaN1SIY

msﬁﬂmL%laqﬂaﬁ’adauﬂszamwﬂﬁmamLLa:ﬁ@mﬂ"]mﬁuﬂ”wﬁﬁ@w%waGiamséfmﬁu%%a
Muana1ns NI Get along specialty coffee vaaUILnAlUNFUNIUMIUATUALUSUMMA @1150)
oRUTERam I IngUszasd Tided
fnguszasddod 1 ieAnuiiadudintszaumanisnand Tonswadensdiadulate
Nulan9In3u Get Along Specialty Coffee vasuUsInAlunTINNUMIUATHATUSUMMANANTANY)
w3 Yadedmuszanmansmanslaesuiidvswasemsinaulateetsiuddaymeadndisziu .05
Tnefuslansuiusvavsamuaanagvsnsnaimi3nsegluseiuinniign Insiamzsuyana Jedunum
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dgyrenisairsUszaunsaiuazanufimelavesuilng nanisdnundaenadasiuiuifanes
Kotler and Keller (2016) fl88U1871n15y5001N1509AUTENOUNNNTAAIABE NN LALILYBLTN
Usgvsammsailiunuiazdmasonuiianelavegnn suismenndeaiunideveiun avsyasel
(2567) finudn Yadudruszaunenisaataidninadenisdadulavslnaniunanegrefiduddey
oedlsfion szdumsuieglussiuinniign eneasioudnvaziazvesumMuIems i w
M3U3MT AnIdsimguesniinnu uazUszaunsalifednvesuilaa Tnensdvesiiu Get Along
Specialty Coffee Fuslnalirudfyiumsinsignin anugnies 132 wazanuimudenay
voswiinau Sedudmaenisdinaulatenarnisnduanlduinae

fnguszasddedl 2 ilefnuiauAinsdudiidsvinadsemsdinduladenuanvesdy
Get Along Specialty Coffee a3 USInAluNFANNEMUATUATUSUAMA HANTANYINUTY AMAINTIAULA
fdvawasieonandulatenssdideddymeadffisedu .05 Tnsnmsmmasnmanaudeglussdy
wnnilan azvieudnfuslaafimssudaanm anudediu rnugniu wazamAnAreuUTUAlusEUAS
nan1sAnwfiaonadesfuuuiAnues Aaker (1991) fiszyinassusznouvesnmainsdud Téun
mssuinsnAud anudenlestunsidudn mssuinuamm wavanuAnfsonsidud Sullunumdidey
somssndulate wenani deaenndosturmiAdevesyave uasanssa (2562) finuinmaRTAuN
fisnswaransinduladodies iifuddny egslsfny sedunanisdnunfiegluseduainiian
pAnINE Yz ZYR s NN LANTIUAMAWIA AU 1NASgIUMTY WarS M nuaivBuUTUA
fidniau dawalifusinaamisaandiuusudldd farudeiulununin wasfiuuldilunisdad,
sufensvenseludsuaneesieiiles

JDLAUBDLUL

1. UalauauwUBLIIUTIg
1.1 §Usznaumsiunundszian N uNilawiyy Get along specialty coffee A5l
auddnluiunsduaiunisnain uagsundndng msjutunagninisdeaisnisnatn gy
ilusTudusnediow n13337 daRanssu Coffee Workshop AnuauasgIunIsAndaniudnnium
é’@LﬁaﬂL@Jﬁmmmmémqﬂﬁﬁﬂmmw UszilunziuuAmn1n (Cupping Score) dauai’wmae?fmﬁuﬁm
a319AUUANA19 N ALY T
1.2 fUszneunmsmsiauuazdearsauanmiudegnadaides fesumssuiamnin
mmnidetio uasdndnuaiveuusus Lﬁaamﬂﬂmmmﬁuﬁﬁﬁﬁwﬁwam'amiﬁﬂﬁu%%aasmﬁﬁaﬁﬁ@
M3 nwmIIUAMANALA LAY UsTAUMSalgnAeEsaitaN sz teiai s usnALay g
Fod-luszazen
13 fusznoumsmsjaiuianndnyeans Wesndutiadenisvinags mmjaiu
msWaLTnsrsmnsd e Aefumis MsUinsanén uasnsdeans wWeadsUsvaumsal
i uazanuuszivlawnguilan sudsmseenuuunszuiumsliinisliiaunnga gndes uas
ashiaue
2. forauauugiitensidelusuian
2.1 msvgeveuansAnwluSumurissnvdu oaBsuiisussineunuiiim
Sasyiuiunuiaierns Weleseiaruuanisvesiladeiiddvinademssindulate iletnsey
ATILANATIBYE AR uA I ST NI AALA ANA AT AL TiTen A ate
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22 ensdudiumsideluguuuuszesem WeRnnumeinssunistos musnideuusud
wazualvunsasuuaswesuslaalunguniuniivey definsudsduganazinainedusiaiiios
msAnuludnwazinanaztiofiumusiuglunsesuenginssuduslnauazatduayunisnauny
nagnslussevenlaegaliusednsnm

2.3 msEnwfulsiuduiiindeaiiuiy msidelusuanorafiansandiuysiiudy
iy Uszaumsaigndn masuame viernaynitutususud delidlangfnssuduslneldandty

2.4 MsAnEUUITERIRA NI UGIUTINM Asiinsldnsdunivalilednniens
aunuIngy e uiemamaidsdnvosmninssuguilan dsazdavatiuayuuazveoraandoya
WU
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