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Abstract

This research article 1) personal information, 2) service selection behavior, 3) the
level of marketing mix, and 4) the influence of marketing mix on consumers' decisions to use
fresh coffee shops at gas stations in Mueang District, Nakhon Ratchasima Province. The
population for this study consisted of 400 Thai consumers who had used freshly brewed
coffee shops at gas stations in Mueang District, Nakhon Ratchasima Province. The data
collection instrument was a questionnaire with a reliability coefficient of 0.891. Statistical
analyses included frequency, percentage, mean, standard deviation, and multiple regression
analysis.The results showed that the majority of the sample were female, aged between 30
and 39 years, held a bachelor's degree, were single, had an income between 20,001 - 30,000
baht, and were employees of private companies. Regarding service selection behavior at
fresh coffee shops in gas stations, the sample consumed coffee beverages (caffeine),
including Americano, Espresso, Cappuccino, Mocha, and Latte, and chose the shops because
they liked the taste of the beverages. The fresh coffee shop located within a PT gas station
is Phanthai. Consumers spend 51-100 baht per visit, primarily on weekdays (Monday-Friday)
between 7:00 AM - 9:00 AM. Promotional activities are a key factor in their decision to use
the service. Overall, the marketing mix factors are considered to be at a high level.
Hypothesis testing revealed that the service process, personnel, promotion, and product
aspects of the marketing mix significantly influence consumers' decisions to use fresh coffee

shops within gas stations in Mueang District, Nakhon Ratchasima Province.

Keywords: decision service, Coffee shop, Gas station
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