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ABSTRACT

This study aims to compare the marketing mix factors which influence on coffee shop
choosing decision of Thai tourists and foreign tourists in Chonburi Province area by using
questionnaire with the sample group which consists of 200 Thai tourists and 200 foreign tourists.
Statistics used for the analysis included arithmetic means, percentage, averages, standard
deviation, and hypostasis testing.

The study revealed that the majority of samples were Thai and foreign male tourists,
aged between 20-30 years. They got bachelor degrees. They had their own businesses with an
average monthly income of over 40,001 baht. The marketing mix factor focusing on the products
influences decision at very high level. For price factors,' distribution channel factors, and
promotion factors were at high level, as well. Hypothesis testing revealed that Thai tourists and
foreign tourists had different opinions on products and promotion. On the other hand, both Thai

tourists and foreign tourists have the same opinions on price and distribution channel factors.

Keywords: Coffee shop choosing decision, Thai tourists, foreign tourists

I




