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The purposes of this research were (1) to study the level of the service marketing
mix and purchasing decisions: a case study of Jai - Kwang Caféat Warinchamrab District,
Ubon Ratchathani Province, (2) to compare customers” purchasing decisions at Jai -
Kwang café, Warin Chamrap District, Ubon Ratchathani Province, classified by personal
factors, and (3) to study the service marketing ‘mix affecting beverage purchasing
decisions at Jai - Kwang Café, Warin Chamrap- District, Ubon Ratchathani Province.
A quantitative research method was employed: The participants were 269 people who
used to use the service at Jai-Kwang,Cafe, Warin Chamrap District, Ubon Ratchathani
Province. The research tool was an.online questionnaire (Google Form) with a reliability
of 0.92. Statistics used in data.analysis were frequency, percentage, mean, standard
deviation, inference statistics'to test the hypothesis, Independent Sample t-test, One-
way ANOVA and Multiple Regression Analysis.

The results showed that the majority of respondents were single females under
30 years of age. Their highest level of education was a bachelor's degree. They were
employees( at._a company, department store, or shop, and their average monthly
incomenwas. more than 15,000 baht. In terms of the overall level of the service
marketing mix, it was found that the overall opinion level was at the highest level,
products and services were at the highest mean and marketing promotion was at the
lowest mean. For the purchasing decision, it was found that the overall level of opinion
was at a high level, the aspect of purchasing decisions was at highest mean and
behavior post-purchase was at the lowest mean. The hypothesis testing results
revealed that personal characteristics such as gender, age, status, highest level of
education, and occupation, affecting purchasing decisions at Jai-Kwang Cafe were not
statistically different, while different average monthly incomes affecting purchasing
decisions at Jai-Kwang Cafe were significantly different at the 0.01 level. Moreover, it

was found that the service marketing mix such as distribution channels and marketing



promotion factors affected purchasing decisions at Jai-Kwang Café, Warin Chamrap
District, Ubon Ratchathani Province, statistically significant at 0.01 and 0.05, while
products and services, prices, personnel, processes, and physical appearance aspects
did not affect purchasing decisions at Jai-Kwang Café, Warin Chamrap District, Ubon

Ratchathani Province.





