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Abstract

The purpose of this study was (1) to study the
factors influencing marketing mix to dairy products
purchase of coffee shop entrepreneurs in Muang
District, Surat Thani and (2) to study coffee shop
entrepreneurs’ perception in dairy product
purchase of Phatthalung Dairy Cooperative Limited.
The samples were coffee shop entrepreneurs in
Muang District, Surat Thani which were collected
using questionnaires of 250 shops. The statistical
tests included frequency, percentage, mean,
standard deviation and One-Way ANOVAs statistic.

The result of this study revealed that the
respondents focused mostly on product at the
highest level (X= 4.30); followed price (X= 4.12);
distribution channel (X= 3.80); marketing promo-
tion at the high level (X= 3.63) respectively. For
coffee shop entrepreneurs’ perception in dairy
products of Phatthalung Dairy Cooperative Limited,
it found that the respondents mostly did not know
the dairy products of Phatthalung Dairy Coopera-
tive Limited (74.4 %); the requirement of ‘gallon’
packaging (39.2 %); focusing on lower price than
markets but equal quality (86 %); the requirement
of dairy products distribution in convenience stores
(42 %); the requirement of creating advertisement
in television media at the highest level (70 %).
From the hypothesis test, it found that location

and characteristics of the different coffee shops
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influencing marketing mix to different price; the
amount of different fund influencing different
product; the different average income influencing
different product and price; the number of differ-
ent branches influencing different marketing

promotion at a significant level of 0.05
Keywords: Marketing mix, Influencing factors,

Coffee shop entrepreneur, Dairy products, Surat
Thani
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