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Abstract 
   The objectives of this study were 1) to study the important level of marketing mix for montnomsod cafe  of 
consumer in Bangkok metropolitan and  2) to compare  the important level of marketing mix for montnomsod 
cafe of consumers divided by personal factors. The sample consisted of 400 consumers. The Questionnaires 
were used to collect data. The statistics used in this study was percentage, arithmetic mean, standard 
deviation.  t-Test and One-Way ANOVA were used to test the hypotheses. The results showed that  
   1) In overall, the important level of marketing mix for montnomsod cafe in bangkok metropolitan was at 
high level. When consider each dimension, product was the most important dimension followed by process, 
people, price, physical evidence, place and promotion. 
   2) Age, Income and occupation; were difference in marketing mix for montnomsod cafe at statistical 
significance of 0.01. Gender and education were indifferent in marketing mix for montnomsod café 
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