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The purposes of the study were to determine the Factors Affecting the Customer’s
Dicision of Selecting Coffee Shops in Bangkok ;to determine the decision of customers and
marketing factor; to compare the customers’ decision, classified by specific factor; to study the
relationship between marketing factors and purchase decision and to study the relationship
between specific factor and marketing factor. The study populations were 400 customers from
Customer who were using the services from 3 province Ladprow Bangkhen and Chatuchak. The
research instrument was a questionnaire which developed by the researcher. The statistics used to
analyze the data were percentage, mean, standard deviation. T-test,Anova Chi-square and
Multiple Regression

Based upon these findings, it was concluded that:

1. In analyzing decision process, the evidence showed that mean of decision in overall
were at high level. The aspects could be ranked , from highest to high ; test, type of coffee )
brand and discount '

2. In analyzing marketing factors Affecting the Customer’s Dicision of Selecting
Coffee Shops overall were at highest level. However, when taking each aspect into consideration,
it was obvious that the Price was at the highest level. Product and Distribution was at the highest
level. Marketing promotion was at a moderate level.

3. Factors Affecting the Customer’s Dicision of Selecting Coffee Shops in Bangkok;
it was found that sex had not different reasons of dicision of selecting . Coffee Shops. Their
dicision on personal factors ; age , levels of education , occupations and incomes had not different

reasons
4. In analyze the factors affecting the customer’s dicision of selecting coffee shops,

the evidence showed that the marketing factors such as product, place and marketing promotion.
the price is not'important factor reasons of dicision .because more customer had the most incomes

they have interest in quality product , line distribution and marketing promotion





