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The purposes of this study were investigate decision making about coffee purchase by
customers at Homepro Coffee Road Shop of Prachachuen Branch in Nonthaburi Province, and to
compare their decision making, classified by their personal factors. The samples in this research
were 373 customers collected through systematic sampling. Questionnaires were employed as
a research tool to collect data. Then the data were analyzed by using package computer program to
find out percentage, mean, standard deviation, t-test, F-test, and match pair test by LSD
comparison.

The research results revealed that:

1. Overall the customers’ decision making about coffee purchase was at a moderate
level. In the analysis of individual aspects, it was found that the two aspects including service
process, and service staff were at a high level. However marketing prombtion was at a moderate
level.

2. Decision making of the customers with different genders, ages, education levels,

occupations, and incomes was not different.





