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 The objectives of  this  independent  study  were  to  study  The Affective Factor of 
Selection in the Coffee bar Business Investment: Tambon Phra Pathom Chedi, Amphoe Mueang, 
Changwat Nakhon Pathom. In  this  case,  the investment of  the coffee shop  were  allocate  to 3 
kinds : the stand alone,  the corner (Kiosk) and  the cart. 
 The method  of  this  study  were  used  for  2 Groups.  For  the  first  group (the 19  
coffee  shop  business  owners  from  all  (24 ones) ; 79.17%,  who  allow  for  interview)  were  
by  interview  and  using  a  questionnaire  in  order  to  collect  data.  For  the second  group  (the 
5 person  who was  sampled  from  the  coffee shopzs  customers)  was  by  using  questionnaire  in 
order  to  collect  data. 
 Use  the  primary  data  from  the  interviewing  and  the  questionnaire  and  use  
descriptive  statistic  for  present  percentage,  frequency,  mean  and  standard  division  by  
tables.   
 The  results  of  this  study  were  the  majority  of  The Affective Factor of Selection in 
the Coffee bar Business Investment: Tambon Phra Pathom Chedi, Amphoe Mueang, Changwat 
Nakhon Pathom were  choose  the  business kinds   by  consider  finance  factor  at  the first  
priority,  and  more  priority  were product ,   marketing  and  management  factor  at  the  last  
one.   The suggestion factor were layout and location.   The  first  factor  that  influence  to  use  
service  in  the  coffee shop  were  the  product  factor  and  more  priority  were  price,  location  
and  promotion  at the last  one. 
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