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Abstract

The objectives of this study are 1.) To study the factors affecting consumer's behavior of coffee
buying decision from Starbucks. 2.) To study the marketing mix that affects consumers' behavior buying
coffee from Starbucks. This study is quantitative research by using the questionnaires to collect data. The
samples are: Consumers in Nonthaburi who buy or used to buy coffee from Starbucks. About 400 people.
Using the Stratified sampling. The statistics used to analyze data include: Frequency, Percentage, Mean,
Standard Deviation, T-test, F-test: One-Way ANOVA and Multiple Regression Analysis to test the
relationship between independent variables and based variables.

The results of the study showed that the most of respondents were female, age 20 - 30 years old,
single status, Bachelor's degree education, civil servants/ state enterprises, and average monthly income is
20,001 — 30,000 baht. The results about the personal factors age, status, education level, occupation and
income had an affect to consumer’s decision to buy coffee. But, only sex that didn’t affects behavior of
coffee buying decision statistically significant at a level of 0.05. The overall level of marketing mix was at
high level. The result about the marketing mix affecting behavior of coffee buying decision from
Starbucks in Nonthaburi Province. It can be concluded that the marketing mix affected to behavior of
coffee buying decision from Starbucks in Nonthaburi Province such as a product, price, promotion.
process and physical statistically significant at the level of 0.05. And Level of Opinion behavior of coffee
buying decision from Starbucks in Nonthaburi Province overall, it was at a high level. Buying decision,

postpurchase behavior and Evaluation of Alternative.
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