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Abstract

The purpose of this research is to study the important factors that influence consumers' decision-
making in choosing a cafe in the Bangkok Metropolitan area, and to compare the demographic
characteristics and lifestyle patterns that affect the choice. This research was conducted using multiple
methods. Part 1 Qualitative Research; Key information regarding who has used a cafe in the Bangkok
Metropolitan area at least once, totaling 21 people. There were divided into three different age groups, then
put through semi-structured online interviews. The data from these interviews was analyzed and concluded.
Part 2: Quantitative Research; data was collected through questionnaires from a sample group of 200 cafe
customers within the Bangkok Metropolitan area. The statistic used in the data analysis were: conjoint
analysis, descriptive statistics and inferential statistics.

The research findings indicate that the sample groups ranked the importance of decision-making
factors for choosing cafe in the following order: convenient location for traveling to the cafe, cafe decoration,
availability of parking space near the cafe, advertising, and taste of the coffee. The hypothesis testing
results reveal the following: 1) Consumers of different genders gave unequal importance to taste of coffee
and cafe decoration. Whereas, consumers whose ages, education level and average monthly income were
different all gave unequal importance to cafe decoration, and availability of parking space near the cafe.
Furthermore, Consumers of differing occupations gave unequal importance to the taste of coffee,
advertising and availability of parking space near the cafe. 2) Consumers with different frequencies of
service usage gave unequal importance to the advertising. 3) Customers with differing lifestyles and
opinions gave unequal importance to the cafe decoration and availability of parking space. This study
demonstrates the overall preference scores and the ranking of decision-making factors among consumers.
Therefore, the research data will enable business owners to identify the importance of each factor that
influence consumers' decision-making in choosing cafe and develop strategies accordingly. This information

can be used to improve and enhance their businesses in the future.
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3.2 $5naulnaan (Review from family,
friends)
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FUmUn UITEFT AV INLNLATNNIANLEIIN wunanuwe tauldadadinTeh T-test

fasalunisandule WWe Mean Std. t df Sig.
Wanlgusnissw deviation -
nud tailed)
IRTIAVINUN figld] 13.52 9.79 1.92* 198 0.05
WY 10.95 8.41
MIANWAITIH TNE 21.79 14.99 -2.33* 154.43 0.02
wijy 27.44 18.26

*Ppdaynadanszay 0.05

na1wf 3 wud glivinshumudifinauandnuldanudayiufasslunsdadula
wWenldusnisiunud dussrdvasnuduszaumsanudsunandisnuadedipdaynasian

32U 0.05
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g MIANUGAIIIN 5.21* 2 71.70 0.00
vShmhuifeeasn 9.45* 2 63.03 0.00

FEAUMIANEN MIANUGAIIIN 4.03* 2 131.25 0.02
Vs uiifaaasn 6.41* 2 47.39 0.00

eldadndaidion NMIANLAII 3.99* 4 147.25 0.00
v uiifiaaasn 7.91* 4 99.62 0.00
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A1319% 5 usasmaidSoufisuanunandisnisivanudegnuiedslunisaaduwlaiionlsuinag
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Funun FuIETIATaIN N BRZAIRUTI M IUANaa T Snunanantnw lavldada

5187129 One Way ANOVA

asnluwns LARIANN Ss df MS F Sig.

aaawladenly  wilsisw

uSMIFwnun
IRTIANIUN 2WIWINGN 592.16 3.00 197.39 2.51* 0.05
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RIPEY 15950 199.00
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M
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RIPEY 69318.46 199.00
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Wwanlzuinisiwniud Forsythe
Mslamon 3.72* 4 44,69 0.03
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Funuwn dAumslasan Suwnanuanudlunslduiang lasldafidiiane’® One Way

ANOVA

fadalwns UHAIAN ss df MS F Sig.

aaawlatianly  wisilsan

u3nsmwaun
Mslason FTAININGY 1432.37 2.00 716.18 3.65* 0.02
mulungu 3856051 197.00 195.73
Pk 39992.88 199.00

'
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nuw
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*PpdAynIatanIzay 0.05
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