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Abstract

This research Learn about the different types of personal factors that affect the decision to
use a coffee shop True (True Coffee)in Bangkok. And to study the relationship between
product quality. Service quality and the value that has been influencing satisfaction and chose
the coffee shop True (True Coffee) in Bangkok. From a sample of 400 people using statistical
research tool is used to analyze the data were percentage, mean, standard deviation. The
statistics used to test hypotheses include the chi set at a level of statistical significance .05.

The results showed that Factors affecting the coffee shop True (True Coffee) in Bangkok
found that respondents most were female, aged 20-25 years, the level of education, average
income per month 15,000-25,000 baht professionals, students / students / student. And a
single, the results showed that the product quality and value that customers receive quality
service. Have a positive influence on customer satisfaction. Product quality and value that
customers receive quality service. And customer satisfaction have a positive influence on the

decision to opt for a coffee shop.

Keywords : Decision; Coffee Shop True
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Model R R Adjusted R Square Std. Error of the Estimate
1 616° 379 374 44884
2 706° 498 493 48916

a. Predictors: (Constant), AALATY, ANNINUINIS, AMNINELAT

b. Predictors: (Constant), m1uitanalaiilasy, AnnInu3nis, AuAlasy, AunInduen

9109130 1 @guladn auAnlasu Aunm
U3IN3 wasAuNMELAT Innnuduiusseauliu

nansiuauianala (R = 0.616) Imsqmﬁhﬁ

105U ANIMUINIT waEAMNINEUAT a111509
Y a ~ v 2
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a v a v w ¢ o @ o § ¥ a v a & v 2
warAuNIMAuAIdAuFuRUSIEAUgeiunis aunsaviliinnsanduladels 49.8% (R =
indulage (R = 0.706) Ingauitanalailasu 0.498)

AMAINUINITANAINLATY WaTAMATNAUA

1919 2
M353tATI2% ANOVA
Model Sum of Squares Df Mean Square F Sig.
1 Regression 48.670 3 16.223 80.530 .000°
Residual 79.777 396 201
Total 128.446 399
2 Regression 93.805 4 23.451 98.010 .000°
Residual 94.513 395 .239
Total 188.318 399

a. Predictors: (Constant), AAILATY, ALNINUINIS, AMNTNELAT
b. Dependent Variable: anuianelaiilasu

c. Dependent Variable: Msfndulade

9109137199 2 a3uladn Jadenesunnen ANUTINDlINLATY AMNINUINTT AAINLASY
AU ¥30 ANAINUINIT USBAMATNEUAT wazAUNMELABE ARl viTaNIue 3
28141n0819%Te NIONIUA AuFURUSAY AMuFLNUSAUNIAnaUlate (Sig = 0.00)

Auianela (Sig = 0.00) waz Jadenigau

f1919 3

auntsanneedinypuyestiadenilensnanenuinelanlysy

Model Unstandardized Coefficients Standardized T Sig.
Coefficients
B Std. Error Beta
1 (Constant) 3.274 146 22.465 .000
ANANEWAT (X,) 247 047 417 5.282 .000
AMANUINT (X,) 015 037 028 415 678
@mmﬁlﬁ%’u (X3) 136 .040 .209 3.372 .001

aunsanneewg: Y = 3.274+.417X; +.028X, +.209 X

a. Dependent Variable: Anufienalanlasy
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9nM15197 3 agulFiamnmaud uas
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Anuduus fuaufianela deladeiianunsa

weaNuitanalalauniian fe AmnIELA

aunIsonneelTInyauYetavedonsnanensinaulate

Model Unstandardized Coefficients Standardized T Sig.
Coefficients
B Std. Error Beta

1 (Constant) 1.150 .240 4.800 .000
AMNWAUAT (X,) 207 .053 288 3.916 .000
AMANUIANT (Xp) -116 .040 -173 -2.889 .004
qmmﬁlﬁ%’u (X3) =271 .045 -.345 -6.093 .000
Auianelaitlasu (X)) 919 .055 759 16.787 .000

aumsanaoenaas: Y = 1.150+.288X; + 173X, + 345X, + 759X,

b. Dependent Variable: nsanaulaie

i

391519 4 asuladn Aaunndudn
AN MUINT AAlEIU auianeladilady
fenuduiugiunisinaulade (Sig < 0.05)
Yadeiianansnruenisdaduladeldundian
Ao Anuflanelafildsu (Sig = 0.000 uay Beta
= 0.759)
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