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Abstract

This research entitled “Consumer Decision-Making Behavior of Coffee and Bakery Shop
Consumers in Pathum Thani Province” aimed to examine demographic factors, purchasing and
service usage behaviors, and perceptions of online marketing promotion influencing
consumers’ purchase decisions in Pathum Thani Province, where competition among coffee
and bakery businesses has intensified. This study employed a quantitative research design.
Data were collected through an online questionnaire from 400 respondents, with the sample
size calculated using Cochran’s formula. The participants were consumers aged 20 years and
above who had previously used coffee and bakery shop services in the area. Data were
analyzed using descriptive statistics, including frequency, percentage, mean, and standard
deviation, along with inferential statistical analysis to test the research hypotheses. The
findings revealed that most respondents were female, aged below 29 years, primarily students,
with an average monthly income of less than 10,000 baht. Most visited coffee and bakery
shops 1-3 times per week, preferred tea and bakery products over coffee, spent
approximately 101-200 baht per visit, and tended to use delivery services more than in-store
services. The most influential factor in selecting a shop was product quality and taste, followed
by menu variety and store atmosphere. Regarding online marketing promotion, discount
campaigns, buy-one-get-one-free promotions, customer reviews, and influencer marketing
significantly enhanced consumer interest, trust, and purchase decisions. Additionally, age,
education level, and monthly income were statistically associated with purchasing behavior.

In conclusion, integrating appropriate online marketing strategies with consistent
product quality and service experience can enhance competitiveness, stimulate repeat

purchases, and foster long-term customer loyalty among coffee and bakery businesses.

Keywords: Consumer behavior, Purchase decision, Online marketing, Coffee and bakery shops
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