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ABSTRACT

The objective of this study was to study the Motivation factors influencing consumers’
decisions in selecting local coffee shops in Bangkok and the Metropolitan area. This is a
quantitative research study that collected data from 400 respondents who have previously used
local coffee shops in Bangkok and its metropolitan area.

The research results found that the overall opinion level regarding motivations for choosing local
coffee shops was high ()? = 3.46, SD = 0.651), while the overall opinion level regarding decision-
making in choosing local coffee shops was moderate ()? = 3.29, SD = 0.603), Regarding personal
factors, it was found that age group and average monthly income were associated with differing
opinion levels concerning decisions to choose local coffee shops. However, gender, education
and frequency of coffee shop visits did not lead to differences in opinion levels regarding the
decision to use local coffee shops. The study also found that the most influential motivation on
consumers’ decisions to choose local coffee shops was emotional motivation, with a value of
0.258 (t = 5.232, p = 0.000). The second was patronage motivation, with a value of 0.221 (t =
4.388, p = 0.000), followed by rational motivation, with a value of 0.201 (t = 3.979, p = 0.000).
Product buying motivation could not explain the variance in consumers’ decisions to choose local

coffee shops in Bangkok and the metropolitan area.
Keywords: Motivation, Consumers’ decisions, Local coffee shop
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Y = 1.556 + 0.038(X1) + 0.133(X2) + 0.174(X3) + 0.158(X4)

R? = 0.315, Adjusted R? = 0.308
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