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ABSTRACT

In this quantitative research, the researchers examine Consumer Behavior Influencing
the Decision to Use Independent Cafés in Min Buri District, Bangkok. Data were collected using
a questionnaire. The sample population consisted of 400 peoples in Bangkok Metropolis using
the method of convenience sampling. Data were analyzed using the descriptive statistics of
frequency, percentage, mean, and standard deviation. The technique of multiple regression
analysis was also employed

Findings showed that service usage behaviors based on the 6W1H framework could
explain 52.8 percent of the variance in the decision to use independent café services in Min Buri
District among Bangkok residents. The behavior at the highest level explanatory power was
(Whom) influential persons in the service decision at 0.312 (t = 7.487, p = 0.000), followed by
(When) preferred visiting times at 0.238 (t = 5.512, p = 0.004), (How) decision-making method at
0.226 (t = 5.431, p = 0.000), (What) customer expectations from cafés at 0.213 (t = 5.499,
p = 0.004), and (Why) main reason for choosing the service at 0.144 (t = 3.365, p = 0.001).
Meanwhile, the behavior related to (Where) desired café location had a negative coefficient at -
0.109 (t = -2.866, p = 0.000), indicating an inverse influence on the decision to use independent
café services in the studied area.

Keywords: Behavior , Service decision-making
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e (X1)

2. (Where) ﬁmmaﬁmﬁgnﬁq -0.073 | 0.025 | -0.109 | -2.866 | 0.000** | 0.846 | 1.182

ABINNT (X2)

3. (When)oﬁmamﬁgnﬁwau 0.211 | 0.038 | 0.238 | 5.512 | 0.004** | 0.660 | 1.515

W FUINT (X3)

4. (Why)m@;ma%é’nlumi 0.105 | 0.031 | 0.144 | 3.365 | 0.001** | 0.669 | 1.496

\Banlusnis (X4)

5. (Whom) lasddniwasams | 0.202 | 0.027 | 0.312 | 7.487 | 0.000** | 0.708 | 1.412

T5uSns (X5)

6. (How) 35 saaawlatienls | 0.156 | 0.029 | 0.226 | 5.431 | 0.000** | 0.709 | 1.411

UIN3 (X6)

~

Y =0579+ 0.235(X;) - 0.073(X;) + 0.211(X;) + 0.105 (X,) + 0.202(X5) + 0.156(X)
Durbin-Watson 2.00 , R =0.887, R2 = 0.787, Adjusted R2 = 0.528, F = 72.417, p-value = 0.000

winsng * dnpdiaynsianszay .05, = SupdAynaianszey .01
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