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Abstract

The purposes of this research are (1) To study the factors that influence loyalty customers for
choosing a Starbucks coffee in Bangkok. That there relates with repeat purchasing, Word-of-mouth and
Cross selling. (2) To study the demographic data of consumers who drinks Starbucks coffee in Bangkok,
classified by gender, age range, highest level of education, average monthly income, occupation, and
different coffee drinking habits. (3) To study the factors of Marketing Mix that influence loyalty customers
for choosing a Starbucks coffee in Bangkok. (4) To study the brand value of Brand Image and Brand
Perception that influence loyalty customers for choosing Starbucks coffee in Bangkok. (5) To study the
reference of influencing groups with their decision to consume the Starbucks coffee in the province of
Bangkok. (6) To study the factors of Marketing mix Brand value and Reference Groups that influence
the decision to consume a Starbucks coffee in the province of Bangkok. The samples used for this research
was 400 people in Bangkok, using questionnaires as a tool for data analysis. The statistics used in the
analysis were frequency, hundred percent, average and standard deviation. The hypothesis was tested with
One-way ANOVA. If differences were found, they were compared individually. Using LSD and use
Multiple Regression analysis.

The results of hypothesis testing showed that Population in Bangkok with the highest gender,
age, education level, average monthly income, occupation, and different coffee drinking habits as a result,
the overall consumption of the Starbucks coffee is no different, with a statistically significant level of
0.05. For product Marketing Mix, Product, Price, Place, Service Process, and Brand Perception, including
reference groups, and primary groups, these factors influence loyalty customers for choosing Starbucks
coffee in Bangkok.
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