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ABSTRACT

his research aims to study on 1) The satisfaction for Starbucks’ products and services of
Rangsit University students 2) The satisfaction for Starbucks’ products and services of Rangsit

University students based on demographic factors.

This research used a survey questionnaire as the data collection tool, carried out on a
sample of 400 respondents who are Rangsit University students. Statistical methods used in the
data analysis include frequency, percentage, average and standard deviation. The research
carried out a hypothesis testing using One-Way ANOVA technique and LSD method for pairwise

comparison on any differences found



The results from the hypothesis testing indicate that, based on demographic factors,
the differences in gender, age, education and income of Rangsit University students do not
contribute to different customer satisfaction for Starbucks’ products and services, whereas the
difference in marital status of Rangsit University students do contribute to different customer

satisfaction for Starbucks’ products and services.
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