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ABSTRACT

Research subject Brand and experience factor affecting coffee buying decisions
in Bangkok. The objectives of the research were 1) To study Coffee buying decision in
Bangkok. 2) To study Coffee buying decision in Bangkok classified by demographic
factors. 3) To study Brand and experience factor that affecting the buying decision of
coffee in Bangkok. The Sample group used in this research was 400 people of coffee
consumer in Bangkok. Using convenience sampling method. Used to questionnaire as a
tool for data collection.

The hypothesis test results found that demographic factors such as age and
average of monthly income different as result, makes the decision to buy coffee in
Bangkok differed at significance level 0.05. For Brand, Brand Equity, Brand Story and
Experience factors Content Quality, Service Quality, System Quality are affected the

decision to buy coffee in Bangkok with a statistical significance at the 0.05 level.

Keyword: Brand, Experience, Decision
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