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ABSTRACT

This study has objectives to study relation of demographic difference to study the
differences of personal factors that affect the decision to buy a coffee in Starbucks (2) to study
the relationship between the market-oriented integrated and purchasing decision makers on
Starbucks (3) to study the relationship between other factors that influence on buying Starbucks
coffee decision to buy coffee. The samples used in this study were both male and female
consumers. Which segment in Bangkok and its vicinity. Customer of Starbucks Coffee are also
include Co., 400 sample areas using. This study using questionnaire as a tool for data
collection to find out statistics and data analysis which indicate on percentage, mean, standard
deviation, t-Test F-Test Statistics ANOVA and Multiple Regression Analysis (MRA) with statistical
significantly at .05 levels.

The results showed that majority sample were female who has in range of 31-40 years
old, single and level of education were bachelor’s degree. A career as a private company /
employees. The average monthly personal income 20,001 - 30,000 baht . According to the
result, promotion (buy one get one free) is the most important to buying decision on Starbucks
Coffee, marketing integration, the study found that factors (Promotion) is promotion.
Consumer opinions about the promotion,buy 1 get one that is most important. And other
factors affecting integrated marketing communications. The study found that the loyalty to
the brand. And trust in Coffee Starbucks Coffee. Relation to the decision to purchase Starbucks

Coffee Co. of consumers. Statistically statistical significantly at .05 levels.

Researchers have suggested. by use of this research data to guide the marketing
strategy and development of integrated marketing communications (IMC) on Starbucks Coffee
Co. (Starbucks) to satisfy and attract consumers in the future. Using the data in the study and
development of the various factors that affect the decision of consumer advertising and
public relations. Promotion (Promotion). Sales process (Sale Procedure) product image
(Brand Image) loyal to the brand (Brand Loyalty) and trust (Trust) for consumers to buy
Starbucks Starbucks Coffee (Starbucks).

Keywords : Corporate Governance, Director Compensation, Management Compensation,

Firm Performance
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