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FACTORS AFFECTING THE INTENTION TO CONSUME COFFEE FROM THE
COFFEE SHOP OF GENERATION Y PEOPLE

Noppanon Homsud, Thitiporn Samransart and Kanokwan Kitcharabhumi

Faculty of Management Science Silpakorn University

Email address: noppanon@ms.su.ac.th

Abstract

The purpose of this research was to study the factors affecting the intention of
consuming coffee from the coffee shops among Generation Y people. The sample was a group
of @ Generation Y people who used to consume coffee from coffee shops, which were
collected by using an online questionnaire. The statistics used in the research consisted of
frequency, percentage, mean, standard deviation. and logistic regression analysis. The factors
used to test the hypothesis include habit, society, energy, price, origin, and taste. The result
showed that habit, society and taste were the factors that significantly influenced the intention
of consuming coffee of Generation Y people. This research can be used to recommend coffee
shop entrepreneurs who want to penetrate the Generation Y group which is a group of
customers with high purchasing power. Understanding the exact needs of this customer group

leads to sustainable profit.

Keywords: Coffee Consuming, Coffee Shop, Generation Y, Logistic Regression Analysis
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