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Introduction 

Coffee shop industry is one of the food and service industries that are now in growing trend 

as many consumers who are coffee drinkers have developed their tastes on coffee consumption. 

Moreover, coffee drinkers have also changed their preferences instead of only consuming coffee, 

they also prefer to enjoy their time at coffee shops. Therefore, many coffee shops also pay more 

attention to interior designs nowadays. As Euromonitor mentions, there is an increase in the 

number of coffee shops operated.  

In 2018, there have been 8,025 coffee shops operated in Thailand and there has been an 

increase in percentage up to 4.6% in 2019.1 When looking into the coffee segment market growth, 

it shows that the revenue amounts to US$2,790m in 2020 and the market is expected to expand 

annually by 9.4% (CAGR 2020-2025). One of the well-known and leading coffee brands in 

Thailand that has an obvious growth that can be observed clearly is “Starbucks”. 

Starbucks is a coffee brand, founded by Jerry Baldwin, Gordon Bowker, and Zev Siegel in 

1971. Firstly, Starbucks started from only one coffee shop. However, today, it has had over 31,256 

stores all over the world. According to the news from Bangkok Post, due to the higher demand in 

Thailand, the Starbucks management team is very optimistic about the well-going growth of 

premium coffee demand in Thailand. The brand has aimed to double its stores up to 400 stores for 

the next five years as the Starbucks coffee chain has become more competitive. It feels the need 

for expansion to compete with higher competition.  

This was stated in 2018. Murray Darling, managing director of Starbuck Coffee (Thailand) 

mentioned the plan that they would like to open at least 30 more stores during 2014-2018; this was 

the fastest rate of growth in ASEAN. Not only the information that has been posted about 

Starbucks Coffee, but also, in reality, we can actually see many new stores of Starbucks where 

have recently been established. In comparison to other coffee brands, Starbucks Coffee has 

expanded its branches more quickly. Due to this fast expansion, it has sparked our curiosity to find 
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out more information on what factors influence the coffee drinkers to consume beverages and go 

to certain coffee shops, especially Starbucks Coffee. 

Furthermore, there is a growing trend for a 24-hour lifestyle to answer the needs of urban 

citizens. From the information for 24-hour lifestyle trend mentioned by Line Today, Starbucks is 

one of many brands that try to answer the needs of customers who like staying up or working late 

at night as in the present, many of new generation workers decide to be freelancers doing work as 

they are hired from time to time. Therefore, many people search for places to stay up late to work 

at night. This 24-hour lifestyle trend is called Mega-Trend—a new working lifestyle that has 

changed due to the change of technology together with the growth of SMEs in Thailand around 8-

10%. Due to the trend and the SME business growth, they have generated the idea of ‘co-working 

space 24hrs’ and coffee shops that provide '24hrs sit-in services’. 

Starbucks also tries to catch up with this 24-hour lifestyle trend. According to Starbucks 

Thailand’s Facebook page, there are 24-hour Starbucks Coffee shops in Bangkok, such as branches 

in Don Mueang Airport (Inter), Don Mueang Airport Inter Land 3F, Food Villa, Jas Urban 

Srinakarin, Little Walk Bangna, Siam Future Ekkamai, Siam Future Ratchayothin, Suvarnabhumi 

Airport, Suvarnabhumi Airport: ConcourseB-Airside, The JAS Wanghin, The Nine Neighborhood 

Center, The Paseo Park Kanchanaphisek, The Rest Area at Prachachuen, The Scene Town In 

Town, The Street, and Thonglor2. 

In addition, based on the information, our research team feels intrigued by the change of 

people’s lifestyle as it affects the coffee business and influences Starbucks to adjust itself to the 

trend. Jitpleecheep and Hicks (2019) mentioned that thirty years ago, there were not many choices 

for coffee drinkers in Thailand. There were limited choices to only Kafae Boran or instant coffee. 

However, at present, more consumers have developed their coffee preferences to have more 

various choices, especially freshly brewed. Moreover, based on Yu and Fang (2009), they 

investigated that income range is the factor that affects the fulfillment of self-actualization. People 
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with high incomes are willing to pay for experiences and have higher levels of needs, vice versa. 

Therefore, the main goal of our research is to study whether what factors are statistically significant 

that have their influences on consumers' frequencies on their consumption of Starbucks brand 

beverages per week.  

The population of the interest is coffee consumers in districts of Bangkok with a sample 

group of 366 respondents through google online survey.  Our hypothesis for this research are: 1) 

The demographic determinants, except frequency of consuming beverages from the other coffee 

brands’ beverages, all have positive correlations to the frequency of purchasing Starbucks 

beverages, 2) People who have ever bought other Starbucks merchandise and believe that 

consuming Starbucks products help improve their social images are more likely to purchase 

Starbucks beverages, and 3) Price negatively correlates, while the other influential factors 

positively correlate to the frequency of purchasing Starbucks beverages. 

 

Literature Review 

Many industries try to generate value-added for customers to become the next source of 

competitive advantage (Yu and Fang, 2009). To understand what customers want and need, many 

companies do the voice of customers. They use Pine and Gilmore’s theory which is the progression 

of economic value to divide into four stages. 

 
Figure 1 : Experience economy : progression of economic value 
Source : Pine and Gilmore (1999) 
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To achieve the stage of experience, they investigated three determinants of customers’ 

perceived value which are product quality, service satisfaction, and memorable experience. 

Product quality is measured by matching production specifications and customer’s expectations. 

If the customers think that the specification of the product is enough to cover their needs, they will 

think this product is worthy. Service quality is the degree of customer satisfaction that they 

perceive by serving the service to reach their expectation. Lastly, the experiences of customers are 

from product quality and service satisfaction that customers judge their perception (Pine and 

Gilmore, 1999). So, customer’s perceived value can be generated the model by using three 

determinants: product quality, service quality, and contextual experience. 

Then, the positive feeling from the customer's perceived value will become customers’ 

preferences. And positive customers’ preferences will become the customer's intention to purchase 

and remind them to repurchase at the same place (Fishbein and Ajzen, 1975). 

Moreover, they use Maslow’s hierarchy of needs to understand a set of needs which are 

physiological needs, security needs, belongingness needs, esteem needs, and self-actualization 

needs. In this case, product quality is used for fulfilling physiological needs and security needs. 

Service quality is used for fulfilling belongingness and love needs and esteem needs. The 

customer’s experience is used to fulfill self-actualization which is the highest-ranking on Maslow’s 

hierarchy of needs model.  

In Yu and Fang’s (2009) paper, they set income distribution into two groups because of the 

assumption that customers with high incomes are willing to pay the price for an experience to 

satisfy the higher level of needs. Firstly, customers who have income less than US$625 per month 

are a low-income group. Secondly, customers who have income higher than US$625 per month 

are a high-income group.  

In another paper, Suyanti Kasimin (2017), by using the decorative analysis method for the 

visitors’ characteristic and doubled regression model on the number of visitors and profit in Banda 
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Aceh, Indonesia, stated that under the performances with consumers who are generally young, 

private company’s employees and students with high education background, good interior and 

width of the store has significant and positive impact on the profits, while on the other hand factors 

of price in this analysis showed to negatively impact the profit of coffee store, which we want to 

investigate further in the case of Bangkok. 

From Thongrawd and Rittboonchai’s (2018) research of the personal characteristics and 

marketing mix based factors on the coffee consumers’ behavior in Bangkok, they reported which 

factors that consumers recognize most based on the marketing 4Ps, the most important reason that 

consumers come to use coffee shop’s service in the sample group, they also claimed to found that 

personal education characteristics affected the behavior of using the services at the coffee shops 

of consumers in Metropolitan Bangkok.  

However, they were also unable to show any conclusions that show any information further 

analysis aside from summarized data and raw percentages from the questionnaire respondent since 

it was a research paper that based on marketing mix factors affecting consumers only and is what 

their methodology for research is solely relied on, except sample size estimation. In addition, as 

the writers stated themselves, the paper had some limitations which are the time and budget, some 

factors of each characteristic of consumers were not included in the variables such as consumers' 

taste of the coffee. 

 According to the results of Luntungan, Pangemanan, and Rumokoy (2018), from the 

independent sample t-test of 100 Starbucks customers in Manado, Indonesia, shows that there is 

no statistical significance between the gender male and female in repurchase intention based on 

the brand commitment and the trust in the brand. 

Finally, as stated in the empirical study of space localization approach on brand attitude by 

Jun, Ma and Lee (2019), the effectively localized space identity creates positive space images of 
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stylishness, comfort, and uniqueness to the local consumers, which positively influences their 

space attitude and further positively affect their brand attitude.  

 

Methodology 

1. Data Collection 

For this research paper, we collected data from both primary and secondary sources. The 

primary data collection is conducted between 29 March 2020 to 15 April 2020. through structured 

questionnaires with 366 respondents of the coffee shop’s consumers to form the cross-sectional 

data via online survey service, due to the pandemic that limited our ability to conduct a paper-

based survey. The respondents can be divided into approximately 71.86% female, 25.96% male, 

and 2.19% others. The secondary data was collected from past research papers, academic 

researchers, and internet sources. 

The questionnaire was divided into 3 category sections based on the respondents' individual 

characteristics, Starbucks consumption behavior, and influential factors of consumers. First, the 

individual characteristics section will contain the question about consumer’s personal 

demographic information including Bangkok district they live in, gender, age, education level, 

income level, and a number of beverages from coffee stores consumed per week from both 

Starbucks and the other brands. Next, the Starbucks consumption behavior section included the 

questions about whether on average, they stay inside the store to consume the beverage or order 

take home, if they stay in the store, how long they usually spend, what are the other coffee store 

brands that they consume, what brands would respondent consume if the Starbucks became 

unaffordable, what would be their response if Starbuck brand increases their menu price for 5 Baht 

and membership card usage. Finally, the influential factors of consumers are for measuring how 

much each individual value these factors before they make a decision to purchase the beverage 

from the coffee stores, influenced by the marketing 4Ps and structural equation modeling. This 
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survey part includes the product (taste and variety), price, place (location, space, and design), 

promotion, brand image, customer service, and 24-hour service. 

The first and second sectors were constructed in the form of checkboxes that allow the 

respondents to select the options that are true to themselves.  

Meanwhile, the influential factors of the consumer sector are in the form of 4 points Likert 

scale, ranging from the least important (0), less important (1), more important (2), and to the most 

important (3). 

 

2. Sample Data 

 The population’s sample of the questionnaire is the coffee store's consumers, aged between 

13 to 75 years old who live in districts of Bangkok city. Further divided according to the 

respondent's preferred gender, age, education level, level of monthly income, and their historical 

beverages purchased from coffee stores. 

 

3. Economic Models 

 In this paper, we use multiple ordered probit models to explain the results of the calculation 

since the dependent variable Y is the range of frequency of the Starbucks beverages, which was 

coded as 0, 1, 2, 3, 4 and 5 based on the amount they consume on average per week. 

Ordered Probit Regression: 

𝑃𝑟(	𝑌 = 𝑗) 	= 	𝐷*+𝛽+∗ + 𝐵*+𝛾+∗ + 𝐹*+𝛿+∗ +	𝜀*	𝑖	 = 		1, . . . ,366		, 𝑗	 = 		0, . . . ,5 

Where: 

𝑃𝑟(	𝑌 = 𝑗) is the probability of consumers purchasing Starbucks beverages per week, 

where j=0 when consumers never consume Starbucks beverage, j=1 when consumer purchase 

Starbucks beverage 1-3 drinks per week, j=2 when consumers purchase Starbucks beverage 4-6 

drinks per week, j=3 when consumers purchase Starbucks beverage 7-9 drinks per week, j=4 when 
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consumers purchase Starbucks beverage 10-12 drinks per week,  j=5 when consumers purchase 

Starbucks beverage more than 12 drinks per week.  

𝐷*+ is the vector of demographic variables including gender, age groups, level of education, 

jobs, level of income and frequency of consumption on the other stores. Every component in these 

sectors are controlled as dummy variables, aside from their frequency of consumption. First, the 

gender variable: male is coded as 0, female is coded as 1 and the other preferred gender coded as 

2. Age divided into 4 dummy variables, according to age generation including Gen Z: 13-24, 

Millennials: 25-39, Gen X: 40-54 and the Baby Boomer: 55-75 years old (Kasasa, 2019). In the 

similar fashion, the dummies of education level include lower than high school, high school and 

equal, undergraduate degree and equal, master degree and doctorate and above. Lastly, the income 

level is divided into: less than 10,000 Baht, between 10,001 to 20,000 Baht, between 20,001 to 

30,000 Baht, between 30,001 to 40,000 Baht, 40,001 to 50,000 Baht and more than 50,001 Baht.  

For the frequency of other brands beverage, similar to Y, categorized into 6 ranges when 

consumers never consume other brands beverage, when consumer purchases other brands 

beverage 1-3 drinks per week, 4-6 drinks per week, 7-9 drinks per week, 10-12 drinks per week 

and more than 12 drinks per week.  

𝐵*+ is the vector of Starbucks consumption behaviour including if the respondent stays in 

the store to consume the beverage, how long they stay in the store, if respondent has ever brought 

merchandises under the Starbucks brands, if respondent believes that by consuming Starbucks 

products, their public image will be better perceived and if respondent uses the Starbucks 

membership card when purchase from Starbucks. 

 𝐹*+ is the vector of influential factors of consumers including taste, variety, price, location, 

space, design, promotion, brand image, customer service and 24-hour services. 
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The coefficient 𝐵<∗ represents the difference probability of demographic factors affecting 

consumer’s purchase frequency. If the coefficient estimate is positive, implies that demographic 

factors have the higher probability of determining the customer's purchase intention, vice versa.  

Similarly, the coefficient 𝛾<∗  and coefficient 𝛿<∗  represent the different probability of Starbucks 

consumption behavior and influential factors of consumers affecting purchasing intention, 

respectively. If the coefficient estimate is positive, it implies that each category factors have a 

higher probability of determining the customer's purchase intention, vice versa.  Finally, 𝜀* 

represents the error term in the equation. 

 

4. Variable Definitions 

Table 1: variable descriptions and type of data 

Variable Variable descriptions Type of data 

freq_buy_sb 
Frequency that a respondent purchases 
glasses of beverages per week from 
Starbucks 

never purchase = 0, between 1-3 = 1, 
between 4-6 = 2, between 7-9 = 3, 
between 10-12 = 4, more than 12 = 5 

sex_male If respondent is male yes = 1, no = 0 
sex_female If respondent is female yes = 1, no = 0 
sex_others If respondent is other yes = 1, no = 0 
four_age_dum1 If age of respondent is between 13 to 24 yes = 1, no = 0 
four_age_dum2 If age of respondent is between 25 to 39 yes = 1, no = 0 
four_age_dum3 If age of respondent is between 40 to 54 yes = 1, no = 0 
four_age_dum4 If age of respondent is between 55 to 75 yes = 1, no = 0 
edu0 Lower than highschool yes = 1, no = 0 
edu1 High school and equal yes = 1, no = 0 
edu2 Undergraduate degree and equal yes = 1, no = 0 
edu3 Master degree yes = 1, no = 0 
edu4 Doctorate and above yes = 1, no = 0 
job_student Student yes = 1, no = 0 
job_company Working for private company yes = 1, no = 0 
job_public Working for government yes = 1, no = 0 
job_private Private business yes = 1, no = 0 
job_other Other jobs yes = 1, no = 0 
income0 Income less than 10,000 Baht yes = 1, no = 0 
income1 Income between 10,001 to 20,000 Baht yes = 1, no = 0 
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income2 Income between 20,001 to 30,000 Baht yes = 1, no = 0 
income3 Income between 30,001 to 40,000 Baht yes = 1, no = 0 
income4 Income between 40,001 to 50,000 Baht yes = 1, no = 0 
income5 Income over 50,001 Baht yes = 1, no = 0 

if_otherstore 
If the respondent has ever brought other 
brands drink 

yes = 1, no = 0 

freq_otherstore 
Frequency that respondent purchases 
glass of beverage per week from other 
brands 

never purchase = 0, between 1-3 = 1, 
between 4-6 = 2, between 7-9 = 3, 
between 10-12 = 4, more than 12 = 5 

if_stay 
Normally, if the respondent stay in the 
store to consume the beverage 

yes = 1, no = 0 

takehome 
Normally, if the respondent order take 
home 

yes = 1, no = 0 

freq_stay 
How much time respondent spends 
inside the store per service trip on 
average 

less than 1 hour = 0, between 1-2 = 1, 
between 3-4 = 2, between 5-6 = 3, more 
than 6 = 4 

priceup_same 
Respondent would buys the same 
amount of beverage 

yes = 1, no = 0 

priceup_less 
Respondent would buys less amount of 
beverage 

yes = 1, no = 0 

priceup_dontbuy Respondent would not buys anymore yes = 1, no = 0 

if_goods 
If respondent has ever brought 
merchandises under the Starbucks 
brands 

yes = 1, no = 0 

if_image 
If respondent believes that by 
consuming Starbucks products, their 
public image will be better perceived 

yes = 1, no = 0 

if_used_card 
If respondent uses the Starbucks 
membership card when purchase from 
Starbucks 

yes = 1, no = 0 

rate_taste Taste of the coffee 0-3 influence level 
rate_variety Variety of the menu 0-3 influence level 
rate_price Price of the beverages 0-3 influence level 
rate_location Convenience of the store location 0-3 influence level 
rate_space Size of the store 0-3 influence level 
rate_design Interior design of the store 0-3 influence level 
rate_promotion Promotion 0-3 influence level 
rate_brand Brand image 0-3 influence level 
rate_service Customer services 0-3 influence level 
rate_24hr 24-hour services 0-3 influence level 
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5. Model Specifications 

Model 1 

 The first model consists of the dependent variable of the frequency of purchase from 

Starbucks and independent demographic variables, including: gender, age, education level, level 

of monthly income and their frequency of purchase from other coffee stores. 

𝑃𝑟(	𝑌	 = 	𝑗) 	= 	𝐷*+𝛽+∗ +	𝜀* 	= 		1, . . . ,366		, 𝑗	 = 		0, . . . ,5 

Model 2 

 The second model consists of all variables from the model 1 with the addition of the 

respondents Starbuck consumption behavior viables includes if they order their beverages to 

consume inside the store or take home, their range of time spent inside the store on average, their 

belief on social image effect from consuming Starbucks, price sensitivity and purchase of other 

Starbucks merchandise and member card usage. 

𝑃𝑟(	𝑌	 = 	𝑗) 	= 	𝐷*+𝛽+∗ + 𝐵*+𝛾+∗ +	𝜀* 	= 		1, . . . ,366		, 𝑗	 = 		0, . . . ,5 

Model 3 

 The last model consists of all variables from model 1 and model 2, with the addition of 

influential factors of consumer viables, including rating of taste, variety, price, location, design, 

space, promotion, brand image, customer services, and 24-hour services. 

𝑃𝑟(	𝑌	 = 	𝑗) 	= 	𝐷*+𝛽+∗ + 𝐵*+𝛾+∗ + 𝐹*+𝛿+∗ +	𝜀* 	= 		1, . . . ,366		, 𝑗	 = 		0, . . . ,5 

 

Results 

Table 2: Descriptive statistics of dependent variables 

Variable Obs Mean Std. Dev. Min Max 
sex_male 366 0.26 0.44 0 1 
sex_female 366 0.72 0.45 0 1 
sex_others 366 0.02 0.15 0 1 
four_age_dum1 366 0.26 0.44 0 1 
four_age_dum2 366 0.32 0.47 0 1 



EE489 | Draft paper 2 

 

four_age_dum3 366 0.35 0.48 0 1 
four_age_dum4 366 0.07 0.26 0 1 
edu0 366 0.00 0.00 0 0 
edu1 366 0.07 0.26 0 1 
edu2 366 0.63 0.48 0 1 
edu3 366 0.29 0.45 0 1 
edu4 366 0.01 0.09 0 1 
job_student 366 0.23 0.42 0 1 
job_company 366 0.27 0.44 0 1 
job_public 366 0.25 0.43 0 1 
job_private 366 0.14 0.35 0 1 
job_other 366 0.12 0.32 0 1 
income0 366 0.14 0.34 0 1 
income1 366 0.17 0.38 0 1 
income2 366 0.14 0.35 0 1 
income3 366 0.12 0.33 0 1 
income4 366 0.11 0.32 0 1 
income5 366 0.31 0.46 0 1 
freq_buy_sb 366 1.05 0.47 0 5 
if_otherstore 366 0.98 0.14 0 1 
freq_otherstore 366 1.55 0.85 0 5 
if_stay 366 0.35 0.48 0 1 
takehome 366 0.65 0.48 0 1 
freq_stay 366 0.66 1.04 0 5 
priceup_same 366 0.17 0.37 0 1 
priceup_less 366 0.52 0.50 0 1 
priceup_dontbuy 366 0.31 0.46 0 1 
if_goods 366 0.57 0.50 0 1 
if_image 366 0.50 0.50 0 1 
if_used_card 366 0.47 0.50 0 1 
rate_taste 366 2.63 0.57 0 3 
rate_variety 366 1.95 0.80 0 3 
rate_price 366 1.98 0.76 0 3 
rate_location 366 2.10 0.81 0 3 
rate_space 366 1.90 0.85 0 3 
rate_design 366 1.81 0.90 0 3 
rate_promotion 366 2.01 0.81 0 3 
rate_brand 366 1.81 0.81 0 3 
rate_service 366 2.49 0.64 0 3 
rate_24hr 366 1.61 0.92 0 3 
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Table 2 explains the descriptive statistics of the sample group of 366 observations, which 

represent the mean value of each independent variable. The survey was conducted by gathering 

the 366 samples from the population of interest, which is coffee consumers in districts of Bangkok. 

The results from the survey indicated that there are 95 male respondents (25.96%), 263 female 

respondents (71.86%), and 8 other sex respondents. The respondents’ age ranges were categorised 

into 4 categories as follows: 1. Generation Z: age 13-14 years old in total of 94 respondents 

(25.68%), 2. Millennials: age 25-39 years old in total of 118 respondents (32.24%), 3. Generation 

X: age 40-54 years old in total of 127 respondents (34.7%), and 4. Baby Boomer: 55-75 years old 

in total of 27 respondents (7.38%).                    

We divided education levels into 5 categories that are lower than highschool (edu0), 

highschool or equal (edu1), undergraduate degree and equal (edu2), master degree (edu3), and 

doctorate and above (edu4). The education level that has the highest response from the online 

survey is undergraduate degree and equal (edu2), which was answered by 231 respondents, 

accounted for 63.11%, followed by master degree (edu3) (28.69% or 105 respondents). For 

occupations, most respondents work for the companies (97 respondents or 26.5%), followed by 

respondents who work for government agencies (24.59% or 90 respondents), respondents who are 

students (22.95% or 84 respondents), respondents who have their private businesses (14.21% or 

52 respondents), and respondents who work other jobs besides categories mentioned (11.75% or 

43 respondents), respectively. The survey results show that for the income levels, income5 or 

income over 50,001 Baht has the highest number of respondents (31.42% or 115 people), followed 

by income1 (16.94% or 62 respondents), income2 (14.48% or 53 respondents), income0 (13.66% 

or 50 respondents), income3 (12.02% or 44 respondents), and income4 (11.48% or 42 respondents) 

(see the definitions of income0-5 in Table 1).  

When we asked the question of whether the respondents consume beverages of Starbucks 

only or also consume other brands’ beverages, the results show that 98.09% or 359 respondents 
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answered that they also consume other brands’ beverages while 1.91% or 7 respondents answered 

that they only consume beverages of Starbucks. Our research team also included the rival beverage 

brands in question asked about choices of beverages that the respondents also consume. We 

included the brands such as TRUE Coffee, Amazon, Black Canyon, Coffee World, Inthanin, Chao 

Doi, Mazzo, Coffee Today, Coffee Club, Wake Up Coffee, Hollys Coffee, Au Bon Pain, S&P, 

After You, Bubble milk tea shops, and others in the questionnaire. In this question “What are other 

brands that the respondents also consume”, the respondents could answer more than one brand. 

The 3 top highest chosen brands are Amazon (chosen by 286 respondents or accounted for 79.7%), 

followed by After You (chosen by 188 respondents or accounted for 79.7%), and others (chosen 

by 138 respondents out of 366 respondents or accounted for 79.7%).  

For the question “What brands would you consume if Starbucks prices become 

unaffordable”, the brand selected by most respondents was Amazon. (for further details obtained 

from online survey see in Appendix B) 

 

Table 3: Descriptive analysis of dependent variables  

freq_buy_sb Freq. Percent Cum. 

0 14 3.83 3.83 

1 330 90.16 93.99 

2 15 4.1 98.09 

3 5 1.37 99.45 

4 0 0 99.45 

5 2 0.55 100 

Total 366 100  
  

From Table 3, the summarized descriptive analysis of dependent variables, a frequency 

that a respondent buy glasses of beverages per week from Starbucks, shows that from the sample 

of 366 respondents, the majority of respondents answered that they usually purchase in between 1 
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to 3 glasses of beverages from Starbucks per week, while the least that was answered is between 

9 to 12 glasses of beverages per week, selected by the total of 0 respondent, which we exempted 

this range of dependent variable from all further calculations. 

 

Table 4: Specification 1, showing marginal effects (Std. errors in the parentheses) 

 

Frequency that respondent buy glass of beverage per week from 
Starbucks 

0 1 2 3 5 

Never 
purchase 

Between 1-3 Between 4-6 Between 7-9 More than 12 

VARIABLES 

sex_male -0.0332* -0.112 0.0937 0.0366 0.0145 

(0.0170) (0.0982) (0.0635) (0.0338) (0.0193) 

sex_female -0.0498 0.00498 0.0333 0.00910 0.00240 

(0.0521) (0.0292) (0.0204) (0.00664) (0.00252) 

four_age_dum1 -0.00398 -0.00360 0.00552 0.00161 0.000444 

(0.0182) (0.0196) (0.0273) (0.00818) (0.00231) 

four_age_dum2 -0.00604 -0.00558 0.00847 0.00247 0.000686 

(0.0139) (0.0161) (0.0213) (0.00661) (0.00197) 

four_age_dum3 -0.00349 -0.00288 0.00466 0.00134 0.000369 

(0.0139) (0.0131) (0.0196) (0.00579) (0.00159) 

edu2 0.00837 0.00774 -0.0117 -0.00343 -0.000955 

(0.0143) (0.0166) (0.0222) (0.00646) (0.00199) 

edu3 0.0198 0.00510 -0.0185 -0.00508 -0.00133 

(0.0254) (0.00725) (0.0190) (0.00499) (0.00152) 

edu4 0.653** -0.617** -0.0277*** -0.00624** -0.00139 

(0.270) (0.271) (0.00807) (0.00318) (0.00126) 

job_student -0.0249* -0.0735 0.0661 0.0238 0.00848 

(0.0136) (0.0705) (0.0510) (0.0225) (0.0109) 

job_company -0.00721 -0.00757 0.0107 0.00317 0.000891 

(0.0149) (0.0207) (0.0254) (0.00759) (0.00243) 

job_public 0.0338 -0.000418 -0.0250* -0.00672 -0.00173 
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(0.0290) (0.0155) (0.0134) (0.00485) (0.00164) 

job_private -0.00235 -0.00207 0.00323 0.000937 0.000258 

(0.0169) (0.0172) (0.0248) (0.00724) (0.00205) 

income1 -0.0200** -0.0632 0.0563* 0.0200 0.00696 

(0.00822) (0.0419) (0.0301) (0.0137) (0.00659) 

income2 -0.0288*** -0.239** 0.152** 0.0758 0.0401 

(0.0106) (0.118) (0.0621) (0.0468) (0.0323) 

income3 -0.0273*** -0.283* 0.168** 0.0901 0.0522 

(0.00999) (0.171) (0.0754) (0.0670) (0.0510) 

income4 -0.0313*** -0.481*** 0.221*** 0.157* 0.134 

(0.0112) (0.159) (0.0568) (0.0834) (0.0834) 

income5 -0.0748*** -0.275*** 0.189*** 0.101** 0.0602 

(0.0225) (0.101) (0.0549) (0.0509) (0.0421) 

freq_otherstore 0.00526 0.00387 -0.00669 -0.00191 -0.000519 

(0.00579) (0.00485) (0.00756) (0.00218) (0.000557) 

Observations 366 366 366 366 366 

Standard errors in 
parentheses 

*** p<0.01, ** p<0.05, * p<0.1  

 

According to the inferential analysis of the specification 1 in Table 4, reveals the marginal 

effects (standard deviation errors in the parentheses) of the ordered probit estimation for the sets 

of independent variables, such as demographic independent variables and consumption behavior 

(the frequency that a respondent buys a glass of beverage per week from other brands). Firstly, for 

the marginal effect of sex, being a male respondent has a negative relationship by 3.32 percentage 

points lower the probability of never purchasing Starbucks with a 10 percent significance level, 

while being a female shows no statistical significance. Also, the marginal effect of age shows no 

statistical significance. However, we received the results of the marginal effect of education, which 

shows that for edu4 or doctorate degree or above, it statistically significantly affects on a frequency 

that a respondent buys glasses of beverages from Starbucks per week.  
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A change in education variable from zero to one positively changes the probability of 

frequency that a respondent with doctorate degree or above is likely to have a higher chance of 

never buying the number of glasses of beverages from Starbucks per week by 65.3 percentage 

points with statistically significant at 5 percent significance level. Meanwhile, having a doctorate 

degree or above has the negative lower the possibility of buying between 1-3 glasses, between 4-

6 glasses, and between 7-9 by 61.7 percentage points with statistically significant at 5 percent 

significance level., 2.77 percentage points with statistically significant at 1 percent significance 

level, and 0.624 percentage points with statistically significant at 5 percent significance level, 

respectively. These results on edu4 explained that the factor of having a doctorate or above 

education level is negatively statistically significant in reducing the number of purchasing 

beverages from Starbucks per week and increasing the chances that the respondents may not 

purchase any beverage from Starbucks at all per week. When we evaluated the frequency of a 

respondent consuming beverages from the other stores, the results are not statistically significant.  

Changes in income 1, 2, 3, 4, and 5 variables from zero to one negatively change the 

probability of a frequency that a respondent is likely to have a higher chance of never purchasing 

the number of Starbucks beverages per week by 2.00 percentage points at 5 percent significance 

level, and 2.88, 2.73, 3.13, and 7.48 percentage points at 1 percent significance level, respectively. 

For purchasing in the frequency range of 1-3 Starbucks beverages purchased per week, changes in 

income 2, 3, 4 and 5, from zero to one negatively change the probabilities of this range frequency 

by 23.90 percentage points at 5 percent significance level, 28.90 percentage points at 10 percent 

significance level, 48.10, and 27.50 percentage points at 1 percent significance level. For 

purchasing in the frequency range of 4-6 Starbucks beverages purchased per week, changes in 

income 1, 2, 3, 4 and 5, from zero to one positively change the probabilities of this range frequency 

by 5.63 percentage points at 10 percent significance level, 15.20 and 16.80 percentage points at 5 

percent significance level, and 22.10 and 18.90 percentage points at 1 percent significance level, 



EE489 | Draft paper 2 

 

respectively. For purchasing in the range of 7-9 beverages, changes in income 4 and 5 change the 

probabilities of this range frequency by 15.70 percentage points at 10 percent significance level 

and 10.10 percentage points at 5 percent significant, respectively. 

A change in freq_otherstore variable from zero to one positively changes the probability 

of a frequency that a respondent is likely to have a higher chance of never buying the number of 

glasses of beverages from Starbucks per week by 5.26 percentage points. Meanwhile, it changes a 

frequency that a respondent buys 1-3 glasses of beverages from Starbucks per week by 3.87 

percentage points, negatively changes a frequency that a respondent reduces buying 4-6 glasses of 

beverages from Starbucks per week by 0.069 percentage points, reduces buying 7-9 glasses by 

0.19 percentage points, and drops buying 10-12 glasses by 0.052 percentage points. 

 

Table 5: Specification 2, showing marginal effects (Std. errors in the parentheses) 

 

Frequency that respondent buy glass of beverage per week from Starbucks 

0  1  2  3 5  

Never 
purchase 

Between 1-3  Between 4-6  Between 7-9  More than 12  

VARIABLES 

sex_male -0.00648 -0.0436 0.0383 0.00956 0.00224 

(0.00477) (0.0483) (0.0374) (0.0123) (0.00378) 

sex_female -0.00465 -0.00644 0.00903 0.00175 0.000312 

(0.00870) (0.00696) (0.0123) (0.00255) (0.000527) 

four_age_dum1 0.00451 0.00600 -0.00857 -0.00165 -0.000293 

(0.0106) (0.00705) (0.0141) (0.00272) (0.000566) 

four_age_dum2 6.88e-05 0.000164 -0.000188 -3.77e-05 -6.91e-06 

(0.00467) (0.0110) (0.0127) (0.00254) (0.000465) 

four_age_dum3 -0.000851 -0.00220 0.00246 0.000499 9.25e-05 

(0.00406) (0.0112) (0.0122) (0.00255) (0.000473) 

edu2 0.00329 0.0101 -0.0107 -0.00225 -0.000433 

(0.00357) (0.0135) (0.0136) (0.00286) (0.000681) 
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edu3 0.0110 0.00831 -0.0157 -0.00304 -0.000544 

(0.0119) (0.00554) (0.0105) (0.00233) (0.000609) 

edu4 0.748*** -0.731*** -0.0140** -0.00227 -0.000349 

(0.268) (0.269) (0.00550) (0.00160) (0.000399) 

job_student -0.00693 -0.0624 0.0518 0.0140 0.00356 

(0.00506) (0.0655) (0.0489) (0.0167) (0.00597) 

job_company -0.00358 -0.0148 0.0146 0.00318 0.000639 

(0.00369) (0.0202) (0.0184) (0.00439) (0.00116) 

job_public 0.00580 0.00645 -0.01000 -0.00191 -0.000337 

(0.00785) (0.00447) (0.00883) (0.00215) (0.000455) 

job_private -0.00214 -0.00856 0.00851 0.00182 0.000359 

(0.00383) (0.0221) (0.0204) (0.00457) (0.00102) 

income1 -0.00554* -0.0586 0.0479* 0.0129 0.00326 

(0.00298) (0.0369) (0.0277) (0.00984) (0.00370) 

income2 -0.00760* -0.209* 0.140** 0.0552 0.0218 

(0.00398) (0.111) (0.0667) (0.0384) (0.0219) 

income3 -0.00710* -0.257 0.163* 0.0703 0.0309 

(0.00380) (0.160) (0.0835) (0.0576) (0.0359) 

income4 -0.00863* -0.494*** 0.242*** 0.153* 0.108 

(0.00497) (0.168) (0.0636) (0.0847) (0.0864) 

income5 -0.0255** -0.246** 0.169*** 0.0714* 0.0312 

(0.0113) (0.0955) (0.0585) (0.0405) (0.0274) 

freq_otherstore 0.00131 0.00312 -0.00358 -0.000719 -0.000132 

(0.00173) (0.00414) (0.00476) (0.000937) (0.000177) 

if_stay 0.0103 0.0110 -0.0172 -0.00342 -0.000629 

(0.00876) (0.00677) (0.0106) (0.00271) (0.000682) 

freq_stay -0.00430* -0.0103* 0.0118** 0.00237 0.000435 

(0.00256) (0.00564) (0.00596) (0.00160) (0.000468) 

priceup_less 0.000452 0.00103 -0.00120 -0.000239 -4.37e-05 

(0.00255) (0.00549) (0.00648) (0.00133) (0.000236) 

priceup_dontbu
y 

0.0677* -0.0407 -0.0221*** -0.00413* -0.000733 

(0.0362) (0.0356) (0.00704) (0.00249) (0.000770) 

if_goods -0.00175 -0.00390 0.00456 0.000913 0.000167 
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(0.00266) (0.00510) (0.00625) (0.00130) (0.000219) 

if_image 0.00171 0.00408 -0.00467 -0.000941 -0.000174 

(0.00253) (0.00568) (0.00643) (0.00147) (0.000305) 

if_used_card -0.00435* -0.0111 0.0124* 0.00256 0.000486 

(0.00260) (0.00754) (0.00739) (0.00202) (0.000608) 

Observations 366 366 366 366 366 

Standard errors in parentheses *** p<0.01, ** p<0.05, * p<0.1  
     

For the Specification 2, when we included the consumption behavior factors, such as 

if_stay, freq_stay, priceup_less, priceup_dontbuy, if_goods, if_image, and if_used_card into the 

model 1 to generate model 2, the results of edu4 or having a doctorate degree or above shows 

statistical significance, which a change in education variable from zero to one positively changes 

the probability of a frequency that a respondent who has a doctorate degree or above is likely to 

have a higher chance of never buying the number of glasses of beverages from Starbucks per week 

by 74.8 percentage points at 1 percent significance level. However, a change in education variable 

from zero to one negatively changes the possibility of buying 1-3 glasses of beverages from 

Starbucks per week, in which a respondent is likely to reduce buying 1-3 glasses of beverages from 

Starbucks by 73.1 percentage points at 1 percent significance level. For buying between 4-6 

glasses, a change in education variable from zero to one negatively changes the probability of a 

frequency that a respondent with doctorate degree or above is likely to reduce buying between 4-

6 glasses of beverages from Starbucks per week by 1.4 percentage points at 5 percent significance 

level. In the aspect of income variables, from the categories of income 1-5, every income range 

shows statistical significance at 1, 5, and 10 percent significance levels as appeared in Table 5.  

Therefore, we concluded that the demographic factors that statically significantly have 

impacts on the frequency that a respondent buys glasses of beverage per week from Starbucks are 

education level, particularly for respondents who have a doctorate degree or above, and income 

levels.  
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When observing the results of consumption behavior factors, freq_stay, which refers to if 

a respondent stays in the store to consume a beverage in general, shows that a change in  freq_stay 

variable from zero to one negatively changes the possibility of not buying/never purchasing a 

beverage from Starbucks per week at all by 0.43 percentage points at 10 percent significance level, 

and negatively changes the possibility of buying 1-3 glasses of beverages from Starbucks per week 

by 1.03 percentage points at 10 percent significance level. However, it positively changes the 

possibility of buying 4-6 glasses of beverages from Starbucks per week by 1.18 percentage points 

at a 5 percent significance level.  

For the priceup_less, which means if price increases, a respondent buys fewer glasses of 

Starbucks beverages per week, is not statistically significant. For the priceup_dontbuy, it shows 

that a change in this variable from zero to one positively changes the possibility of not 

buying/never purchasing any Starbucks beverages per week by 6.77 percentage points at a 10 

percent significance level. However, when the frequency of a respondent buys beverages from 

Starbucks per week is between 4-6 glasses and 7-9 glasses, they show the negative relationship 

that is if the price increases, the percentage that a respondent tends to buy beverages in between 4-

6 glasses and 7-9 glasses would be reduced by 2.21 percentage points at a 1 percent significance 

level and 0.413 percentage points at a 10 percent significance level, but it is not statistically 

significant in the range between 10-12 glasses.  

For if_goods and if_image variables, they show no statistical significance. However, 

if_used_card variable, a change in this variable from zero to one negatively changes the probability 

of a frequency that a respondent never buys a glass of beverage per week from Starbucks by 0.435 

percentage points at 10 percent significance level and positively changes the probability of a 

frequency that a respondent buys 4-6 glass of beverage per week from Starbucks by 1.24 

percentage points at 10 percent significance level. 
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When comparing specifications 1 and 2, we found that the edu4 variable increased by 9.50 

percent points at a 5 percent significance level. This indicates that there is an increase in percentage 

when added consumption variables into the model. In the comparison of income 1-5 between 

specification 1 and 2, the negative impacts on never purchasing frequency have a small reduction 

trend. However, for the other ranges, it has both increases and decreases impacts. In terms of 

freq_otherstore, it also has both impacts on all ranges.  

 

Table 6: Specification 3, showing marginal effects (Std. errors in the parenthesis) 

 

Frequency that respondent buy glass of beverage per week from Starbucks 

0  1  2  3 5  

Never purchase Between 1-3  Between 4-6  Between 7-9  More than 12  

VARIABLES 

sex_male -0.00419 -0.0385 0.0340 0.00728 0.00140 

(0.00314) (0.0415) (0.0331) (0.00943) (0.00244) 

sex_female -0.00530 -0.00682 0.0102 0.00165 0.000236 

(0.00752) (0.00467) (0.00906) (0.00176) (0.000344) 

four_age_dum1 0.00736 0.00640 -0.0116 -0.00185 -0.000264 

(0.0126) (0.00448) (0.0103) (0.00185) (0.000402) 

four_age_dum2 6.52e-05 0.000200 -0.000223 -3.73e-05 -5.50e-06 

(0.00318) (0.00968) (0.0108) (0.00180) (0.000265) 

four_age_dum3 -0.000973 -0.00349 0.00373 0.000637 9.60e-05 

(0.00264) (0.0105) (0.0109) (0.00197) (0.000303) 

edu2 0.00139 0.00515 -0.00547 -0.000940 -0.000143 

(0.00221) (0.00928) (0.00954) (0.00165) (0.000294) 

edu3 0.00450 0.00659 -0.00937 -0.00151 -0.000217 

(0.00662) (0.00448) (0.00862) (0.00147) (0.000287) 

edu4 0.738** -0.726** -0.0105** -0.00142 -0.000178 

(0.298) (0.299) (0.00440) (0.00105) (0.000226) 

job_student -0.00571 -0.0958 0.0759 0.0205 0.00513 

(0.00414) (0.0916) (0.0652) (0.0239) (0.00885) 

job_company -0.00248 -0.0143 0.0138 0.00256 0.000423 
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(0.00241) (0.0179) (0.0162) (0.00337) (0.000789) 

job_public 0.00443 0.00580 -0.00866 -0.00138 -0.000195 

(0.00576) (0.00376) (0.00681) (0.00147) (0.000269) 

job_private -0.00103 -0.00473 0.00479 0.000843 0.000131 

(0.00255) (0.0158) (0.0151) (0.00273) (0.000477) 

income1 -0.00291* -0.0311 0.0272 0.00572 0.00107 

(0.00175) (0.0261) (0.0210) (0.00569) (0.00150) 

income2 -0.00451* -0.159 0.115* 0.0374 0.0115 

(0.00255) (0.0991) (0.0645) (0.0308) (0.0134) 

income3 -0.00435* -0.221 0.150* 0.0561 0.0201 

(0.00249) (0.144) (0.0831) (0.0492) (0.0252) 

income4 -0.00546* -0.472*** 0.248*** 0.143* 0.0865 

(0.00330) (0.168) (0.0678) (0.0853) (0.0711) 

income5 -0.0179** -0.230** 0.163*** 0.0621* 0.0231 

(0.00872) (0.0911) (0.0581) (0.0373) (0.0213) 

freq_otherstore 0.00117 0.00365 -0.00405 -0.000677 -0.000100 

(0.00116) (0.00349) (0.00389) (0.000638) (0.000112) 

if_stay 0.00569 0.00889 -0.0123 -0.00202 -0.000299 

(0.00517) (0.00611) (0.00864) (0.00171) (0.000371) 

freq_stay -0.00260* -0.00807* 0.00895* 0.00150 0.000222 

(0.00155) (0.00475) (0.00483) (0.00106) (0.000270) 

priceup_less 0.000107 0.000325 -0.000362 -6.05e-05 -8.93e-06 

(0.00166) (0.00496) (0.00554) (0.000931) (0.000137) 

priceup_dontbuy 0.0489* -0.0287 -0.0171*** -0.00268 -0.000386 

(0.0278) (0.0266) (0.00612) (0.00173) (0.000460) 

if_goods -0.000462 -0.00140 0.00156 0.000260 3.84e-05 

(0.00169) (0.00478) (0.00542) (0.000915) (0.000125) 

if_image 0.00103 0.00318 -0.00353 -0.000593 -8.80e-05 

(0.00152) (0.00461) (0.00499) (0.000952) (0.000171) 

if_used_card -0.00234 -0.00767 0.00835 0.00143 0.000218 

(0.00162) (0.00612) (0.00607) (0.00130) (0.000309) 

rate_taste -0.00252 -0.00784 0.00869 0.00145 0.000215 

(0.00210) (0.00527) (0.00566) (0.00133) (0.000282) 



EE489 | Draft paper 2 

 

rate_variety 0.00169 0.00527 -0.00584 -0.000978 -0.000145 

(0.00146) (0.00385) (0.00415) (0.000933) (0.000178) 

rate_price 0.00110 0.00343 -0.00380 -0.000636 -9.40e-05 

(0.00124) (0.00334) (0.00376) (0.000673) (0.000134) 

rate_location 0.00184 0.00571 -0.00633 -0.00106 -0.000157 

(0.00147) (0.00394) (0.00428) (0.000880) (0.000201) 

rate_space -0.00116 -0.00359 0.00398 0.000667 9.86e-05 

(0.00133) (0.00372) (0.00413) (0.000759) (0.000153) 

rate_design 0.000376 0.00117 -0.00130 -0.000217 -3.21e-05 

(0.000998) (0.00281) (0.00316) (0.000565) (8.43e-05) 

rate_promotion -0.000430 -0.00134 0.00148 0.000248 3.67e-05 

(0.000985) (0.00291) (0.00327) (0.000531) (8.97e-05) 

rate_brand -0.000430 -0.00134 0.00148 0.000248 3.67e-05 

(0.00103) (0.00325) (0.00356) (0.000616) (9.95e-05) 

rate_service -0.00172 -0.00536 0.00594 0.000995 0.000147 

(0.00161) (0.00458) (0.00500) (0.000969) (0.000199) 

rate_24hr -0.00108 -0.00337 0.00374 0.000626 9.25e-05 

(0.00104) (0.00281) (0.00299) (0.000692) (0.000131) 

Observations 366 366 366 366 366 

Standard errors in parentheses *** p<0.01, ** p<0.05, * p<0.1  

 

From the influential variables marginal effects, a change in rate_price variable from zero 

to one positively changes the probability of a frequency that a respondent never buys any glass of 

Starbucks beverages per week by 0.11 percentage point and changes the probability of a frequency 

that a respondent buys 1-3 glasses of Starbucks beverages per week by 0.34 percentage point. 

While a change in rate_price variable from zero to one negatively changes the probability of a 

frequency that a respondent buys 4-6, 7-9, and more than 12 glasses of Starbucks beverages per 

week by 0.38, 0.068, and 9.40e-05 percentage points, respectively.  

A change in rate_variety variable from zero to one positively changes the probability of 

frequencies that a respondent never buys any glass of Starbucks beverages per week and buys 1-3 
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glasses of Starbucks beverages by 0.17 and 0.53 percentage points. While a change in rate_variety 

variable from zero to one negatively changes the probability of frequencies that a respondent buys 

4-6, 7-9, and more than 12 glasses of Starbucks beverages per week by 0.58, 0.10, and 0.01 

percentage points, respectively.  

A change in rate_space variable from zero to one negatively changes the probability of a 

frequency that a respondent never buys any glass of Starbucks beverages per week by 0.11 

percentage point and changes the probability of a frequency that a respondent buys 1-3 glasses of 

Starbucks beverages per week by 0.36 percentage point. While a change in rate_space variable 

from zero to one positively changes the probability of a frequency that a respondent buys 4-6, 7-

9, and more than 12 glasses of Starbucks beverages per week by 0.40, 0.07, and 9.86e-05 

percentage points, respectively. 

A change in rate_24hr variable from zero to one negatively changes the probability of a 

frequency that a respondent never buys any glass of Starbucks beverages per week by 0.11 

percentage point and changes the probability of a frequency that a respondent buys 1-3 glasses of 

Starbucks beverages per week by 0.34 percentage point. While a change in rate_24hr variable from 

zero to one positively changes the probability of frequencies that a respondent buys 4-6, 7-9, and 

more than 12 glasses of Starbucks beverages per week by 0.37, 0.06, and 9.25e-05 percentage 

points, respectively. All influential rate variables are not statistically significant in this 

specification. 

When adding influential factors (i.e. all the rates), if_used_card becomes a non-significant 

variable and priceup_dontbuy is not statistically significant at the frequency of 7-9 glasses of 

Starbucks beverages purchased per week. Meanwhile, the comparison between specification 2 and 

3, income 1-5 variables in the frequency range of never purchasing has the same tendency as the 

comparison between specification 1 and 2 which is the reduction of impacts towards this range.  
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Finally, from the initial results of ordered probit regression (appendix C), we can see that 

from all specifications, the specification 3 that included all, demographic, consumption behaviour, 

and influential factor variables has the least negative pseudo-likelihood value of -110.6213, which 

makes its specification model results are the best ones out of three models and does not 

overspecify.  

 

Conclusion 

In this research paper, we intended to find the impacts of factors influencing consumers' 

frequency of consumption and intention to purchase of Starbucks coffee brand in Bangkok, divided 

into 3 categories of demographic, Starbucks consumption behaviour and the other influential 

factors.  

From hypothesis 1, the result of the marginal effect contradicts the hypothesis as not every 

in the demographic categories variables is significant and positively affects Starbucks’ frequency 

of consumption. While, the demographic variable of student and income levels show the positive 

effects, however, the education level of doctorate and above negative effects) implies that while 

being a student is more likely to purchase the beverage from Starbucks, once they reach the 

education level of doctorate and above, the consumer would less likely to purchase Starbucks 

beverages, contrasts to the income that positively affects the frequency of purchase per week in all 

levels. In addition, the frequency of other stores' beverage purchase per week actually follows the 

hypothesis expectation and negatively affects the probability of purchasing Starbucks beverage 

per week. 

As the hypothesis 2 stated that people who have ever bought other Starbucks merchandise 

and believe that consuming Starbucks products help improve their social images are more likely 

to purchase Starbucks beverages, the result of the specification model 2 shows that while the factor 

of if a consumer has ever bought Starbucks goods is indeed increases the probability of the amount 
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frequency of purchase per week, the belief in the social image does not, thus, contradicts to the 

hypothesis. Both of the results also are not statistically significant. 

Moreover, focusing on the influential factors category, the results also contrast with the 

3rd hypothesis, while the increase in the importance of price factor one unit for the consumer does 

negatively affect the frequency of purchase, and some other variables such as space and 24-hour 

services do positively affect the frequency of Starbucks beverage purchase, some variable such as 

variety contradicts this hypothesis, it negatively affects the dependent variables, which implies that 

the increase in the variety of the beverage menu, reduces the probability that the consumers would 

purchase more beverages from Starbucks per week. 

From the results of the specification 3, we can also see that they are consistent with the 

existing research results of Kasimin’s literature (2017) that the width of the store positively 

impacts the profit and price negatively impacts the profits of the coffee store. 

 In summary, based on the results imply in this research, we would recommend the 

Starbucks brand to prioritize competitive strategies on the student consumers by improving their 

store spaces and 24-hour services to increase consumers time spending inside the stores on average 

which is statistically significant on multiple frequencies of purchasing ranges and has a positive 

effect on the frequency of purchasing Starbucks beverages. 

 

Limitation 

 During the time that we were conducting this research, the global coronavirus pandemic 

has broken out and forced the society to social distance from each other, limited our ability to 

gather survey data in person,  we were able to rely on an online survey only via Google Form as 

our information source, instead of our original plan to conduct the information gathering according 

to the geographical clustering in the multiple districts of Bangkok city, concentrate on the areas 

with high numbers of Starbucks stores. 
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Appendix A: Questionnaire 
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Appendix B: Demographic results from the survey 

 

 Districts 

 

 

 Gender 
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Age 

 

 

 

 

Education level 
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Occupation 

 

 

 

 

Income level 
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Respondents who consume only Starbucks 

 

 

 

Other brands that respondents consume (359 respondents) 
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What brands would respondents consume if the Starbucks becomes unaffordable 

 (366 respondents) 
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Appendix C: Ordered probit regression results 

Specification 1: 
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Specification 2: 
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Specification 3: 

 

 


