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Factors Influencing the Decision to Purchase instant coffee capsules

through Online and offline channels in the Bangkok Metropolitan Area.
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Abstract

This research aims to (1) examine the purchasing decisions of consumers in the
Bangkok Metropolitan Area regarding capsule coffee, categorized by demographic
characteristics, (2) study the online marketing factors influencing the purchasing decisions
of consumers regarding capsule coffee in the Bangkok Metropolitan Area, and
(3) investigate the offline marketing factors influencing the purchasing decisions of
consumers regarding capsule coffee in the Bangkok Metropolitan Area. This quantitative
research used a tool to gather data from a sample group of consumers in Bangkok who
purchased capsule coffee either online or offline and were aged 18 and above, totaling
400 individuals. The research employed non-probabilistic purposive sampling and specific
random sampling methods. The statistical methods used in the research included
(1) descriptive statistics such as frequency, percentages, averages, and standard
deviations, and (2) inferential statistics such as One-Way ANOVA and Multiple Linear

Regression at a statistical significance level of 0.05.

The research findings show that (1) demographic characteristics such as gender,
age, occupation, and monthly income do not influence the purchasing decisions of capsule
coffee; (2) online marketing factors such as product features, price, and marketing
promotion influence the purchasing decisions of capsule coffee among consumers in the
Bangkok Metropolitan Area, and (3) offline marketing factors such as product features,
price, distribution channels, and marketing promotion influence the purchasing decisions

of capsule coffee among consumers in the Bangkok Metropolitan Area.

Keywords: purchasing decisions, capsule coffee, online marketing, offline marketing
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