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Satisfaction and Behavior Related to Bakery Purchase at Coffee Bee

Store
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Satisfaction and Behavior Related to Bakery Purchase at Coffee Bee Store

Abstract

The objectives of this reséarch were to study 1) fundamental factors of consumers
purchasing bakery at Coffee Bee Store located in Phitsanulok Province who were target
population under study 2)their purchasing behavior 3) satisfaction obtained from the use of
the store’s service 4) purchasing behavior and their satisfaction based upon fundamental
factors. Samples came from consumers visited the store . Questionnaire was used to collect
the data . Data gathered was analyzed using statistical software. Statistics used in this study
include both descriptive statistics( percentage , mean , standard deviation) and inferential
statistics( Chi-square test , t-test , F-test or one-way analysis of variance).

Outcome of the research revealed that the majority of respondents were female
, 15-25 years of age , single , bachelor degree graduates , working as general employees with
monthly income exceeding 20,000 baht and living in a family with 3-4 members. Study of
purchasing behavior showed that respondents normally bought bakery from the stores
with fixed window or from beverage and bakery shops . Most favorite item purchased was
cake . The reason given for the use of service was the store’s reasonable price . The product
bought was intended for self-consumption. They visited the store once or twice weekly and
the time visited the store was after 18.00 o’clock while the budget for each purchase was
between 51-100 baht. They knew the store from advei'tising media and banners. Study of
their satisfaction showed that product and service process scored highest while other factors
scored high on a given rating scale. Hypothesis tests showed that respondents with different
fundamental factors did not differ in their satisfaction and bakery purchasing behavior at

0.05 level of significance.



