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Abstract

This research article aimed: (1) to examine consumer behavior and coffee
consumption trends in Phra Nakhon Si Ayutthaya Province, and (2) to propose appropriate
marketing communication strategies for promoting sales of local coffee shops. The sample
comprised 400 consumers who had previously patronized local coffee shops in Phra Nakhon
Si Ayutthaya District. The sample size was determined using Cochran’s formula at a 95%
confidence level with a £5% margin of error. Data were collected via an online questionnaire
and analyzed using descriptive statistics (frequency, percentage, mean, standard deviation)
and One-Way ANOVA.

The research results found that: 1) Findings indicate that most respondents were
female, aged 26-35, employed in the private sector, with monthly income of THB 10,001-
20,000, and visited coffee shops two to three times per week. Overall consumer behavior was
at a high level. The most influential determinants of store choice were taste, service quality,
and reasonable price, followed by ambience/cleanliness/convenience and information
obtained through social media (Facebook, TikTok). The effects of marketing communication
on sales promotion were high across all dimensions, with purchase intention ranking highest,
followed by brand awareness. Demographic variables—age and income—were significantly
associated with loyalty and purchase intention at the .05 level; notably, consumers aged 26-
35 with income of THB 10,001-20,000 showed greater repeat patronage and responsiveness
to promotions. 2) Based on these results, a digital-first integrated marketing communication
(IMC) approach is recommended, emphasizing Facebook, TikTok, and LINE Official Account,
coupled with offline-to-online (020) linkage at point of sale and AIDA-guided message design
to build awareness, stimulate interest, create desire, and drive action via measurable calls-to-
action (e.g., digital coupons/discount codes). Supporting tactics include local-identity
storytelling, collaboration with local micro-influencers, and a tiered membership/CRM system.
Performance should be monitored using Reach, Engagement, Conversion, and Repeat Rate,
with continuous A/B testing to optimize strategy.

Keywords: Marketing Commmunication, Sales Promotion, Local Coffee Shops
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