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Abstract

The objectives of this research were to: 1) study the online marketing communication
of independent coffee shop entrepreneurs in Chanthaburi Province, and 2) study the relationship
between the demographic characteristics of coffee shop business types with online marketing
communication of these shop entrepreneurs. Quantitative Research methods were used.
The sample used in this study was a group of 400 independent coffee shop entrepreneurs in
Chanthaburi Province from 3 types of coffee shops: mobile coffee shops; coffee corner shops
and stand-alone coffee shops. The sample was selected by using the random sampling method.
The statistics used to analyze data were frequency distribution, percentage, mean, standard
deviation, test hypotheses with T-test and F-test statistics, one-way analysis of variance
(One-Way ANOVA), Scheffe's methods to compare differences of the pairs and Pearson’s
Correlation Coefficient.

The results of the research found: 1) the online marketing communications of coffee
shop businesses in Chanthaburi Province used: advertising, public relations, sales promotion,
personal selling and direct marketing at the highest level of 4.26, and 2) the demographic
characteristics and type of coffee shop business had a relationship with online marketing
communications at the statistically significant level of 0.5 The results of this research can be used
to: develop online marketing communication for coffee shop businesses in Chanthaburi Province,

create and develop awareness among coffee consumers quickly which corresponds to the online



media usage behavior of coffee consumers and develop online media for marketing communication
of other coffee shop business entrepreneurs, other businesses which will benefit the local community,

entrepreneurs, consumers, and the overall economy of the country.
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