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Descriptive Statistics

ﬂq' 998 N | Minimum | Maximum | Mean Std.
Deviation

FUAMNENYAINTITUM (Brand | 296 2 5 3.82 0.577
Image)
AMUMSITV3aA (Perceived 296 1 5 3.88 0.691
Taste)
AUAUNINNTUTMT (Service 296 2 5 424 0.570
Quality)
A1U51A1 (Price) 296 2 5 416 0.646
aruanuiianelv (Satisfaction) | 296 D 5 424 0.582

4 a 4 [ a £ @ o 4
A15197 4.14 M51UAAINTAUATIZH N TN TEANT AN TUNUT (Correlation Analysis)
sennafavediuang o aeanuianels lumsus Inamunus Inamurveailszrns lne

Generation Y

Correlation
Std. Brand | Perceived | Service
Mean Price Satisfaction

Deviation | Image Taste Quality
Brand 3.82 0.577 0.623** | 0.598%* | 0.408** 0.690**
Image
Perceived 3.88 0.691 0.623** 0.708** | 0.374%* 0.604**
Taste
Service 4.24 0.570 0.598** | (.708** 0.372%* 0.684**
Quality
Price 4.16 0.646 0.408** | 0.374** | 0.372%* 0.513**
Satisfaction | 4.24 0.582 0.690** | 0.604** | 0.684** | 0.513**
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Model Coefficients Coefficients t Sig.

B Std. Error Beta
(Constant) 439 178 2.463 014
Tasemunmdnuainaus | 324 044 361 7.435 000
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Tadearumssuisamna 040 046 048 881 379

(Perceived Taste)

TodemugunmmMsusms 362 054 354 6.694 .000
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Jaded1us1a1 (Price) 195 036 217 5.450 000
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