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ABSTRACT

This research aimed to explore the effects of brand awareness and corporate social responsibility on the consumer’s decisions for

different coffee selling stores at Taichung City and Changhua County. A structural questionnaire was applied for quantitative

research and 450 copies were sent to consumers with judgment sampling. There were 387 samples returned for further statistical

analysis using SPSS 12.0. The main findings of this research were concluded as followings: (A) Coffee drinks consumers have higher

brand participation on brand image and brand association than brand choice and brand preference. (B) Coffee drinks consumers

have more attentions on the price structure, food safety and test, and resource recycling action of corporate social responsibility. (C)

Coffee drinks consumers make their decisions within consideration of the corporate operation styles, corporate image and the

adequacy of products. (D)The brand awareness can predict the coffee drinks consumers’ decisions significantly as well as the

operation responsibility. There were several recommendations provided as followings: (1) the promotion of brand awareness would

help the consumers to make decisions more easily; (2) the rising of corporate social responsibility would enhance the brand identify

from consumers; (3) the development of unique management style can adequate supports from consumers; (4) The established

corporate image will increase the identity from the consumers; (5) The more sufficient products, the more easily decision the

consumers could make. Keywords: brand awareness, corporate social responsibility, consumer decision-making, coffee drinks ,

Starbucks Coffee, 85 °C Cafe, City Cafe.
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