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ABSTRACT
This research aimed to explore the effect of aesthetics attraction on the consumer’ s choice of coffee shop. A structural
questionnaire was applied for quantitative research and 450 copies were sent to consumers with judgment sampling. There were 404
valid samples returned for further statistical analysis using SPSS 12.0. Several findings were concluded as followings: (1) It exist
differences in coffee shop’ s aesthetics attraction with different lifestyle of consumers significantly. (2) It exist differences in coffee
shop’ s store atmosphere with different lifestyle of consumers significantly. (3) The consumers’ choice can be predicted with the
coffee shop’ s aesthetics attraction and store atmosphere significantly. (4) It exist significant differences in consumers’  choice with
different lifestyle of consumers significantly. The results of this study were discussed and several recommendations were suggested for
relevant units of the reference and follow-up study.
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