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ABSTRACT

The study of “The Marketing Factors Affecting The Consumer’s Franchise Coffee Shop
Selection in Bangkok™ aims to identify the marketing factors influencing consumer’s choice in
selection of Franchise Coffee shops in Bangkok. |

The method of study applied questionnaire to the consumers who were using the services
from four Franchise Coffee Shops,which are Starbucks Coffee(4 branches), Coffee World (4
branches), UCC Espresso (3 branches) and Au Bon Pain (1 branch). Total of 120 consumers were
interviewed.

Anticipating from the chosen male and Female equally. The data were analyzed using SPSS
9.01 for Windows for descriptive statistical analyzes: frequency, percentage, and mean.

The results of the study found that the major customers were student and company employee.
They normally came to the Coffee Shop 2-3 times a month and spent an average of 100-200 Baht
cach time. Their purposes of coming to the Coffee Shop were to have snack, enjoy the flavor of coffee
and attended to socialize.

The most important Marketing Factor Affecting The Customer’s Franchise Coffee Shop
Selection in Bangkok was product. The next were place, pricing, servicing process, physical evidence,

people and marketing promotion respectively. The details are following;
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Product factor
The customers valued the flavor and aroma of the coffee as most important factors.
The next were various kinds of coffee menu and reputation.
Place factor
The customers valued seat availability and relax atmosphere as most important
factors. Then the next were conveniences, nice decoration and already located in the shopping mall
where the customers were shopping respectively.
Pricing factor
The customers did not give high value to pricing factor in order to select the coffee
shop service. However, if they had to choose the particular coffee shop, the price compelhiiveness
among the coffee shop would be concerned.
Servicing Process factor
The customers valued the fast service as most important criteria o select the
Coffee shop service. The next were the accuracy i delivery the goods & services and quick billing
respeciively.
Physical evidence factor
The customers valued the classics decoration look, cozy and very conducive to
relaxation as most important criteria to select the coffee shop service. The next was the modemn look
that attract to the new generation.
People factor
The customers valued the nice service of workers as most important factor. The next
were {riendliness with customers, orderly appearance and recommendation respectively.
Promotion factor
The customers did not give high value to sales promotion in selecting the coffee shop

service. However, the shop’s advertisement seemed 1o attract the customer to the shops.



