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ABSTRACT

The purpose of this study was to study the Chiang Mai University student’s behavior in
selecting the copy service shop. The data was collected by using questionnaire, analyzed by SPSS
program with 318 samples and presented in term of frequency percentage and means. The conclusions
are as followings:

Most of the students are female, aged between 19 — 20 years old working towards a
bachelor degree and their income per month is not more than 5,000 Baht. The source of income are

mostly from their parents, education loan and working, relatively.

The study found that almost all of the students preferred black and white copy services for
their study and the most preferable time to go to copy shops is around 6.01 — 8.00 p.m., they normaily
go to the copy shops after working hours or studying hours. The popular locations for copy serviée
shops are on the small street connecting Chonlaprathan Canal road and Nimmarnhamin road. The
loyal customers usually use copy shops services from 1 — 2 shops near their residents while the
unloyal customers use services from general copy shops, the loyal customers usually uses the copy
shops services 6 — 10 times per month, each time copying less than 25 pieces of paper. They wait
less than a half an hour or an average visit and the cost per time was less than 50 Baht. Most students

had good satisfaction regarding the shop location followed by reasonable price.

Marketing factors affecting students’ behavior in selecting the copy service shops are as

following:



The Product and service factor that mostly affects selecting the copy service shop was the
variety of products.

The Price factor that mostly affects selecting the copy service shop was the reasonable
price.

The Place factor that mostly affects selecting the copy service shop was the location had
to be near the university.

The Promotion factor that mostly affects selecting the copy service shop was the attractive
shop sign.

The Process factor that mostly affects selecting the copy service shop was the one stop
service.

The People factor that mostly affects selecting the copy service shop was the skillful work-
ers.

The Physical Evidence factor that mostly affected the selecting the copy service shop was

the fulfilling customer commitment.



