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ABSTRACT 

 

This independent study aimed to study consumer behavior towards using service of 

coffee shops in Mueang Lampang District. Questionnaire was used to collect data from 400 

samples whose residences in Mueang Lampang District and previously used service of coffee 

shops in Mueang Lampang District, drawn by Convenience Sampling. Descriptive statistics were 

used to analyze data, e.g. frequency, percentage, and means.  

The study results showed that most respondents were female aged 21-30 years old, 

with tertiary education. Their occupation was employees with a monthly salary 5,000-10,000 

baht. The most favorite drink was Espresso and the most favorite snack is Cake. The coffee shop 

where they went often were Coffee Bus, Go coffee and Wawee and the reasons of respondents to 

select these coffee shops were the taste of drink. The first three objectives of using service of 

coffee shops were for drinking coffee or others beverage, for meeting friends and for relaxing. 

The respondent’s influencer in choosing coffee shop was themselves. There was at least 4 times 

per month that respondents visited the coffee shop in uncertain day at the time period between 

12.01-15.00 p.m., Stand Alone coffee shop was the type of coffee shop that respondents prefer to 

visit. The source of coffee shop information was asking friend. There were 2 customers coming 

together in each time and spent 31-50 baht for using coffee shop service in each time. The 

respondent’s buying behavior was both take away and consuming in coffee shop. In addition, the 

making decision in choosing coffee shop for the next time was trying new coffee shop. 
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The study of marketing mix factors found that all factor influence respondents at a 

high level, arranged factors by highest to lowest mean were as follow; Process factor, People 

factor, Price factor, Physical evidence factor, Place factor, Product factor and Promotion factor. 

For first 10 sub-factors that influence respondents, arranged sub-factors by high to 

low mean were as follow; hygiene of product, well-mannered and polite staff, coffee and others 

drink taste, responsiveness and willing to provide service of people, Cleanliness of the coffee 

shop, Fast and accurate service, reasonable price for quality, accurate delivery, comfortable seat, 

equally service and free sample was sub-factor that influence respondents at a moderate level. 

 


