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ABSTRACT

The purpose of this independent study was to investigate behavior on using the
campus fresh coffee shop service of undergraduate students in Chiang Mai province. The data
were collected through questionnaires from 400 respondents who had the experiences in using the
services. The results of this study revealed that the majority of respondents were female (56.8%)
who is undertaking four years curricula (65.8%). They were second year students (31.5%) with
the average monthly stipend of 2,001-4,000 baht (52.7%).

For all seven aspects of marketing mix factors, the average of all factors were rated at
high level. There were six main factors which were rated at the high levels. These included
processing, products, personals, price, distribution venue, and physical evidence aspects. Only
promotion factor was affected at the moderate level.

The majority of experienced using service was to drink fresh coffee and other drinks
(47.5%). The frequency of using the service was seldom (52.5%). The respondents preferred to
take away the drinks for outside consumption (57.0%) with spending time of 15-30 min at a time
(45.0%). In addition, the coffee shops were also recognized as meeting places with friends
(64.3%). Most of respondents decided to purchase the drinks by themselves (68.2%) and

preferred iced tea (17.5%). Despite of drinks, the buns were also consumed (24.8%).



The preferred servicing time was during lunch time period (39.7%) with 31-60 baht purchasing
values each time (50.5%).

The service problems included the inconsistency of taste, unreasonable price, limiting
seating area, lack of activity during festivity period, low level of service mind from salesperson,

and slow services.



