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ABSTRACT 

 

The purpose of this independent study was to observe the marketing mix factors 

affecting consumer decision towards selection of coffee shops in the Central Plaza Chiang Mai 

Airport Shopping Mall. The data was collected through questionnaires which were distributed to 

220 consumers of coffee shops located in the Central Plaza Chiang Mai Airport Shopping Mall. 

From the result of this study, it was found that most of the respondents were female, 25 

to 35 years old, working people, with an average income of less than 15,000 Baht per month, and 

with a bachelor’s degree. The coffee shop in the Central Plaza Chiang Mai Airport Shopping 

Mall that they mostly visited was Wawee Coffee. The frequency of the visit was once or twice a 

month. There was no specific day in visiting the coffee shop. Popular visiting time was 12:00 to 

15:00. The duration of each visit was 1 to 2 hours. They were invited, each time, to the coffee 

shops by their co-workers or friends. The number of persons visiting the shops each time was 2 to 

3 persons. The average spending was 100 to 200 Baht per person. The type of product that they 

regularly ordered were coffee products. The most effective medium advertising the coffee shops 

was the store sign. The favorite sales promotion was the “buy one, get one free” campaign. 

Finally, the attitude towards services provided at the coffee shops was indifferent. 

The result found that the service marketing mix factors affected consumer decision 

towards selection of coffee shops in the Central Plaza Chiang Mai Airport Shopping Mall at high 

level were process factor with mean of 3.85, people factor with mean of 3.75, product factor with 
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mean of 3.70, physical evidence factor with mean of 3.67, price factor with mean of 3.65, and 

channel of distribution factor with mean of 3.57, respectively. The service marketing mix factors 

affected consumer decision in moderate level was marketing promotion factor with mean of 2.94. 

For product factor, the top three sub-factors which highly affected consumer decision 

were the cleanliness of the container, the cleanliness of the beverages provided in the store, and 

the cleanliness of the coffee provided in the store, respectively. 

For process factor, the top three sub-factors which highly affected consumer decision 

were quick services, correct services and products, and uncomplicated ordering process, 

respectively. 

For people factor, the top three sub-factors which highly affected consumer decision 

were  manner and human relation of the staffs, personality and attire of the staffs, and 

enthusiastic barista, respectively. 

For physical evidence factor, the top three sub-factors which highly affected consumer 

decision were the cleanliness of the store, comfortable seats and modern decoration, and friendly 

atmosphere, respectively. 

For price factor, the top three sub-factors which highly affected consumer decision were 

visible price list, reasonable coffee prices, and reasonable beverage prices, respectively. 

For channel of distribution factor, the top three sub-factors which highly affected 

consumer decision were easy-to-find location, adequate seats, and appropriate opening and 

closing time, respectively. 

For marketing promotion factor, the top three sub-factors which moderately affected 

consumer decision were persuasive promotion campaigns such as “buy one, get one free” 

campaign, member card with discounts, and  advertisements through various media such as radio 

and newspaper, respectively. 


