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ABSTRACT
173862

The study aims to 1) examine the opinions of consumers towards the management of
the fresh coffee shops; 2) investigate the consumers’ behaviors; 3) explore the levels of the
consumers’ satisfaction towards fresh coffee shop service categorized by marketing aspects;
4) compare the levels of the consumers’ satisfaction towards fresh coffee shop service categorized
by personal factors; 5) study the relationship between the personal factors and the consumers’
behaviors; and 6) study the relationship between the personal factors and the consumers’ opinions
towards fresh coffee shop service. The sample group consisted of 400 consumers. Statistical
analysis was performed in terms of percentage, mean, and standard deviation, t-test, F-test, and
the Chi-square.

The findings indicated that:

1. Regarding opinions of the consumers towards the management of the fresh coffee
shops, it was found that most consumers preferred comer coffee shops, representing 61.50
percent. 46.25 percent of the consumers agreed that the fresh coffee business should be operated
in the form of franchising. 68.25 percent placed an emphasis on product. 43.50 percent considered
service as the most attraction of the shops. 45.50 percent agreed that the suitable style of
decoration should be as an ordinary coffee corner. 72.25 percent suggested that a new coffee
formula should be introduced. Finally, 54.25 percent believed that the shops should be clean.

2. Regarding the consumers’ behavior to the fresh coffee shop service, it was
discovered that 34.50 percent of the consumers’ chose fresh coffee shops located at petrol
stations. 54.50 percent of them chose to drink fresh coffee due to its taste and 32 percent for

relaxation. 64 percent preferred iced coffee. 52 percent mostly often entered the fresh coffee
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shops located in shopping malls. 24.75 percent used the service during 11:0la.m. to 1:00p.m.
45 percent spent about 30 minutes at the fresh coffee shops. 66 percent spent less than 100 baht
per fresh coffee shop visit. 69 percent decided on their own to visit the fresh coffee shops.
54.25 percent visited the fresh coffee shops with their friends and 51.75 percent visited the coffee
shops with no more than one person at a time.

3. The level of satisfaction of the consumers towards the fresh coffee shop in terms of
the product, price and payment receiving, place, service process, and sales promotion was found
at a high level.

4. The analysis of the consumers’ satisfaction categorized by their personal factors
pointed out that differences in gender, educational level, occupation, and income resulted in
differences in the consumers’ satisfaction towards fresh coffee shop service.

5. Regarding the relationship between the personal factors and the consumers’
behaviors, it was found that gender, educational level, occupation, and income related to the
consumers’ behaviors.

6. Regarding the relationship between personal factors and opinions of the consumers
towards the management of the fresh coffee shops, it was indicated that gender, educational level,
occupation, and income related to the opinions of the consumers. However, age was not relevant

to their opinions.



