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The objective of this independent study was to study the customers’ satisfaction and
problems towards the services of Black Canyon Coffee Houses and Restaurants in Changwat
Chiang Mai. A sample of 294 consumptive respondents, who were served in S branches of the
Black Canyon; Kad Suan Keaw, Carrefour, Lotus Kam Thieng, Central Airport Plaza and
Chang Khlan, were selected by convenient sampling. Questionnaires were used for data collection.
Data processing was analyzed by statistical methods which were frequency tables. percentages,
mean and T-test.

The result from the study found that most of the respondents earned their family
income between 20,001 to 30,000 baht per month, spent 251 to 500 baat for each time and came to
the restaurants at least once a month. The coffee and rice dishes were mainly ordered. They iad two
to three companions and most of them were friends. The service time was around 4.01 to 7.00 p.m.
The reason for using the services was the taste of coffee. The media or procedure that affecting
services buying decision was the front sign and Kad S.uan Keaw branch was the most popular place.
Most of the respondents did not know that there vrere delivery and catering services. In general
most respondents had moderate satisfaction level.

The comparison of expectation and perception of the respondents in marketing factors
found that they were satisfied with product, promotion and physical cvidence. Meanwhile, they
were dissatisfied with price, channels of distribution, people and process. In addition, the main

problem they found in using the service was people problem.





