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This independent study aimed to examine customer satisfaction towards marketing
mix of Warm Up Café in Mueang Chiang Mai District. Data was given by 385 customers and
then analyzed by descriptive statistic, including frequency, percentage and means.

The findings showed that most respondents were single male aged between 20-25
years, holding Bachelor’s degree or equivalent. The majority was undergraduate students, who
got 5,000-10,000 baht for monthly allowance. They stated that the main reason in choosing Warm
Up Café was about the nice music played at the café. Previously, they used to visit other pubs and
restaurants and the occasion that led them to those places was mentioned to the time that they
wanted to relax. Friends/colleagues were considered as the most influencing person towards the
selection of pub and restaurant. Generally, they went to the café once a week mostly on Friday
during 20.00-22.00 hrs with 3-4 friends. In each time, food and beverage they ordered were
presented in the café’s menu. The most favorite food and beverage were Hor d’oeuvres and
liquor/whiskey, They preferred buying the liquor/whiskey from the café. It was also found that
they took 3-4 hours at the café in each time of their visit. The payment was normally done by cash

sharing with friends and the expense per person was lesser than 500 baht.
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According to the result of study on customer satisfaction towards marketing mix
factors the mentioned café, it was found that the respondents highly satisfied with all factors
namely physical evidence, place, price, product, people, process and promotion.

In product factor, the respondents rated their highest satisfaction to the top three
sub-factors as follows: the amusement of music, types of music played at the café and taste of
food.

In price factor, the respondents rated their highest satisfaction to the top three sub-
factors as follows: credit card payment accepted, special discount for members and price of food.

In place factor, the respondents rated their highest satisfaction to the top three sub-
factors as follows: convenient location to get through, location nearby community area, and
facilities such as ATM machines,

In promotion factor, the respondents rated their highest satisfaction to the top three
sub-factors as follows: concerts, promotion on special festivals and café information circulation,

In people factor, the respondents rated their highest satisfaction to the top three
sub-factors as follows: polite-cheerful-and friendly staff, honest staff, and well and proper dress
of staff.

In physical and evident factor, the respondents rated their highest satisfaction to the
top three sub-factors as follows: easy-to-remember of café title and its logo, fame of the café,
which was equally rated to the long-term service of the café, and good image of the café.

In process factor, the respondents rated their highest satisfaction to the top three
sub-factors as follows: the warm greeting and welcome at the entrance, the seat reservation, and

the cleanliness of any utensils used at the café.





