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The objectives of this study were to investigate: 1) consuming behavior of customers
on pub and restaurant service using; and 2) factors effecting the selection of pub and restaurant
services using of the customers. A set of questionnaires was used for data collection administered
with 300 Warm Up Cafe’s customers. Descriptive statistics was employed in this study.

Results of the study revealed that most of the respondents were male, 20-25 years
old, single, and bachelor’s degree students. They had an average monthly income of 10,000 Baht.
With regards to the respondents’ behavior on the sele.c-tion of Warm Up Cafe’s services using,
they claimed that Warm Up Cafe had good atmosphere and the purpose of going there was' to
have a nice time with their friends. The respondents preferred to go to Warm Up Cafe on Friday
and Saturday, after 10.00 P.M. They spent a night life there for 3-4 hours on average for each
visiting, It was found that friends had an influence towards the respondents to make a decision to
visit Warm Up Cafe. They went to Warm Up Cafe in a group of 3-4 people and once a week on
average. The recipe usually ordered by the respondents was fried recipe and they preferred to
drink spirit sold in the Cafe for 301-500 Baht per each time of visiting and they usually shared the
expenses.

In the case of factors on service market — mix effecting the selection of Warm Up
Cafe service using (product, price, place, market promotion, process, physical presentation, and
personnel), it was found that the factor on physical presentation had an effect towards the
decision. Making of the respondents most (J_c= 3.898). In other words, the respondents placed
the importance of the reputation of Warm Up Cafe. This was followed by: 1) safe atmosphere; 2)
neat internal and external decoration; and 3) clean comfort room. However, personnel factor was
found to have least effect (J—C = 3.512). In other words, the respondents placed least importance of

good human relationship and hospitality of the personnel.





