189457

¥
msﬁnmﬁﬁmﬂsummmﬂs saasioAnyotodindszaumemsaaaf
Hnanemsaadulevenindnulums@enldusnmsunud luuviinedodoslny s
= v 1 3 3 1w [ P o R ° aa
wuswdeyalduvvaouounudeyaninnguiedeiuilningnu $1uau 200 au 1ae33
MIGUAIBIRUVVINIZIWAZUVUMNALAIN  MTAATIE maua‘l%ﬁnﬁmwamm 1Aun

ﬂ’ﬂlm ‘S'E]Uﬁ&’ o ﬂnﬂﬁﬂ

o o

HamsAny1 wu eevuvuasverduIngidlumemda fiorg 19 3 Mds

AnuluseaunlSyanas egguﬂﬁ2n1nﬁqﬂ fiswlademou 2,001-4,000 1 S
finolFusmsmniiaqa Ao $1ulassad Jewelry Café wovin 40 3 mawaiidenldusmsiuy
mudndiga Ao azaanlunmslduims Tasdasdlunisldusms Pununly
ummenduFealmininn 4 adserdou SuinlfuSmstesiiqa fie Jugni-Sueriing
fmldselumslduinsdends 51 -100 1m FanmilduSmsuiniiga fe 12.00-
1500 u.  Taomgrafiniduimsdumuiluminndudodmi fie aunuvinienu
verin  Snnuauiniduimsudaza 23 au Fefiva1Rdsndmnund Bud ien
samuiiauiudsedr fio anfilu msduaSumsvieiisevanniiga fe figlesdiuon
uazvesnuAiveUd S UMANTaMEINNTige fo Wiy UszianvesdudifiusTan
TumsiSuimsusiaznds fe dunum Taoszoznminiiastaludunundendslidu
19T

mansAnlesodmilszaunmsamauinswuh

Sundadut freunuvumeunmiiaruddaifsmavegluszduinn Ta
Mesvdeoiilinnuddgnniiudiduusn fo anuazormvemidasuaiismieludw

usm  Frovuvvaeuowidanudwgidamaveglussdunn  Tao
Hofudoviildanudrdymnidudiduusn fe fthouonnimFanu (any)

Sugosmenssadimie  dreuuvnasuomiianudwafidanavegly

w @ 1 Aq ¥ o w o w A a2 )
ITAVUIN Tﬂﬂﬂ%ﬁlﬂﬂﬂﬂﬂi'ﬂﬂ'J’llJﬁ’]ﬂiUull'lﬂl‘]d.]ua'lﬂUHiﬂ 1o ﬂﬂﬂﬂlﬂ\ﬁ’\uiﬂaﬂﬁﬂmgﬂﬁﬂ

o a
aoUNIY

AMumsduasumsaaia fasunvvdeumnldnnudAgiiiauntveglu
szduinn Tavihivdosildanudvainadiudwuusn fe IWdmwanliunanda

auyamns greumvudeunwiinnudgyilamasegluszdming  lao

@ ¥ 4 o W o o @ o ar
Thdvdeviildnnuddguiniluddunsn Ao nsvmuazuyyoduiusveaminanung
[+ o o

msaovauswazanmallvssminaulumsidusms

k4 Y 9/ b4 o @& AA

dunszuumsliuins aouunuasuawldanuddaifisumivedlu

3

szannn  Tesihivdesiilinnudwgundlusduusn Ao anugndeslumsdeuey

Y
U

2€B0W

[

aumsaaninduednyaznmun gaeuuuudounwlianudingy

o
1
Aoy

fnmundvedluszauinn  Tavdedvdosiilianuddamndudduusn Ao amazen

‘UBQS'IH



189457

The objective of the independent study was to study marketing mix factors
affecting the Chiang Mai University student’s decision of selecting coffee shops in Chiang Mai
University. Data collection was completed by questionnaires distributed specifically and
randomly to 200 students as the sample group, then, the narrative analysis which consisted of
frequency, percentage, and mean, was applied to analyze data.

According to the research result, most respondent were 19 year-old female
students who were in the second year of Bachelor’s degree and had 2,001 — 4,000 baht for
monthly allowance. The céffee shops where they frequently went to was Trirat Shop and
Jewelry Café located at 40-Year Dormitory of Chiang Mai University with the reason of
convenience. There was at least 4 times per month that respondents visited the coffee shops, at
the time period between 12.00 to 15.00 p.m., mostly on Friday to Sunday and there were 51-100

baht spent for products in each time. The reason for visiting the coffee shop of respondents was

drinking coffee or having some snacks. There were 2-3 customers coming together in each time.
It was stated that a media helped customers get to know the coffee shop was their friends. The
most favorite coffee cup was Cappuccino and the most favorite promotion was a discount
coupon. In addition, the key chain was voted to be the most favorite souvenir given in special
occasions. It was absolutely agreed by customers that in each time they came to the coffee shop
they ordered coffee and spent not over than one hour for consuming the mention product.

Then, the reference was made by the study of marketing mix factors. It was found,
in term of Product, the first sub-factor that influence respondents at a high level was the

hygiene of product.

In term of Price, the first sub-item that respondents were satisfied at a high level
was the prices stated in a menu.

In term of Distribution Channel, the first sub-item that respondents were satisfied
at a high level was the location where situated nearby faculties or study venue.

In term of Promotion, the first sub-item that respondents were satisfied at a high
level was the discount promotion for member.

In term of People, the first sub-item that respondents were satisfied at a high level
was the manner and human relation including the good response for customer’s need and the
service mind of sell people.

In term of Process, the first sub-item that respondents were satisfied at a high level
was the accuracy in distributing products.

In term of Physical Evidence and Presentation, the first sub-item that respondénts

were satisfied at a high level was the cleanliness of the coffee shop.





