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The objective of this study was to investigate the lifestyle of consumers in the

coffee shops located at Nimmanhamiﬁ Road, Chiang Mai Province. The questionnaires were used
in data collection from the consumers who visited the coffee shops located at Nimmanhamin
Road, Chiang Mai Province. The number of samples size was 300 by mean of convernience

sampling.

K-mean cluster analysis technique was used to separate consumers into groups.
It was evidence that the consumers, who visited the coffee shops located at Nimmanhamin Road,

Chiang Mai Province, might be best divided into two groups of students and workers.

Students group was a relatively large group of customers with an overall number
reaching 244. The majority this group were either pupils or students whose ages were between 15
to 25 years. Their incomes were less than 5,000 Bahts but were readily provided for by their
parents or guardians. Typical students lived in an apartment and used motorcycle for

transportation, The leisure time was spent on computer games and internet. The coffee shop was

one of the meeting places with friends and the popular ordering was ice cold coffee. The coffee
shop that caught their interests had a look of modern teenage style.

Twenty six customers were classified into workers group whose occupation were
either office workers of a private company or state enterprise. The majority of this group was at
least 20 years old with the average income higher than 8,000 bahts. The principal source of
income was from the full time job. It was also common for them to have their own houses and
used cars as a regular transportation mean. The leisure time was spent on watching television
programs and the purpose of their visits were to get the coffee. One of the most favourite ordering
was hot coffee. The shop of interest should have a modern look with gardening space.

The most important factors of marketing mix were staff personality, service
quality and price.

The customers encountered a few problems during the visits, for example,

inconvenience parking lot which was also inadequate as well as complicate steps of services.





