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ABSTRACT

The study of consumer behavior towards using fresh-brewed coffee shops in Thon
Buri, Bangkok collected data from 450 samples who were consumers of the fresh-brewed coffee
shops in Thon Buri, Bangkok by using questionnaires as a tool. Data analysis was conducted by
using descriptive statistics, composing of frequency, percentage and mean.

In this study, numbers of male and female samples were equally selected. They were
21-25 year-old undergraduate students and received monthly income at less than 10,000 Baht.

The studied results on consumer behavior towards using fresh-brewed coffee shops
in Thon Buri, Bankgok presented that the most favorite menus for fresh-brewed coffee was
frappe coffee and for other beverages was tea. Reason of using services at the certain coffee shop
was to be engaged with the savor of fresh-coffee. The influencing person towards selecting coffee
shop was mentioned to the respondents themselves. Number of people accompanied with them to
use services at the coffee shop was 1. Most of them infrequently took services at the fresh-brewed
coffee shop in a week at uncertain date and time. In general, they usually used take-away service.
The fresh-brewed coffee shop in Thon Buri, Bangkok that they mostly took services from was
Black Canyon Coffee and the most favorite location of the coffee shop where they mostly took
services at was the coffee shop in department stores. Source of information where they learned

about the fresh-brewed coffee shop was Internet. They usually selected the same shop where they



previously used services at. In each time of using service at the studied shops, they spent about
51-100 Baht.

The results of the study on service marketing mix factors indicated that the
respondents ranked the following factors at high level of importance: price, place, promotion and
people, physical evidence and presentation, and process, respectively.

For product factor, the high important elements were the shop’s brand and the quality
of coffee. Regarding the purchasing behavior, most respondents much more preferred to purchase
frappe coffee than iced-coffee under the shop’s brand. For price factor, the high important
element was the clear price tag. In each time of using service at the studied shops, they spent
about 51-100 Baht. For place factor, the high important element was convenient location where
was located near home or workplace and easy to travel. They frequently used services from the
fresh-brewed coffee shops in department stores due to having air-conditioning zone and modern-
clean-and-beautiful decoration. For promotion factor, the high important element was media
advertisement such as newspapers, radios, pamphlets, and internet. Regarding the behavior of
consumer in searching information of fresh-brewed coffee shops in Thon Buri, Bangkok, the
consumers usually searched for the information from Internet. For people factor, the high
important element was the staff that could answer and provide information according to
customer’s request. The influencing person towards selecting coffee shop was mentioned to the
respondents themselves. Number of people accompanied with them to use services at the coffee
shop was 1. For service process factor, the high important element was the rapidness in making

order.



