Shops in Rayong Province
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Abstract

The objectives of this survey research were to 1) study personal factors of consumers using

services provided by fresh coffee shops in Rayong Province 2) study marketing mix of these shops 3)
study consumers’ behavior in their use of service 4) compare their views on marketing mix based on
personal factors 3) study the relationship between consumers’ behavior and their personal facters . Data
was collected by means of questionnaire . Samples included 400 consumers using the services provided by
the fresh coffee shops in Rayong .

QOutcome of the research revealed that the majority of respondents were female , no more than
25 years of age, secondary-school or college students with monthly income less than 15,000 baht. Study
of marketing mix revealed that , overall, the score was high. Marketing factors , in descending order of
importance , were price, personnel, service process, product and service , physical characteristic , channel
of distribution(place) and marketing promotion. Study of consumers’ behavior indicated that they did like
the taste , used the services occasionally during 15.00-19.00 o’clock , paid less than 100 baht each time
ar_ld spent less than 15 minutes in the shop.

Hypothesis tests showed that their views on marketing mix based upon personal factors (sex,
age, occupation, monthly income) did differ at 0.05 level of significance. Consumers with different
occupations did not differ in their behavior of using the services. On the other hand, consumers with
different ages, levels of education , monthly income did differ in their behavior of using the service at

0.05 level of significance.




