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ABSTRACT

This Independent Study is on Internet Direct Mail Media Design For Coffee Business
Marketing Promotion In Chiang Mai City. The objective of this study is focused on the study of
internet direct mail design to promote the coffee business marketing among consumer in Chiang
Mai Town. The methodology of study is designed to collect the data and information through
questionnaires and interviewing. The accidentally approach is utilized to gather and analyze
information from two target groups of students and young employees ages between 15-35 who
are customized to the coffee shops located in Chiang Mai Town. The process is categorized as 4
steps of the study collection and analyses of baseline data and information through interview and
questionnaires from target groups who access the coffee shops. Internet direct mail as media
design advertisement is taken in to consideration according to need assessment analyses. Internet
direct mail design on website trial is being tested. Data and information is collected and analyzed.

Conclusion Higher percentage of coffee shop customers visit and access the service
related to the effectiveness of direct advertisement from the coffee shop’s owner, employees and
internet website compare to internet direct mail which is at the lower rate. But they would rather
want to access the internet direct mail only to get reward from promotion information. However,
‘the visual design’ of the internet direct mail is the most satisfaction part from the study result.
The color tone and the fancy design is one of the higher rates of satisfaction among the target
groups. An appropriate internet direct mail composition on website is recommended for the

design. Furthermore, the promotion such as redeem points, coupon bonus and free coffee coupon



can increase internet direct mail more interesting. This study might be useful to some extend for
those who want to develop coffee business marketing promotion via internet direct mail. The
coffee shop investor could also strengthen capability in expanding his consumer and coffee

market share.



