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ABSTRACT

This study aimed to 1) understand consumers’ behavior responding to marketing
strategies of small coffee shops established in the neighborhood of higher education institutes in
Chiang Mai Province, 2) learn about the management approaches and marketing strategies used
by small coffee shops, and 3) propose appropriate marketing strategies for the concerned small
coffee shops. Information was collected by questionnaire interview from 403 samples of students
and individuals determined by accidentally sampling method in the vicinity of higher education
institutes and from 15 operators of small coffee shops serving fresh brew coffee indentified by
purposive sampling method from the total 70 establishments serving fresh brew coffee in Chiang
Mai Province. Analysis was based on the results of descriptive statistics including frequency and
percentage as well as the multiple responses from the application of SPSS for window software
program, and substantiated by SWOT analysis and TOWS matrix construction.

The majority of fresh brew coffee consumers in the student group were found to be
characterized as 19-22 year-old, studying at diploma or undergraduate level, having less than
5,000 baht per month for spending. Meanwhile most individuals in the general consumer group
could be described as 23-26 year-old, bachelor’s degree graduate, earning 5,001-10,000 baht

monthly income. Consumers in both groups revealed their most favorite coffee shops being



Wawee coffee places. They visited the small coffee shops 1-3 times per week, most often on
Monday followed by Friday, spending for the coffee shop services about 20 - 50 baht per visit,
with the purpose of drinking coffee or eating snacks.

The study on consumers’ behavior in response to the seven components of fresh brew
coffee marketing mix found that both groups of consumers had the preference for cappuccino
choice, iced-coffee, served in medium sized (16 oz) transparent plastic glass with lid and
trademark label on. Those consumers in student group appeared to prefer the mellow coffee
flavor while the general individuals liked strong taste. The willingness to pay for iced coffee
among students under study was found to be 20 baht for small glass (12 0z), 25 baht for medium
glass (16 0z) and less than 25 baht for large glass (22 oz), while the corresponding figures for the
general consumers were 15, 25, and 30 baht. Both groups of consumers also had in common their
preference for coffee shops decorated in natural atmosphere with clean and shady environment as
well as convenient car parking space, that they were in traduced to the specific coffee shops by
friends, and that they liked marketing promotion activities that resulted in lower cost for coffee
drink. Most consumers indicated their indifferent attitude toward any genders of service providers
but the waiters or waitresses should wear pleasant-looking uniforms, and that they would have the
waiter/waitress take their order for services. Among the other common preferences were the
welcoming or greeting words from the shop attendants to generate friendly atmosphere, the
presence of light listening songs/music and not-too-bright indoors lighting, the cleanliness of
coffee shop area and various utensils/equipment, and the availability of wireless internet services.

Most fresh brew coffee shop operators were featured as aged 31-35, bachelor’s degree
graduate, earning 25,001-35,500 baht per month, making 100,001-250,000 baht investment on the
coffee shop, opening for services Mon-Fri during 07.00-22.00 hrs., selling most popularity
espresso coffee flavor, serving coffee in paper cup with designs generally available in three sizes :
small, medium, and large (12, 16, 22 oz., respectively) at 20, 25, 37-45 baht for hot coffee and 20,
30, and 45 baht for iced coffee. They set their selling prices according to market averages, had
their shop decorated in modern style, with indoors and outdoors seats. Most fresh brew coffee
shops arranged sale promotion in terms of exchange and complimentary. Besides, a few fresh

brew coffee shops offer call-for-order in advance services, most coffee shop waiters/waitress did



not have uniforms but they had been trained to act in good and friendly manner. The coffee shop
under study generally provided advice on their products to customers, set the shop atmosphere
with light back ground music/songs and moderate lighting, placed importance on hygiene, and
provided space for reading and wireless internet services.

A SWOT analysis was performed on the basis of the above findings and a TOWS matrix
was constructed generating four main appropriate marketing strategies for small coffee shops
including 1) diverse products served in containers with distinct designs on to present the shop’s
uniqueness, 2) diverse promotion activities in small scale like artwork presentation and coffee
making demonstration to attract customers, 3) provide waiters/waitress for taking order and
welcoming customers with friendly manner and 4) interior and exterior shop decoration with
natural theme using such materials and concept as wood, GRP (Glass Reinforced Polyester) clear-
roof, and climbers. Furthermore, under the highly competitive market condition at present, the
small coffee shop operators are advised to develop their distinct service feature to differentiate
themselves from their competitors in terms of quality, diversity and efficiency of services so as to

enlarge their market share and survive the competitiveness.





