d‘ A Y % a [ 1 d‘d 1 v A
FOLIDINIAUANUVUIAIS atediulseauneamsaaianinanonisaadulaves

inane lumsdenldusns s lu

UMINAeFB
Y A a J o (=
HIEY WegTuNs 513m
3qan VI3 FINIUNT DN

Ad' = Y Y a
aaenIsuMsNUsnmsauaNuuudase

Ia [
B19138UAYT IAUANU Usesunssums

[

1 4 J
éjcﬁﬂﬂﬁ’lﬁﬁi'ﬁ]1iﬂ AU uﬂejlﬂaﬂj NITUNIT

UNAALD

4
IS5

=2 ~ J
NIIANHIUN G]‘Q‘ﬂi%ﬁﬂﬂ

[

4 d' = [ 1 d‘
agilszasdiemniladedivilszauniamsaaian
= 1 v A v X A 9y Aa 9 a v A ]
fmanemsaaaulaveuinanu lumsi@enlsusmssunmud luuvmInesedeslvy s
<3 Y Y IS 9 [ 1 A J = o Aas
nusmdeyalsuuvasumimnudeyannngualtedaiduindnm 314 200 AU Tagds

[l % [ a r'd aa Aa 1
MIGUAIDEVDINZILAZUUUMINAZAIN M5 IRTIzHdoya lFanaTanssan  laun
d' 9 1 d'
LD S08aY LAY AUNAY

= 1 9 1 1 q a = DY o w
AANITANET WUIN Iﬁﬂ’é}‘uLL‘]J‘]JﬁﬂUOWMﬁﬁuﬁlﬁﬂJuLﬂmWﬁﬁﬂJuﬂ 91y 19 1 fas

= [ a = 1 3 A ~ = Y1 A 9y

AnluszaudSyanas  ogwuiln 2 niige Tsieldde@on 2,001-4,000 1M Fruniu

= Y a A Ay v & , @ a A Y a )

ﬂlﬂﬂi‘h’ﬂiﬂﬁu']ﬂﬂq@ 10 311!1{5]55{5]1! Jewelry Café ioNn 40 1l m@wamaaﬂhmmﬁm
A

muduiniiga Ao azaanlumslduinms Taslianwdlumslgusnss el

a J

a = [ [ QBJI 1 A o d‘ Y a 1 d' A Y] Jd o
UMINAeFs InuNINN 4 ATsdemen Tunulsusmstesiga An Judns-iuernad
s EIl Y A 1 QBJI 1 d' Y Aa d‘ A
ualgnelumslduimsaeasa 51 -100 v FrAlFUTMIVINAGA AD 12.00-
15.00 u.  TagmguanuldusmsHunulluuminededoddnd Ae Aunuwnionu

' ° A Y a ' ugzl A Ao YYo 9 Y A
VBIIN ﬁ]m’mﬂumﬂ%mﬂmmazmq 2-3 AU aawﬂwgﬂmmmuw hlﬂl!ﬂ INDOU



A& 3 o A a 1 a ~ ~ A = 1
sanudnauiulszdr as Afyly  msduasumsnenreuuIniga as Ugilesaiuan

uazveunNNFoUd M UMANIEANINNge Ao wanue  Uszianvesdudiius Inn

Y
2

9y Aa 1 qul A d‘ d' 9 q‘/ 9 1 A
lumslduSmsuaazase as aunmud Tasszeznainunlsuaziialudunudonss by

1 %2134

wamsanutladedrvilszaumsaaausmsnun

Y a o ¢ 9 Y} o o A = . o
ATUNANNTUN Ej@]@ULﬂJUﬁﬂuaﬁluiﬂﬂjwuﬁﬂlﬂfyjﬂuﬂ“ﬂaEJﬂﬂblujgﬂllinﬂ Tﬂﬂ

U

I o

[ { o W | o o
Hadvdesi lanudrdmnaiudidunsn A anuazeraveswanduainsimielud v

IS

Y 9 Y o v A = ' o
ATUTIN Ej@@ULLUUﬁﬂUﬂTNIWﬂ?TNﬁTﬂﬂJV]Nﬂ“ﬂaEJﬂgblujgﬂlllnﬂ Tﬂﬂ
o 1 § o W < o w Y]
fadedoon Iinnudvguiniuswousn Ae itheuensimdanu (uy)

Sugeanunissasmhe  Aaeunuuaevawlianwdifyiiiaunioedly

o

@ [ Aq ¥ 9 o < o w A d‘esj 9 Y
ITAVUIN IﬂElﬂ’ﬂﬂEJEJfJEW]Glﬁﬂ')uJﬁ’]ﬂiniJ’]ﬂlﬂuﬁWﬂUl!ﬁﬂ o ﬂ@lﬂﬂl@ﬂﬁ?uclﬂaﬂﬂﬂﬂ!g?ﬁﬂ

= o
aoIUNLIYU

]
= 1

aumsduasumsaain gaouuvudeuniwldnnudinghinunaseglu

A

F2AVUN Tﬂeﬁh%’88681/1Mmméwﬁmmmﬂuﬁwﬁmsﬂ Ao Tduanldunau®n

[
A

auynans Aeounuudevunmldanudidyniisunasegluszaumn  Tag
o 1 ! o o w v o Y
fhivdesilianudidaanafludwunsn Ao usemuazauyvedniusvesninauuas
<] Y a

nmsaeuaueazaNuanlvvesminnulumslduims

Sunszuumsliuims daevuuvaeuaul¥anudifyiidundeedly
szaun  Ieeihsvdesiiliauddauniudduusn  fe anugndeslumsdinoy
a kY
aum

[

aumsadanirauednyauznamen i gasunuudeuniyInianudiigy

g

A = o o 1 Aq Y o o & o A
V]?Jﬂ%ﬂﬁﬂﬂﬂiu53ﬂﬁu”lﬂ Iﬂfﬁjﬂi]fJfJ’f)fJ‘V]1Wﬂ31ﬂﬁ1ﬂign1ﬂlﬂua1ﬂﬁlﬁﬂ 19 AIUFATDIA



Independent Study Title Marketing Mix Factors Affecting the Chiang Mai University

Student’s Decision of Selecting Coffee Shops in Chiang Mai

University
Author Mr. Surin - Watcharapreecha
Degree Master of Business Administration

Independent Study Advisory Committee

Lecturer Nitaya Watanakun Chairperson
Assistant Professor Dararatana Boonchaliew Member
ABSTRACT

The objective of the independent study was to study marketing mix factors
affecting the Chiang Mai University student’s decision of selecting coffee shops in Chiang Mai
University. Data collection was completed by questionnaires distributed specifically and
randomly to 200 students as the sample group, then, the narrative analysis which consisted of
frequency, percentage, and mean, was applied to analyze data.

According to the research result, most respondent were 19 year-old female
students who were in the second year of Bachelor’s degree and had 2,001 — 4,000 baht for
monthly allowance. The coffee shops where they frequently went to was Trirat Shop and
Jewelry Café located at 40-Year Dormitory of Chiang Mai University with the reason of
convenience. There was at least 4 times per month that respondents visited the coffee shops, at
the time period between 12.00 to 15.00 p.m., mostly on Friday to Sunday and there were 51-100

baht spent for products in each time. The reason for visiting the coffee shop of respondents was



drinking coffee or having some snacks. There were 2-3 customers coming together in each time.
It was stated that a media helped customers get to know the coffee shop was their friends. The
most favorite coffee cup was Cappuccino and the most favorite promotion was a discount
coupon. In addition, the key chain was voted to be the most favorite souvenir given in special
occasions. It was absolutely agreed by customers that in each time they came to the coffee shop
they ordered coffee and spent not over than one hour for consuming the mention product.

Then, the reference was made by the study of marketing mix factors. It was found,
in term of Product, the first sub-factor that influence respondents at a high level was the
hygiene of product.

In term of Price, the first sub-item that respondents were satisfied at a high level
was the prices stated in a menu.

In term of Distribution Channel, the first sub-item that respondents were satisfied
at a high level was the location where situated nearby faculties or study venue.

In term of Promotion, the first sub-item that respondents were satisfied at a high
level was the discount promotion for member.

In term of People, the first sub-item that respondents were satisfied at a high level
was the manner and human relation including the good response for customer’s need and the
service mind of sell people.

In term of Process, the first sub-item that respondents were satisfied at a high level
was the accuracy in distributing products.

In term of Physical Evidence and Presentation, the first sub-item that respondents

were satisfied at a high level was the cleanliness of the coffee shop.



