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ABSTRACT

The objective of this study was to examine customers’ satisfaction towards t_he service
of Happy Hut Coffee Shop.

In this study, questionnaire survey was conducted by accidental random sampling of
250 customers. Descriptive statistics included frequency, percentage and mean, It was found that
the respondents were equally male and female, 20-30 years of age, single and holding a
bachelor’s degree, They were company employeés and had the average income of 5,001-10,000
Baht per month,

The respondents had coffee drinking behavior as follows: drinking coffee during 1-3
years, drinking coffee in any coffee shops, coming to Happy Hut Coffee Shop due to its short
distance to their residential places or working places, having services 2-3 times per week during
09.00-12.00 a.m., prefering iced coffee and average spending for coffee not more than 50 Baht at
a time.

The respondents are moderately satisfied with the overall service of Happy Hut Coffee
Shop. Service marketing mix factors can be categorized as follows:

| The respondents are highly satisfied with the product factor. The sub factors highly

affected on the respondents’ satisfaction are cleanliness of coffee, taste, freshness, good odor

cleanliness of other products and various coffee recipes.



The price factor moderately affects the respondents’ satisfaction. The sub factor
highly affected on the respondents’ satisfaction is the price of coffee and tea.

The place factor moderately affects on the respondents’ satisfaction, All of the sub
factors moderately affect on the respondents’ satisfaction.

The promotion factor less affects on the respondents’ satisfaction. The sub factor
moderately affected on the respondents’ satisfaction is the high speed internet service.

The people factor highly affects on the respondents’ satisfaction. The sub factors
highly affected on the respondents’ satisfaction are temperament of salesmen , friendliness,
numbers of serviceman, personality, and attention of salesmen.

The process factor moderately affects 0;1 the respondents’ satisfaction. The sub
factors highly affected on the respondents® satisfaction are quick calculating the cost and the
opening hour announcement.

The physical evidence factor moderately affects on the respondents’ satisfaction. The
sub factor highly affected on the respondents® satisfaction is the atmosphere of the coffee shop.

The respondents found that the problems of the Happy Hut Coffee Shop were low.
The most serious problem was the parking lot. The moderate problems were no discount or free

gift, the lack of public relations and inadequate tables and chairs.



