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Abstract

The purpose of this study was to evaluate the feasibility of investing in an old-style coffee
shop in the old-town area of Mueang Chiang Mai District. The data collection was done by in-
depth interview of four old-style coffee shop entrepreneurs in Mueang Chiang Mai District as well
as distribution of questionnaires to 200 customers and tourists. Further documentation was
obtained from related books, journals, articles, researches and study reports, plus the relevant
statistics. All of the information was analyzed on four aspects which included marketing,
techniques, management, and financial aspects of the investments. The results of the study could
be summarized as following.

On the aspect of marketing feasibility, the majority of old-style coffee shops in Chiang
Mai province were small shops in fresh markets or barrows acting as old-style coffee shops. At
the present, there are four larger old-style coffee shops in the city. The addition of more original
old-style coffee shops, which maintained the persuasiveness of the original style coffee shop
while focusing principally on services and customers satisfaction, should be able to satisfy the
demands of customers. The main target group of this project included students, governmental and
private company officers, as well as tourists in the old town area. The trial shop was located in the
area near the Three Kings monument, the Chiang Mai city museum, a temple, a school, a

government office and another private company. The market survey revealed that the majority of



respondents were female with age range between 20 to 30 years old who were students with
bachelor degree educational level. Their average monthly incomes were 5,000 to 10,000 baht. The
most popular beverage was iced milk tea with the preference on deep-fried dough sticks. The
purchase was made from the barrows with the cost of 16 to 25 baht per glass. The snack was 11 to
20 baht per pack. The customers mostly drank the old-style coffee between noon to 6 PM.
Furthermore, they preferred the shops which were decorated in the Lanna style. The effective
products strategy included the presence of beverage varieties and sizes with the focus on
freshness, cleanliness, and constant flavoring standard. The most effective pricing strategy was to
set prices at the similar levels to rivals. The most effective location and distribution channel
strategy was to have location of the shops in the vicinity of schools, governmental offices, and
tourisms area. The best marketing promotion strategy was to set up the promotional activity on the
regular basis. The most effective personnel strategy was to select and train staffs. The best
presentation environmental strategy was to select the shop location and to decorate the shops with
reflection to products.

On the technical feasibility, the old-style coffee shop was located near Intawarorot road
which covered the servicing area of 35 m’ which accommodated 30-35 seats. The surrounding
area consisted of Three Kings monument, Chiang Mai city museum, a temple, a school, a
governmental office and a private company. The expenses incurred for decorating the shop and
installing the equipments were 452,000 baht. The area rental cost was 11,000 baht per month. The
working capital required was 21,000 bath a week plus 25,000 baht in cash.

On the management feasibility, the business utilized a limited partnership model with
three full-time employees and two part-time employees. The shop was opened daily from 6.00
AM to 6.00 PM.

On the financial feasibility, the project required an initial investment of 584,200 baht
from owner. The expected payback period was 1 year 5 months and 12 days. The net present
value was 1,048,329 baht at a 15 percent discount rate while the return on investment was 46.66
percent.

From the results of the feasibility study, it could be concluded that the investment on old-

style coffee shop in old town area of Mueang Chiang Mai District was feasible.



