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ABSTRACT

The purposes this Independent Study were to study the consumers’ behavior in
coffee shop services at Nimmanhaemin Road and to examine the factors affecting the customers’
choosing the services. The tools for the study were 200 questionnaires filled out by the customers
of the coffee shop services at Nimmanhaemin Road. The data was analyzed using the descriptive
statistical method.

The study showed that the customers who used the services at the coffee shops on
Nimmanhaemin Road were mostly single females with an average age between 21-25 years old,
studying for a Bachelor’s Degree with an average income of 10,000 Baht per month.

The study of their behavior in the coffee shop services indicated that this group of
customers had no fixed or favorite coffee shops in particular. They used the services 2-3 times a
month and the amount they spent for coffee shop services was around 100-200 Baht each time.
The customers usually came around 11.00 — 15.00 hrs. for 1-2 hours each time. They normally
came with friends and arranged to meet and chat with their groups of friends. Coffee was the
popular kind of drink they ordered. The main reason for choosing the respective coffee shops

was due to the flavor of the coffee.



Regarding the mixed market factor that affected the customers’ behavior in coffee shop
service at Nimmanhaemin Road, it involved product, price, place and promotion, with product
being rated the highest, with a mean of 4.36. The next factor was the coffee shop’s environment
of cleanliness, attractive decorations of the shop, adequate parking space and good location, being
convenient for access and close to business areas respectively. The factor that had the least
influence on the customers was market promotion, which had a mean of 3.78, nevertheless, the
interpretation showed that it was still considered significant enough on the customers’ choice of

coffee shop service on Nimmanhaemion Road.



