thsefidinadanisuslnavasguslnaiianlzusnsimwniudan

TwdnatliosdsnIndas lnal
Factors which have effect on behavior of consumers that visit
cafe/coffeeshop in Chiang Mai District
AINT MW
HNANGATUIMITFINIUNITUNG A 11INBLIMIRANNILNEIATIH IAFee 1 H

PHUIINGIAYTINAWH
Q 1
UNAAYD

a o ™ nql'de/ 6 di = a dld 1 al Y A A L%
mmamuuum@qﬂs:mmwaﬂﬂmﬂmrmuNa@lamsm‘[mmaaguﬂmwmh
usnsuwnunaaludinatdosasniatduslng mjm‘i’mﬂwlunwﬁnma%’aﬁ Ao
Uszrnsluwsinatiasdsnitadosluninuiltusnisiuwniunza lagiaIasdalunisiy
TJm’suia%mﬂmmuaaumuaauvlaﬁlugﬂuuu Google Form lagldifaduviauad baun
ANl FUANNIFN AUNYANTIN UAzNAYNENIINITAATR (7Ps) laun aw
NAGAATH G1%INAT GIWTINIITATIAUIY AIURILFTNNITVUNY @Tﬂuy‘ﬂmﬂs A%
ATZUIRNIT LRZATUNIINIL AT Lﬁ'alﬁmmﬁdwq@mwmsu‘ﬂmmaagﬁfﬁinﬂ%ﬁu
nungalustnallasdanIatiaalni
a 1 Qs tﬂld ] al v a dl v A U
NANIIIEWLIN ﬁaﬁmmwamamiuﬂmmaoguﬂmw VI TUTAIITIWILN A
ludinatiesdoniatdoslng laun NAYNITNINITARIA (7Ps) G1%YARINT
f;?'mNa@iamiu’ﬂﬂﬂmaa;ju%lnﬂﬁml%u’%msﬁmmLLWaaluéﬁLﬁaa%ﬁi’@L%yalmi
slmz@”umﬂﬁq@ LRZTOIRINT @IUATIUIRANT A IUNRAA TN GI1WNIINIYATN
AIUIIAT AUTAINIIIATIRUNY LRTATBFILRINNTUEY dwa@iamm’ﬂmmaagﬁim
dl Y a v o A s a A 1 o Rt 1 s [ a
A lrusMIwnunaalusitnadasraniaidaslnd aud1au wazlugintlaunauad
duANNEEN dunn@nITw uazmwaNUEdnla ssnadanginssunuslae awiey

[

fdan - umunaa



Abstract

The objective of this research is to study about the factors which affect the
consuming behavior of consumers that visit café and coffee shop in Chiang Mai District.
The sample of this study is population of Chiang Mai District which visited café / coffee
shop, and the tools used to collect data is Google Form which is an online survey. The
factors that were studied are attitude factors in understanding, feeling, behavioral, and
marketing strategies factors (7Ps) which are product, price, promotion, place, people,
process, and physical evidence to know about consumers’ behavior of population that
visits café in Chiang Mai District.

From the result, we found that the factors which have effect on the behavior of
consumers that visit café in Chiang Mai District are marketing strategies factors (7Ps) in
people, process, product, physical evidence, price place, and promotion evidence have
effect on the consumers’ behavior in order from high to low. As for attitude factors in
understanding, feeling, behavioral, their impact on consumers’ behavior is in order from

high to low, respectively.

Keyword : Cafe/Coffeeshop
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