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ABSTRACT

This study aims to study the behavior of using the coffee shop service and to
study the factors affecting the decision to use the coffee shop service during the
Covid-19 epidemic situation of the consumers in Mueang District Chiang Rai.
Questionnaires were used to collect data from a sample group of 385 people. The
descriptive statistics applied in this research were percentage, frequency, mean,
standard deviation, and the use of a crosstab to test the relationship between two
variables. The compare means t-test, one-way ANOVA, and multiple regression

analysis was performed to test hypotheses.

The results showed that most of the respondents were female, aged about
18-25 years, with careers as state enterprise, government officers and government
employees. Most of the respondents were single-status and obtained bachelor's
degrees. The majority of respondents had a monthly income between 10,001-20,000
baht. The factors of consumer behavior found that most of them prefer to consume
latte coffee. Besides coffee, they also shop for snacks. In the period before the

outbreak of the Covid-19 virus, most of the respondents chose to use the service at
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the shop for relaxation. During the Covid-19 outbreak situation, take away service will
be used by respondents. They used the coffee shop 2-4 times a week. Furthermore,
they used different services on working days and not working days. Most of the
respondents did not use the service regularly. The regular time that they used
service is 9:00-12:00 hrs. The average cost the respondents pay each time is between
81-100 baht. The respondents decide to use the service by themselves. Moreover, if
there is a new coffee shop, the respondents still use the same shop service because

the service is good.

The results based on hypotheses testing showed that consumers with
different gender, status, educational level, occupation, and monthly incomes
decided to use the services of coffee shops in Mueang district, Chiang Rai no
differently. On the other hand, consumers of different ages have decided to use the
services of coffee shops in Muang district, Chiang Rai differently. Regarding the
marketing mix factors, People, Product, Physical appearance, Place and Price affect
the decision to use the coffee shop service in Muang district, Chiang Rai Province.
However, the factors of marketing mix factors, Promotion and Physical Evidence did

not affect the decision to use the coffee shop service in Muang District, Chiang Rai.
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