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ABSTRACT

This independent study aims at investigating service marketing mix factors affecting
decision of customers in Bangkok and Greater Bangkok areas towards purchasing freshly-brewed
coffee at Amazon Café in PTT gas stations. Research samplings are identified to 400 customers
of Amazon Café in PTT gas stations, who reside in Bangkok and boundary areas and have taken
services at Amazon Café in PTT gas stations, located in Bangkok and boundary areas, even at
once. Then, all data derived are analyzed by descriptive statistics, including frequency,
percentage, and mean.

The results reveal that most respondents are 21-30 years old females with
Bachelor’s degree, work as employees for private business sector with the monthly income of
10,001-20,000 baht. Products in different categories that they mostly purchased were as follows:
Iced-Espresso for fresh-brewed coffee, tea for other beverages, and cake for dessert/refreshment.
They mostly purchased these products from local cafés with the frequency of once - twice in a
week, during Monday — Friday at 8.00-12.00 hrs. In each time of their purchase, they spent about
50-100 baht and had self as the most influencing person. Number of persons visiting the Amazon
Caf¢ in each time was 2 persons who mostly required the take-away service. Reason in visiting

Amazon Café was the taste of coffee.



The results of study on service marketing mix factors of Amazon Café in PTT gas
stations suggested that the respondents rated high level of importance to the following factors:
place, price, people, process, physical evidence and presentation, and product, respectively; but
they rated moderate level of importance to promotion factor.

In product factor, the respondents rated the factor in most important level to the
tastes of coffee and other beverages, the constant with common tastes of coffee and other
beverages, and the freshness of products distributed in the shop, accordingly.

In price factor, the respondents rated the factor in most important level to the clear
price tag and the reasonable price comparing to its quality, accordingly.

In place factor, the respondents rated the factor in most important level to the
sufficient parking space and the convenient location, accordingly.

In promotion factor, the respondents rated the factor in most important level to the
interesting promotions as offered on special occasions such as Chinese Vegetarian Festival and
the advertisement as done through media such as newspapers, radios, brochures, and Internet,
accordingly.

In people factor, the respondents rated the factor in most important level to the
manner and human-relation of staff and the enthusiasm and service-mind of staff, accordingly.

In physical evidence and presentation factor, the respondents rated the factor in
most important level to the beautiful and clean interior, the attractive modern and clean exterior
with garden and comfortable seats, as well as the coffee-aroma atmosphere inside the shop,
accordingly.

In process factor, the respondents rated the factor in most important level to the

convenient working hours and the rapidness in making an order, accordingly.



