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Satisfaction in using (X) coffee shop services at CENTRAL HATYAI
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Abstract

The purpose of this research is to study the characteristics of consumers, study coffee consumption
behavior at coffee shop (X) at Central Hat Yai. Study of marketing mix factors affecting coffee consumption
at coffee shop (X) at Central Hat Yai with demographic data classified by gender, education level, occupation
and income. The sample group used in this study was 300 customers who came to use the coffee shop (X)
service at Central Hat Yai. The tool used to collect data was a 5-level rating scale questionnaire (Rating
Scale) with 17 questions. Statistics used in data analysis are percentages, averages, standard deviations and
variable analysis.
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