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Factors Influencing Customer Revisit Decision

A Case Study: KhobkhunCUP

unaaga

v
o

Ao A Ao & A = o Aa \ o a A v a 1y
mypaRdiagUesdinednsifadsidnadenisaadulaienlfuinmsiuniud
ndldAn® 1 “vaufm CUP” I(ﬂUEQGLﬁHﬂWiﬁﬂHﬁfﬂgﬂd’]%gﬂﬂa WOANTINMTITUINNT uae
nidn

anudaiuasulnadedaivaulzauniinaaauins (7P) nudsfadandaninade

AMNAI L IUAIINALN M UI AT BILAT NI TWISINT%

MM UNTIETIUTU Lﬁmamam]"agaa'mQﬁmﬂ"ﬁaﬁm‘ﬁm “yauf s CUP”
° o = A A ac A A, A & ,
Fuu 267 au lasltuuugauanuiduiaIasdalunisise Selldranuibans Cronbach’s Alpha
Winnu 0.927 3miwzﬁ°ﬁa§aﬁ’;yaﬁ&%dmimmLLa:mﬁme:ﬁmmmam%al,ﬁu o lisunIy

Jamovi

nams3sawud dlusmysunlngiduinGou Glagdszasdnanlunsfeiniasaunie
a3 lluslng uazflanudadudadiibdulszauniinaaannavuagluszauanniann
a v a a 6 P v XK g & a ¥
nga lagawizdundanust nan uazanufiuaznadiiie uanantt anwaslalunmnguanls

@ o

usmatfianinadanmsuuzinuadedvedanniada nanmsissaansoi il sidwuwang



slumiw”@umﬂaﬂq‘ﬂﬁ‘mammm@LLazmﬂﬁu'%mwao%“"numLLWlﬁaa@ﬂﬁaaﬁumquﬂ@TﬂLﬂwmﬂ

v 1 = a A
VL@’IQU'NEJ‘IJ‘REWI‘EIWW

fdan: Sunun, wodnssuguslng, sudszauminisaaiauinig, anuaslaliuinyd



ABSTRACT

This study aimed to examine the factors influencing consumers’ decisions to use coffee
shop services, with a case study of Khobkhun CUP. The research focused on consumers’
demographic characteristics, service usage behavior, and perceptions of the service marketing

mix (7Ps), as well as factors affecting revisit intention and recommendation behavior.

A quantitative research approach was employed using a questionnaire survey
administered to 267 customers who had previously used the services of Khobkhun CUP. The
research instrument demonstrated high reliability, with a Cronbach’s alpha coefficient of 0.927.
Data were analyzed using descriptive statistics and linear regression analysis with the Jamovi

software.

The results revealed that most respondents were students whose primary purpose of
visiting the coffee shop was to purchase beverages or food for consumption. Overall
perceptions of the service marketing mix were rated at high to very high levels, particularly in
terms of product quality, pricing, and location and accessibility. Furthermore, revisit intention
was found to have a statistically significant influence on customers’ willingness to recommend

the coffee shop.

The findings provide practical implications for coffee shop operators, particularly those
targeting student customers, in developing effective marketing and service strategies to

enhance customer satisfaction, loyalty, and long-term business sustainability.

Keywords: coffee shop, consumer behavior, service marketing mix, revisit intention
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