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among Consumers toward Cafe’ Amazon in Bangkok
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Abstract

This research aimed to study the attitude toward service marketing mix affecting the
service use behavior of consumers toward Café” Amazon in Bangkok. Analytical statistics were used per-

centage, mean, standard deviation, and multiple regression analysis.

The results revealed that the attitude toward marketing mix in individual aspect of per-
sonnel had statistically significant influenced with regard to the buying behavior of Cafe’ Amazon in the
aspect of expense per time at the .01 percent level. Meanwhile, the aspects of promotion, personnel,
and price had statistically significant influenced with regard to the buying behavior of Cafe’ Amazon in

the aspect of buying frequency (time per month) at the .01 percent level.
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