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A STUDY OF BOUTIQUE COFFEE SHOP SERVICE MARKETING STRATEGIES:
A CASE STUDY OF DOWNTOWN AREA IN CHIANG MAI

3% WeANSIE" wazasyde wnunlwaa’
Tawish Pongsakornvasu® and Charoenchai Agmapisarn?
Laquznnsinnisnisvisadien aantududinimuuimsenans

L2Graduate School of Tourism Management, National Institute of Development Administration

UNAAED

aw s & A = a o s
MYuAalTnguszasd 3 Usems fe (1) WeAnwguuuunisnaiausnmsvessunualadydia

q
I

Tuituiifdlesdorindedl (2) Wosuiiadorudismeshumuwidlndyiieluiiuiididiodorinded)
(3) Lﬁa’mLLmumiﬁwmqsﬁﬁﬁmmLLWalméyﬁﬂiuﬁuﬁﬁaLﬁaﬁwﬁfmﬁaﬂmj muﬁ%’a%uﬁﬂmm%ﬁsL%qqmmw
Tnemsdunualidadndugussneumsunualadyiinfilnfansegneluasinedioadedm s1uau
15 au iededleflilumsidefe wuvdunwalldeenuuulnedrdnnguiniviminisuinisuaznisaaia
muﬁ'ﬂﬁ%mimmaawmﬂQ’LG?iaaﬁvw

wartldnamAtenainuh Hunualadyiiedulvallunduussrnslilifisuuuunsnainuinig
fudde udarruasdizluuumanainuimsfiuandstusenluaaiuiiilivinsuasfuimsiunum
Tuvmzdiu wiunmusmniusnsfiiuluiinisuinsuasduiiiiiaanin sasiortuguuuumsuinismes
naufmeg i unundirainnuaenafoiusuuuuNSNAIAUINNS 7P’s 8171 AuKARSUIN vivermudn Y
yenanm 1 Jusu

AEAY: JULUUNTIAIAUSMT Sunuialeduiia Wesu

Abstract

The objectives of this research were (1) to study marketing strategies used by downtown
(urban central business district) boutique coffee shops; (2) to investigate the key factors that
contributed of the downtown boutique coffee shops’ success; and (3) to develop development
plans for downtown boutique coffee shops in Chiang Mai. The qualitative research methods

applied for the study included in-depth interviews conducted with 15 downtown coffee shop
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owners. The interview questions posed to the shop owners were based on theories of servicescape

and marketing, as validated by specialists and previously published scholarship.

The results found that most boutique coffee shop owners have little knowledge of service

marketing strategies. Each coffee shop seemed to rely on its own style in terms of service

marketing strategy, based on the location and the shop owners’ experience and personality.

However, all the coffee shops focused intensely on service and product quality, and the

operational aspects of each shop evidenced some consistency with some of the 7 P’s, particularly

recarding product and physical evidence.

Keywords: Service marketing strategy, Boutique coffee shop, Chiang Mai
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