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Abstract

The purpose of this article is to analyses the marketing mix components
in the café business for Generation Z in Chanthaburi Province. 2. Examine the
elements of service quality in the café industry for Generation Z in Chanthaburi
Province. 3. Develop competitive advantages in café service marketing for
Generation Z in Chanthaburi Province. This is quantitative research. The sample
group consists of 385 Thai Generation Z visitors (aged 12-27) who visited cafés
in Chanthaburi Province. A questionnaire was utilized to collect information.
Descriptive statistics (mean and standard deviation) and Exploratory Factor
Analysis (EFA) were utilized.

The results of the study were as follows

1. The marketing mix of the cafe, the sample group had a high level of
opinion.

2. The service quality of the cafe was at the highest level of opinion by
the sample group.

3. Exploratory Factor Analysis (EFA) results for the marketing mix. new

elements were discovered: 1. Access to services and marketing

assistance, 2. Perceived value and service interactions, 3. Process, 4. Product, 5.
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Physical components and service quality aspects of the café industry. Two new
elements were discovered: 1. Service excellence and operational preparedness;
2. A customer-focused service mentality, which the café can use to develop a
marketing competition strategy to get a competitive advantage over
competitors.

Keywords: Service market, Generation Z, Café
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flnndaun 0.594 &9 0.768 FafiALnnan 0 ISIzazUF AN UIBAIAINLE LS
3995l LaryefmauLAazYeaIunsInenUsenausaulauiy 4. n1suian
ANWUSUSIU (Total Variance Explained) nan1snszralewny (Eigenvalue)
pRUNBAAINLELLYSIRIRaATa 21 Uo 1a 66.885% Faifteananensidusunues
99nUsEnoU IneRa1saianatlonny (Eigenvalue) #111A11 1 5. NITNYULAY
parUsEnau Tu33 Varimax nu1n sspUsEnevamnsanyseanidy 2 ssauszneu a1
Y veafausdiisenang 0587 — 0.810 Feesausznoudt 1 1uuseifiures tant
tan2 tan3 tand rell rel2 rel3 reld rel5 rel6 kag resl %Qﬁg\‘i%a{f}’?ﬁﬂ% Ao Aausfu
Arnun1sUsnsuazaumsenluntsidiuau (Service excellence & operational

readiness) 89AUSENBUN 2 WuN15590AUVBIUTERY res2 res3 resd assl ass2 ass3
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empl emp2 emp3 Wag empd “?fﬂﬁgﬁaﬁw'ﬂ% Ao Wﬂuﬂﬁﬂﬁu§ﬂﬁﬁu;wjuzjuﬂﬂyﬁ
(Customer-Centric service attitude)

Tnquszasnd 3 nun namsinsizvesaUsznoudsdiiig (EFA) YDIALAIY
U3£ann1IN19naI0 kazauAmnINIsuInstugsian sasluaunsasey
asrdsenaulval fifidnenmlunisesnuuutads fiassaulaiuieu mansuosiy Tu
panauimsa Taeyauunguiaueisdu 7 (GEN 2) Tudwindunys ssnsdaiauuass
UszAnsnm Kweluil 1. auUszaunansnaialugsiaa 1.1 MTAndauinisuas
miaﬁfuauuéjmmsmmm (Service Accessibility & Marketing Support) aimadlyna
gshavia wu nsmananuledeadifie (Social Media Marketing) nislsumannesuda
pnsnaulau uarlusludufianunsnfagagnan GEN Z lnaensiiuszAvsnin 1.2 Ao
ﬁﬂﬁ%’UgLLaSﬂﬁﬁmﬁué@;ﬂuu%mi (Perceived Value & Service Interaction) N15484
AnuAignAfugiudadedidnyiiinanonnudnd 1.3 nsguaunis (Process)suy
Tﬁu'%m'iéuaﬂﬁmmazmﬂLLammﬁa Lszfu Mobile Ordering, Al Chatbot, s$UUT152HU
wuulsdua 1.4 nanduat (Product) gsfamesiiuyfiunnmns wagmeulanslavialng
194 GEN Z 111 tadesduieauninuiondnduadiduinsnediinaeu 1.5

99AUIZNBUNIINTBAIN (Physical Evidence) N1999ntuus UlndUII81n1ANAINA

Y
¢

@Jﬂf;ﬁ YU ATANLASTIABN ﬁlwgﬂiéj(lnstagram Mable) uaznsladufifiondnual
anga 2. guuamnisuinislugsienl 2.1 mnuduidaniunisuinisuazaniu
wseulun1saduany (Service Excellence & Operational Readiness) N13W/M U
11nsg1un1sluins wu vidanniidendeang ssuunsddedinings uazmsly
waluladyissiursauazaan 2.2 iruafnisuinisiiyauugnai (Customer-
Centric Service Attitude) nMsasnaiausssnesnnsfiuugnaduguenans iy n1s

dnausundnauluniviauaanawaylnusnisiuuiduiing

aAuTgNa
Taguszasail 1 wun Tunmsiunquineedlaeaiulvgiszauauauiuly
sEAU wn Weiarsandusieniu wua auiidszauanudaiulussauuinign

laun aussaUsEnoUN1IN18AIN (Physical Evidence) 5098911AB ATUATEUIUNNS
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(Process) (;mqﬂmﬂs (People) wazn1unaAn:am (Product) aruniufiiissduaiy
Anufiuluseduan laun AMuMsaNaSINIAaIA (Promotion) T89a9HNAD ALUTBINNG
n5dnsuune (Place) wagausian (Price) nmudiy Gedonaassfunanisfinuives
2B N uazUszands wauun (2561) wuan Jadunuaiulsyauniainisnain
v0953AU3NT Sanuduiusifuaunseaiusiy n1saseanulaiey menisuesdy
vosyUsznauns gnauints Tuangaymamiues sosay 87.5 nun dfauus 3 ¢ 7
asmanonsassnulalUFeun1anisueedy vesUsEnaunsssiauinig Tuis
gaMNUTILAS TAuN KRN N19A9NLALUNAUDSNYAIENNINIEAIN LAENIS
anasumamann wazdiaennaoaiuauiteres using anuaing wazassen Yelew
(2567) wuan Tadensmanauinsiduanenginssunisienunaneglusedu uinyn
pu TneiFesdhiudadeiifinanengfinssuanniignlaun anundnsiom sunseuIums
T9U3M3 ATUYARING MUTOMNITIATIMLNG AIUENYMENINIEATN ATUTIAT LA
PIUNTAIASLNITNAIN AAEIRY

Tnquszasail 2 nanisiinTgriesaUsznouvesnuninnisuInislugsian
dmiungu GEN Z ludmiadunys wun lunmsmnguiiesislasarulngisedy
arwAniulusedy sndige definsaduneau wun auiidssdumnudadivly
seuIniian laun nsluaudesiunagnan (Assurance) sa%a%fe n133dnuas
walaana (Empathy) A21u 1221914 (Reliability) a1 e am o an a1
(Responsiveness) A u3UsT51v83U3NT (Tangibility) Auasu Faaenpaesiu
gﬂLLUULLazstgumauiumiﬂizLﬁuﬂmmwﬂ%miﬁuaq Parasuraman et al. (1985) finan
MsUuuuuaztunoulunsUssfiuauamuined 5 svefe 1. iususssuvesns
U5n19 (Tangibles) 2. N13MBUAUDINBAIIUADINTS (Responsiveness) 3. A314
undefielunislnuins (Reliability) 4. n1sastsarshilaluunglauinns (Assurance)
uaws. Aranfiuaniiula (Empathy) uazaennaesfukanIsinyives suws uissysy
eilv8 uazaAmy (2561) WU AruUszanNsmaIAUIIALNTnutudasHane
puaasnandly 3 sudenisnduinlruinismuanyluesulmnesinuazaiu

asd

NOANIIUNIITOUTE UL T AIAYNIETANTEAU 0.05 WALAIUNAUNIINITARIN

USNITANUANYALNNIEATNEINANDANUIISNANA 4 ATUABNISNaUNIlUINI5ANS
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o w

wuziydumuddlatenazauluesulnInesAeeivbssd Ay nsaiAnse

(__DG

o
¥

0.05 UagNsiusAMAFsTENRUAIYANAIAUFIALANAIAUAUAILALUTITUAY
ANAIAIUBITU ML UAINANDALNANALUYNALB 1T s d A MadanTeay

4

0.05

Tquszasndl 3 nan1539uannTiinTEvesnUsEnouldedia AT
Usvaunenismanalugsfanii nuasntsznoulva 5 esauszneu laun 1. nslande
U3NITRAZNITATUALUAIUNITARIA 2. qmﬂlwﬁ%’uiuazﬂgjﬁ’mﬁ’uéfﬂyﬁuﬁmi 3.
N3EUUNNG 4. WAASA 5. psAUTENOUNINIEN M IFInIuAMAINNITUTNS L
safiaaul wussAUsznouln 2 sanUseneu laun 1. arududaniunisuinsuee
aunsonlun1sanduey uaz2. Wvﬂuﬂﬁﬂ’1§U§ﬂ’]i‘1/dl'3J;\‘1Luyua”ﬂﬂy’1 diolvifn
UsyAvBnimAnauunnasesnadugus sy TsaennaneiumLmnerInmAImnIg
U35 71 Parasuraman et al. (1985) Na1971 AMAINAITUINNT PDIANLNINNDUAUDA
ArusesnIressuUInslaiuossd Fedavaniidusnszauilvgnanduinien
n3anduulyusnis uazdiaennanidu Porter & Michael (1980) Na1121 A2
awssulunisuuedu Wunagnsiivihlnesansegludiumusindeninquuadu ua

[V

ﬁ’]ﬂJ’]iﬂ@@UﬂU@Qﬂ’J’]&lmaﬂﬂ’ﬁ‘l]@ﬂ@ﬂﬂﬁﬂ?ﬂﬂﬂdﬂ’]ﬁmaaﬂ’l’]@LLGUQ“EJJU

s 1

99ARIU3 Y
HANNTIATIENBIAUTENOULTIENTIR (EFA) vReAUaIulsEaun1IenIsnaig
LaEATUANNINNITUINISIUEIAIA N Melvaiunsassyesrysenaulvunidneninly

nseaniuy Yadeiiteasennuladseu nenisuasdy Tunainusnisaim Tneyaiuu

3
= a a =

naualueLsty 7 ludmindunys esnatanuuasliuss@nsnm daennasiiugnnaiia

9

angAnssuvesyuilaaiinswasuilasesnsiiieddy lnglanignguiaiueisdu Z

[ LY

Fadunquiiidninanagsfanlosnsnn LﬁaamﬂLﬂwguﬁmﬁiﬁmmﬁwmgﬂu
Uszaunsailunisleuinig nManfakiuteannadaa LLazﬂmmwmaqmﬁmﬁmﬁﬁLLaz
33 msaseulaieulumsuasdunainismaauinisvesgsiannsidunes
forsantadenasUsensiienvestu @udszaunianisnain (Service Marketing

Mix - 7Ps) UagAMAINAITUINT (Service Quality - SERVQUAL) lagniseenuuuvady
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nsaseanulaTeulunisuvsduniimisnainuinisresssiantn dmiunquiaiue

59U Z ludamindunus FagneenuuuiulagdeainesausznaunaniaaewulIfn

Y =i
VNAU ANINN 1

AMNINNITUINSTUTIAIANA
1. MswIBaUINshagnsatuayuaY
N13Ma1A (Service accessibility &

marketing support)

2. AuAATusharUfduiusauuInig

(Perceived value & service interaction) Jaaan7s
3. N58UIUNT (Process) 8319
4. udnstem (Product) AN

5. 9aAUSENOUNNNIEATN (Physical) leidSay
1 lwms

TGINGIN
N3

Qmﬂ'lWﬂ’ﬁU%ﬂ’lﬂuqiﬁﬂﬂ’]Lﬂ N6

1. pnuduBAniunisusnsuaza ﬁ’i'qu%'

wsanlunseiueu (Service

excellence & operational readiness)
2.MAUAANITUTANTNLIUUGNAN

(Customer-Centric service attitude)

AT 1 2NBIAANFININNUITY

CRITRIGIRIRE
n1533easalasulenn seadsenauluuaiualudszaunianisnain 4 5

29AUsENOU lakn N15UNHeUTNITLaTN1TadUALLAIUNITAAIN AMAITISUIWAE
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