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CHAPTER 1

Introduction

1.1 Significance of the study

According to data from the Ministry of Social Development and Human
Security 2016, only a small percentage of people with disabilities in the working age
are employed. There are now 1.7 million people with disabilities in Thailand with
770,000 working age but only 28,000 employed, representing 27% of the disabled in
Thailand. Working age or accounted for 1 in 4 only (Bangkok Post, 2016). Social
enterprise is a new strategy of a business that uses entrepreneurial methods to
accomplish social goals and/or feed profits to a parent charity or non-profit to enable

it to fulfill more of its own social mission.

Café Amazon is a chain of Thai coffeehouses. It was first introduced in 2002
by PTT Public Company Limited (PTT). With the success of Café Amazon, there are
now over 3,200 branches both in Thailand and abroad. Which makes it the sixth
largest coffee chain by number of outlets worldwide. (komchadluek, 14 July 2020).
The cafes are primarily found inside of malls, in community centers and gas stations.
Nowadays, Café Amazon belongs to PTT Oil and Retail Business Public Company
Limited (PTTOR). Where located in 555/2 Energy Complex Building B, 12th Floor,

Vibhavadi Rangsit Rd., Chatuchak, Chatuchak, Bangkok 10900.

On 27 July 2017 PTT established Sarn Palung Social Enterprise

Company Limited which is the joint venture among PTT group companies.



The initial registered capital is 10,000,000 Baht, with the following

shareholding structure:

PTT Public Company Limited 20%

o PTT Exploration and Production Public Company Limited 15%
e PTT Global Chemical Public Company Limited 15%

o Thai Oil Public Company Limited 15%

e IRPC Public Company Limited 15%

o Global Power Synergy Public Company Limited 10%

e PTT Oil and Retail Business Company Limited 10%

The establishment of the company is to support the execution of social
enterprises of PTT group companies. The company aims to conduct business with
focus on resolving social and environmental issues as well as to promote employment
of local communities in an efficient and sustainable manner with public’s
participation in PTT group’s business. Furthermore, such an establishment supports
government policy that encourages private sector and state enterprise to participate in

grooming and incubating social enterprise.

The transaction is not a connected transaction and the transaction size does
not require disclosure under the rule, procedures and disclosure of information
concerning the acquisition and disposition of assets of listed company, but this report
is in accordance with the disclosure of investment in a company with a proportion of
10% or more of its paid-up capital. Recently, PTT was established to support PTT

Group's social enterprise or social enterprise to solve social, community,



environmental problems and promote employment support in local communities. To
be effective on a sustainability basis It is also considered a response to government
policies that support the private sector. Including promoting government policies that
require the private sector Including state enterprises to play a role in supporting social

enterprises

Café Amazon for Chance is a development of Café Amazon, under Sarn
Palung Social Enterprise Co., Ltd. or SPSE supervisor. Café Amazon for Chance is a
revolution of Social Enterprise business, which is operated by handicaps barista,
including, hearing-impaired, people with learning disabilities, veterans and also

seniors.

Café Amazon for Chance designs to support the disabilities employments,
which requires attention, new technology and methods are applied to design the shop
and work processes to suit the disabilities. At the same time, a new innovative
Hybrid Machine or digital coffee grinder was introduced to every branch of Café
Amazon for Chance. The new technology increases the accuracy of taste, including
the Duo Screen POS ordering system to facilitate and increase the speed of work.
Helping people with disabilities to be a perfect professional barista. This special
design focuses on supporting and maintaining the efficiency of work processes and
also maintains the quality of service in the standard of Café Amazon stores, which

received lots of good feedback from the society (Poosuwan, B., 2020).



Nowadays, there are nine branches of Café Amazon for Chance (HealthServ,

2020) including:

« Office of President, Mahidol University.

« Faculty of Environment and Resource Studies, Mahidol University.
o Arts Gallery at Ban Chao Phraya.

« Happy and Healthy Bike Lane, Suvarnabhumi.

« Laemchabang Hospital, Chonburi.

e PTT Public Company Limited (Headquarter).

« Ministry of Social Development and Human Security.

« Thailand Military Base, Sattahip.

« Securities and Exchange Commission

This part illustrates the structure of all nine branches in order, for example,
location of the shop, style of the shop, different types of disabilities that each branch

are supporting and the differences between each shop.

Figur 1: Office of President, Mahidol University



The first branch is called a prototype of Café Amazon for Chance. It is at the
Office of President, Mahidol University. The location of the shop is behind the Office
of President building, in the middle of several walkways between buildings. This
branch supports hearing-impaired people. It is a good area to hang out of students and
teachers. There are a lot of tables outside the shop. The atmosphere is very nice, and
it is very

shadly.

Fig-re‘ 2: Fculty of Environment and Resource Studies,
Mahidol University.

The second branch is at the Faculty of Environment and Resource Studies,
Mahidol University. The location of the shop is a part of the building. This branch
supports hearing-impaired people. The shop is wide and has a lot of space. There are
some tables inside but no outdoor area. It is convenient for a small meeting and

hanging out.



Figure 3: Arts Gallery at Ban Chao Phraya
The third branch is at the Arts Gallery at Ban Chao Phraya. The location of

this branch is in the area of the art gallery, by the road. There are two entrances, one
is by the road and another one is in the museum. This branch also supports hearing-
impaired people. It is a very small shop, inside, there is a long seat round the shop,
but no table. There are few tables in front of the shop, which the atmosphere is very

old-fashioned according to the museum.

FlgUre 4: Happy and Healthy'Blke Lane Suvannabhuml

The fourth branch is at Happy and Healthy Bike Lane, Suvannabhumi. This
branch supports hearing-impaired people. The location is not that great. There are
several coffee shops in the same building, but Café Amazon for Chance is on the side
that not a lot of people walk around and not thing stand out in front of the shop. There

is no fascia, and the logo of Café Amazon for Chance is not that clear.



The fifth branch is at Laemchabang Hospital, Chonburi. This branch is in the
area of the hospital but not exactly in the hospital. It is on the way to the parking lot,
close by the seven-eleven. This branch is supporting hearing-impairing people.
Another stand out point is that potions of profit also go to support Laemchabang

Hospital.
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Figure 6: PTT Public Company Limited (Headquarter).

The sixth branch is at the PTT Public Company Limited (Headquarter). This

branch is on the first floor of the office. This branch supports hearing-impaired



people. The location looks like a meeting area with wide space, lots of chairs and
sofa, which is convenient for a meeting that is not too formal. There is no outdoor

area.

Figure 7: Ministry of Social Development and Human Security

The next one is the branch of senior baristas; it is at the Ministry of Social
Development and Human Security. The senior baristas are very nice and friendly,
taking care of their customers like their own child. The shop is by the main road,

outside the building but it is not very convenient because there is no parking spot.

8

Café Amazon for chance

Bor BPTTEP

Figure 8: Thailand Military Base, Sattahip -



Moving on to the eighth branch, it is at Thailand Military Base, Sattahip.
The location of this branch is inside the Military Base, which is by the beach with a
stunning view. The shop is a glasshouse, showing the beautiful view but it is a bit hot
during the day. People said that this branch is the most beautiful Café Amazon for
Chance. The difference of this branch is it supports the veterans and their family,

especially their wife, to have a job.

Figure 9: Securities and Exchange Commission

Last but not least the last branch is at Securities and Exchange Commission,
which just opened on (Nitsara, 2020). This branch located on the first floor in the
Securities and Exchange Commission building. It supports hearing-impaired people.
The decoration of the shop is fine-looking with trees and artificial grass, giving good

vibe in the shop.

On the other hand, Amazon for Chance also buys bakery from Sixty Plus
Bakery & Chocolate Cafe. These is the bakery stores in the project of the Foundation

for the Development and Training of Persons with Disabilities of Asia and the Pacific
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(EGAT TODAY, 2020). Café Amazon for Chance did a wonderful job in standing
social enterprise concept. Café Amazon for Chance is not only giving the job
opportunity to people with disability but also supporting the product that disability
make. These ideas are very effective to support and promote the Social Enterprise
concept. The business allows disabilities people to develop their skills within the food

section as well.

Moreover, Café Amazon uses innovative recycled material from PTT Global
Chemical Public Company Limited (GC) and IRPC Public Company Limited (IRPC)
have been developed several products for in-store use. According to the Circular
Economy, which is the most efficient and beneficial use of resources. In order to
reduce the environmental impact and support the most cost-effective use of resources
such as decorative parrots and plastic glass seats. A table made of coffee grounds and
staff shirts made of plastic bottles or PET plastic cups. This project stands eco-

friendly very strongly (Ibusiness, 2019).

monuwwarafin PP AR B 0 maw Ly
> ulnraAdE sy
sumidounad

mmm
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DuudanmranEanitincs

Figure 10: Innovative recycled material has been developed several products for
in-store use
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In addition, a portion of the Café Amazon for Chance profits will be used to
support the nursery and treatment activities at the Sea Turtle Conservation Center,
where PTTEP supports by renovating the building, medical equipment and
examination tools and also surgery tools for the sea turtles at the Sea Turtle Hospital,
where located at the Sea Turtle Conservation Center at the naval base. According to
the risk of extinction of the sea turtle, Café Amazon for Chance and PTTEP concern
about the sea environment (Sustainability Report, PTTEP 2019). Along with the
concept and the theme of Café Amazon for Chance | mentioned above, this business
is a completed cycle social enterprise, because Café Amazon for Chance is not only

supporting the community, but also support animal.

‘ ‘ Social Return on T
e ‘ Investment (SROI)

oil : 4.37. %

21,482

Accumuated number of
- baby sea turties were

- nursed and treated
~ ’,’ -

o
2234

“Thanks to the medical equipment provided by PTTEP, the hospital enjoys a greater capacity in

Total visitors 1o the Sea Turtie
Conservation Center

922,793

treating sea turtles. As diagnosis can be done faster, treatment becomes faster and so does
the survival rate of sea turtles”

Figure 11: Source Sustainability Report, PTTEP 2019
The first branch of Café Amazon for Chance provided service since 17
September 2018 and now they are nine branches all around Thailand. The ninth
branch just opened for service on 30 June 2020 (S, N., 2020). It is a very successful
business over two years. Café Amazon for Chance is a role model of social enterprise

business. It supports communities in several ways and adapt new technology to the
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business in order to help disabilities to provide service with quality as same as normal
people. This research will illustrate how consumer think toward the social enterprise
of Café Amazon and also study the consumers’ purchasing behavior. This research
could be an asset of startup businesses. It could influence the new business to do

something or supporting the community.

Since social enterprise business is become more popular these days.
According to nowadays, people concerns more about the living of disadvantages in
the community. Therefore, people pay more attention to social enterprise business,
because it allows the business to make profit and also help community at the same
time. Consequently, this study would like to investigate how consumers feel toward

this type of business.

1.2 Research Objective

1. To examine the consumers’ media exposure and their attitude toward Café
Amazon for Chance.

2. To explore the consumers’ purchasing behavior toward Café Amazon for
Chance.

3. To investigate the relationship among consumers’ media exposure their

attitude and their purchasing behavior.

1.3 Research Questions
1. How are consumers exposed to media of Café Amazon for Chance?

2. What is the consumers’ attitude toward Café Amazon for Chance?

3. What is the consumers’ purchasing behavior toward Café Amazon for

Chance?



13

4. What is the relationship between consumers’ media exposure and
their attitude toward Café Amazon for Chance?
5. What is the relationship between consumers’ attitude and their

purchasing behavior toward Café Amazon for Chance?

1.4 Research Hypothesis

H1: There is a relationship between consumers’ media exposure and their

attitude toward Café Amazon for Chance

H2: There is a relationship between consumers’ attitude and their

purchasing behavior toward Café Amazon for Chance

1.5 Scope of the Study

The purpose of this research aimed to study the consumers’ media exposure,
attitude and purchasing behavior toward Café Amazon for Chance. This research
would also investigate the relationship among media exposure, attitude and
purchasing behavior of existing consumers. This study took place at all 9 branches of
Café Amazon for Chance. The quantitative survey method was conducted with a

sample size of 207 participants of consumers with age 18 years old and above.

1.6 Operational Definitions

e Café Amazon for Chance is a business with the concept of social
enterprise which is different from another normal Café Amazon. The business
focuses on giving back to community and aims to support disabilities and social

disadvantage. Nowadays, there are nine branches in Thailand.
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e  Media Exposure is how consumers are exposed to media platforms that
distributed by the corporate in order to communicate with their consumers. This study
focuses on media owned by Café Amazon for Chance including, Café Amazon
Facebook, Instagram, official website, etc.

e Attitude may be defined as a feeling of favorableness or
unfavorableness that an individual has towards brands, service or product of Café
Amazon for Chance, which is a social enterprise business.

e  Purchasing behaviour is the study of how customers process their
selection, buy, use, consume goods and services to satisfy their needs and wants with
social enterprise concept. It refers to the actions of the consumers in the marketplace
and the underlying intention and motivation for those actions.

e  Consumers is existing customers who have experienced Café Amazon

for Chance service and products.

1.7 Expected Benefits of the Study

1. Academically, the result of this research should improve understanding
about social enterprise concept of Café Amazon for Chance and the relationships
among media exposure, consumers’ attitude and purchasing behavior. Moreover, this
research will analyze wheatear if Social Enterprise could be a factor that effect
consumers’ attitude or consumers’ purchasing behavior toward the brand. Could

Social Enterprise gains attention and arouse consumer to buy more?

2. Practitioner, the outcome of this research should provide new insights to
understand media exposure, consumers’ attitude and consumers’ purchasing behavior

of the social enterprise business, which could be beneficial to organization or a person
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who interest in using social enterprise for their business or the business that already
run under social enterprise could study from this research and adapt it to their own

business.



Chapter 2

Literature Review

This chapter focus to explain all of the important factors that will matter in this
independent study. Starting with the definition of the Social Enterprise and how Café
Amazon for Chance support the communities. The next part is the Marketing
Communication, illustrating several tools that Café Amazon for Chance use to
communicate with their consumer. Moving on to the Media exposure, this part will
exemplify the media channels that Café Amazon for Chance use. The next topic is
Consumers’ Attitude. It will explain models that possible Café Amazon for Chance
customers. Last but not least is the Consumers’ Behavior. There are several factors

that could affect the behavior of Café Amazon for Chance consumers.

2.1 Social Enterprise

Social enterprises are revenue-generating businesses with a tactic to achieve
social goals. Whether operated by a non-profit organization or by a for-profit
company. Social enterprise business has two goals: to achieve social, cultural,
community economic and/or environmental outcomes; and, to earn revenue.
Moreover, social enterprise applies an entrepreneurial approach to addressing social
issues and creating positive community change, rather than being driven by the need
to deliver profit to shareholders and owners. Another definition: A social economy
enterprise operates like a business, produces goods and services for the market, but
manages its operations and redirects its surpluses in pursuit of social and
environmental goals. Another goal of social enterprise is the training and/or

employment of people who are typically excluded from the mainstream economy,
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thus creating capacity and self-sufficiency for individuals, and impacting their
communities and lessening reliance on the social safety net. This element alone can

denote a social enterprise (Barone, A., 2020).

Café Amazon for Chance is called as a social enterprise business or social
business, which is defined as a business that has specific social objectives that serve
its primary purpose. Social enterprises pursue to maximize profits while maximizing
benefits to society and the environment. Their profits are mainly used to fund back to
societies and charities. Social enterprises pursue actions that generate revenues,
which fund their social causes. Regarding employment, preference is given to job
seekers from at-risk communities or given disadvantage an opportunity to have a
carrier. The funding is obtained primarily by selling goods and services to
consumers, although some funding is obtained through grants. Because profit-
maximization is not the primary goal, a social enterprise business operates differently
than a standard company. Social enterprise concerns about community more than

making profit (What is Social Enterprise, 2020).

Nowadays, Social Enterprise becomes more popular. Due to the fact that
people concern more about community and environment that happened to be around
them, which could shape their attitude and behavior. Social Enterprise business
concept aims to give back to the community and making money at the same time. One
of a good example of Social Enterprise business is Café Amazon for Chance. It is a
new business of Café Amazon that stand strong to support the community. Since buy
the coffee beans from the hill tribe, give them a habitat area for growing coffee as

their job and teach them how to grow the coffee, how to collect and retain the coffee
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beans. Café Amazon also gives an opportunity to handicaps to have a carrier
especially hearing-impaired people. It is a great opportunity for them to be able to
generate incomes by themselves. | think Social Enterprise is a good model of
business. It benefits both the business and the community. The business is not only
about making money but also giving something back to the community that support
the business. The researcher is interested in exploring this new business model and
decided to use Café Amazon for Chance as the case study, because It became
successful in no time, now there are nine branches in Thailand. It could benefit to
several organizations that interested in social enterprise business model. This research
will find out if the social enterprise concept effect consumer behavior, consumer

attitude and purchasing behavior or not.

In this case, Café Amazon for Chance seek to benefit society in numerous
ways, starting by provided service by handicaps barista, mostly hearing-impaired,
which receive lots of good feedback and positive reputation from the society. On the
other side, Amazon for Chance also subsidize bakery from Sixty Plus Bakery &
Chocolate Café, which is a bakery stores under the project of the Foundation for the
Development and Training of Persons with Disabilities of Asia and the Pacific. The
business supports the disabilities people and allows them to improve their baking as
well. Moreover, share of the profits will be used to support the nursery and treatment

activities at the Sea Turtle Conservation Center, where PTTEP is supporting.

Even though, Café Amazon for Chance is operated by disabilities, but with
the innovation, they provide service with full of quality, not inferior to the original

Café Amazon. Before working at Café Amazon for Chance, these handicap baristas
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have to pass their training before working in the real shop. These people can
remember all the coffee formula and brew it neatly. Although, customers have to
order with the sign language, there is no barrier between barista and the customer. As
shown in Figure 12:, they have the easy understanding picture of the process how to
order your favorite menu with sign language both on poster in front of the shop and
also on the menu, you can also order how sweet for your drink like the normal Café
Amazon. Café Amazon for Chance stands their social enterprise concept by teaching
disabilities to brew the coffee, then offer them the carrier and also support their
bakery. These moves that Café Amazon for Chance make are very generous and
thoughtful. They could benefit our society in several ways. These actions are very

effective to promote the Café Amazon for Chance as a social enterprise business.
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2.2 Marketing Communication

Marketing communication or (MarCom), it is a fundamental and complex
part of a company’s marketing efforts. The Marketing Communication refers to the
means adopted by the companies to broadcast messages about the products and the
brands they sell, either directly or indirectly to the customers with the intention to
persuade them to purchase. In another words, the different channels that company
adopts to exchange the information about their goods and services to the customers is
termed as Marketing Communication. The marketer uses the marketing
communication tools to create the brand awareness among the potential customers,
which means some image of the brand gets generated in their minds that help them to

make the purchase decision. (MaRS., 2019)

Integrated Marketing Communication is shorted for IMC. It is a simple
concept ensuring that all forms of communications and messages are carefully linked
together, assimilating all the tools, so that they work together in harmony effectively
includes Advertising, Sales Promotion, Events and Experiences (sponsorship), Public
Relations and Publicity, Direct Marketing, Interactive Marketing, Word-of-Mouth
Marketing, Personal Selling and Social media marketing. These communication tools
are collectively called as Marketing Communication Mix. All of these
communications tools work better when they work together in harmony rather than in
isolation. (Taylor, K., 2020) This is enhanced when integration goes beyond the basic
communications tools. Thus, marketing Communication mix refers to the different
tools that a firm can adopt to inform, persuade, and remind the customer about the

product and services it sells (Definition of Integrated Marketing, 2020).
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There are six IMC tools that Café Amazon for Chance are currently using
includes, Advertising, Social Media Marketing, Public Relations, Sales Promotion,
Sponsorships and Word-of-Mouth. This research will explore these tools that Café
Amazon for Chance use to communicate with their audiences. Whether their tools
that they use are effective or ineffective, which tool is the most successful in order to

reach the most customers and communicate effectively.

Advertising: It is an indirect, paid method that Café Amazon uses to notify
the customers about their products, promotions and services via television, radio,
print media, online websites etc. Advertising is one of the most widely used methods
of communication mix wherein the complete information about the firm’s product

and services can be communicated easily with the massive target audience attention.

Social media marketing: Mostly Café Amazon for Chance communicate
through social media platforms slightly more than advertising. In order to connect
with your audience, build your brand, increase sales, and drive website traffic. This

involves placing great content on your social media profiles, listening to and engaging
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your followers, analyzing your results, and running social media advertisements. For

instant; Official Website, Facebook, Instagram, Twitter and YouTube.

Public Relations and Publicity: Both Café Amazon and Café Amazon for
Chance perform several social activities with a vision to create their positive brand
reputation in the market. The activities that Café Amazon for Chance are undertaking
such as, using eco-friendly materials as an in-store products and also decoration,
donating some portion of their purchase to the Sea Turtle Conservation Center, and
support disabilities’ product and teach them barista skills. These are some of the

common moves of enhancing the Public Relations.

Sales Promotion: The sales promotion includes the several short-term
motivations to persuade the customers to initiate the purchase of the goods and
services. For examples, BlueCard, discounts, paybacks, Buy- one —get- one free
scheme, coupons, etc. This promotion technique not only helps in keeping the
existing customers but also attract the new ones with the additional benefits. Mostly
Café Amazon promotion will send through message when the customer registered

with the Café Amazon and the flyer in the shop also show the promotions.

Events and Experiences: Café Amazon sponsors several events such as
sports, entertainment, nonprofit events or community events with the objective to
highlight their brand in the minds of the customers and create a long-term association
with them. The event will illustrate the name of the sponsoring firm, which can be
seen on the playground boundaries, player’s jerseys, trophies, awards in the

entertainment shows, hoardings on stage, etc.
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Word-of- Mouth Marketing: It is one of the most widely practiced method
of communication tool wherein customer share their knowledges with their peers and
friends about the products and services they experienced. This method is very critical
for Café Amazon because the reputation of the brand depends on how customer feels

about the product and service and what message they deliver to others.

2.3 Media Exposure

Media Exposure is playing an important role in today’s modern world. It is
the measurement of how people are “exposed” to media content, which is essential
for the understanding of media use and effects. Currently, media communication
channels, in which individuals are exposed to a variety of messages anytime,
anywhere, and from a great diversity of sources on an increasing number of different
media landscapes, has complicated the measurement of media exposure even more.
However, today’s digital media channel also offers new possibilities to map media
exposure by means of passive measurement. The communication, composition, and
activities of media audiences are measured in a great variety of content contexts
ranging from news, political comedy, advertising, health and entertainment, to
platforms as newspapers, television, billboards, videos, games, and social network
sites. Media exposure could play different theoretical roles, for example, as dependent
variable in theories and studies on media use or as mediator in selective exposure
theories that specify that persons with certain characteristics seek out specific media
that subsequently impact them. Media exposure is an independent variable in media
effects theories, and a moderator in theories suggesting that exposure interacts with

individual level and contextual factors. Media exposure information such as
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circulation, ratings, and reach are important for the industry, as they are a currency for
advertising buying and selling and for media programming decisions (Media
Exposure, 2020).

Media exposure may be defined as “the extent to which audience members
have encountered specific messages or classes of messages/media content” (Slater,
2004, p. 168). This is a simple and straightforward definition, but even then, the
definition of “encountered” poses conceptual and measurement challenges. Most of
the audience acknowledge Café Amazon for Chance news from the Café Amazon
official platforms and numerous news websites. Even though Café Amazon for
Chance does not have their own official social media platform, but Café Amazon
official platform broadcasts their BlueCard privilege, promotion, discount and the

picture of the drinks and also every news about Café Amazon for Chance very

frequently.
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Café Amazon official mostly posts the advertisements and promotions on
Facebook, only post a few on other platforms. Figure 2.3.4 is the sample of seasonal
drinks advertisement menu. Figure 2.3.3 is the example of BlueCard Privilege. These
are some examples below, the Figure 2.3.5 and 2.3.6, showing pictures of Café

Amazon for chance advertisement that posted by Café Amazon official Facebook.
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Figure 16: Amazon Facebook Page

2.4 Consumers‘Attitude

This research will study consumers’ attitude that have toward Café Amazon
for Chance. The consumer attitude could be defined as a feeling of favorable or
unfavorable that an individual has towards the brand. According to Café Amazon for
Chance uses social enterprise concept to operate the business, it is different from the
normal business. This research will expose consumer attitude that have toward sustain

business for community, whether it effect consumers’ thought toward the brand or not.
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Due to the fact that an individual with a positive attitude has more chance to buy a
product and this results in the possibility of liking or disliking a product. Consumer
attitude basically comprises of beliefs towards, feelings towards and behavioral
intentions towards Café Amazon for Chance. Consumer Attitude consists of three

components, including belief, feeling and behavioral intention.

Belief plays a fundamental role for consumers because, it can be either
positive or negative towards the brand or object. Human beliefs are not accurate, and it
can change rapidly according to situations. Moving on to the feeling, consumers must
have certain specific feelings towards some products or brands, such as, like, neutral,
or dislike. Sometimes these feelings could base on certain beliefs and sometimes they
are not. The last component is Behavioral intentions. It shows the plans of consumers
with respect to the products. This is sometimes a logical result of beliefs or feelings,

but not always. (Consumer Behavior — Attitude, 2020, September 09)

Models of Attitude contains three components that are represented in what is
called the ABC model of attitudes: A for affective, B for behavioral, and C for
cognitive. Although every attitude has these three components, any particular attitude
can be based on one component more than another (Consumer Behavior — Attitude,

2020, September 09).

. Cognitive Component — The first component is cognitive component.
It consists of an individual’s knowledge or perception towards few products or
services through personal experience or related information from various sources. This

knowledge usually results in beliefs, which a consumer has, and specific behavior.
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o  Affective Component — The second part is the affective component.
This consists of a person’s feelings, sentiments, and emotions for a particular brand or
product. They treat them as the primary criteria for the purpose of evaluation. The state
of mind also plays a major role, like the sadness, happiness, anger, or stress, which

also affects the attitude of a consumer.

e  Behavioral Component (Conative) — The last component is behavior
component, which consists of a person’s intention or likelihood towards a particular

product. It usually means the actual behavior of the person or his intention.

Attitude

Cognitive Affective Behavioural

(Knowledge and (Feelings and
beliefs) emotions)

(overt
behaviour)

Figure 17: Models of Attitude

2.5 Consumers‘ Purchasing Behaviour

Due to the fact that, technology became viral rapidly, the consumer changed
their purchasing behavior in this digital age. They are more unpredictable and less
loyal than before. According to the factors around them, they are busier but are more
conscientious. Consumers are really complex in their thought, needs and expectations,

but if you segment them accordingly and understand their behavior, you will have to
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know how to treat your customers right and that is a possibility to increase the
number of loyal customers. Consumer buying behavior is the combination of a
consumers’ attitudes, preferences, intentions, and decisions regarding the consumers’

behavior in the marketplace when purchasing a product or service.

The study of consumer behavior draws upon social science disciplines of
anthropology, psychology, sociology, and economics. Consumer Buying Behavior
refers to the actions taken (both online and offline) by consumers before buying a
product or service. This process may include consulting search engines, engaging
with social media posts, or a variety of other actions. It is valuable for businesses to
understand this process because it helps businesses better tailor their marketing
initiatives to the marketing efforts that have successfully motivated consumers to buy

in the past.

There are four factors influencing consumer buying behavior, including:
Cultural Factors, Social Factors, Personal Factors and Psychological Factors. To
begin with Cultural Factors, it is not always defined as a person's nationality, but It
can also be designated as their associations, their religious beliefs or even their
location. Another component is social factor. It is the components in the environment
that impact the way people see products. Moving on to the Personal Factors, this
factor could be someone's age, marital status, budget, personal beliefs, values, and
morals. Last but not least is Psychological Factors, it could identify as person's
feelings when they are associate with a product not only about the item itself but the

brand as a whole. (Radu, Valentin, and Mara Gavrilescu, 2020 July 28)
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Figure 18: Factors influencing Consumers Buying Behaviour

There are four types of buyers, including Analytical Buyer, Amiable Buyer,
Driver Buyer and Expressive Buyer. To begin with The Analytical Buyer, this type of
customer is motivated by logic and information, this buyer will look at all the data on
competing brands and products before making an informed decision. Moving on to The
Amiable Buyer, this type is generous and friendly, this buyer just wants everyone to
be happy. That is why they are often paralyzed by big decisions when there is the
perception of a win/lose outcome. The next type is The Driver Buyer, this type is
most concerned with how others view them and whether they follow. The trendsetters,
they are most concerned with their appearance rather than the relationships that are
formed during a transaction. Last but not least is The Expressive Buyer, the
relationships are key to the Expressive Buyer. They cannot stand feeling lonely or
ignored during a transaction. Instead, they want to feel like your most important asset.
The Standard Behavioral Model consists of a methodical and structured process. The

first step is problem recognition. During this step, the consumer realizes that she has
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an unfulfilled need, want or solve the problem. The next step is information search. In
order to gather information related to what you need to solve the problem. After
information is gathered, it is evaluated against a consumers’ needs, wants,
preferences, and financial resources available for purchase. In our example, our
consumer has decided to narrow her choices down to three cars based upon price,
comfort, and fuel efficiency. Moving on to the purchasing process. At this stage, the
consumer will make a purchasing decision based on factors such as price or
availability. The last process is Post-purchase evaluation - At this stage, the consumer
will decide whether the purchase actually satisfies her needs and wants. This research
will explore if consumer of Café Amazon for Chance buying behavior. There are four
type of consumer buying behavior, which are Complex buying behavior, Dissonance-
reducing buying behavior, Habitual buying behavior, Variety seeking behavior by
Team, D. (2020, April 15) This research will find out which type of customer have percent

to consume Café Amazon product the most.

Starting with Complex buying behavior, it is encountered especially when
consumers are buying an expensive product. In this occasional transaction, consumers
are highly involved in the purchase decision. Consumers will research thoroughly
before committing to invest. Consumer acts very different when buying an expensive
product or a product that is unfamiliar to him. When the risk of buying a product is
very high, a consumer consults by person around them, such as, friends, family and
experts before making the decision. In complex buying behavior, the buyer will pass
through a learning process. Consumer will first develop beliefs about the product,

then attitudes, and then making a thoughtful purchase choice. For complex buying
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behavior customers, marketers must have a deep understanding of the products.
Consumer will expect that the marketer could help them to understand about their
product. It is important to create advertising message in a way that motivates and

influences the buyer’s beliefs and attitudes (Team, D., 2020).

The next type is Dissonance-reducing buying behavior. The involvement is
very high. This might be because of high price and infrequent purchase. In addition,
there is a low availability of choices with less significance differences among brands.
In this type, a consumer buys a product that is the most convenient and easily
available. According to the products available, time limitation or the budget
limitation, consumers buy certain products without a lot of research. Marketers should
run after-sale service campaigns that deliver focused messaging. The goal of these
campaigns should aim to support consumers and convince them to continue with their
choice of their brand. These marketing campaigns should aim on building repeat

purchases and referrals by offering discounts and incentives. (Team, D., 2020,)

Another type is Habitual buying behavior. It is depicted when a consumer has
low involvement in a purchase decision. In this case the consumer is perceiving only
a few significant differences between brands. The products that consumers use for
their daily routine, they do not put a lot of thought. They either buy their favorite
brand or the one that they use regularly or the one available in the store or the one that
is cheaper. There is no brand loyalty. Consumers do not do research or need any
information regarding purchase of such products. Habitual buying behavior is mostly
influenced by radio, television and print media. Moreover, consumers are buying

based on brand familiarity. Hence marketers should use repetitive advertisements to
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build brand familiarity. Further to initiate product trial, marketers should use tactics
like price drop promotions and sales promotions. Marketers should attract consumers
using visual symbols and imagery in their advertising. Consumers can easily

remember visual advertisements and can associate with a brand (Team, D., 2020,).
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Figure 19: Consumer Involvement

The last type is Variety seeking buying behavior, which consumer
involvement is low. There are significant differences between brands. Consumers
often do a lot of brand switching. The cost of switching products is low, and hence
consumers might want to try out new products just out of curiosity or boredom.
Consumers here, generally buy different products not because of dissatisfaction but
mainly with an urge to seek variety. Brands have to adopt different strategies for this
type of consumer behavior. The market leader will persuade habitual buying behavior
by influencing the shelf space. The shelf space will display a large number of related

but different product versions or brand. Marketers avoid out-of-stock conditions,
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sponsor frequent advertising, offer lower prices, discounts, deals, coupons and free

samples to attract consumers (Team, D., 2020).

This research will find out which type of the Café Amazon consumers’
buying behavior is the majority. In order to keep loyal customer and good
relationship. Café Amazon has to know their consumers’ behavior and their routine.
After we study their behavior and know which type is the majority, we can adapt it to
Café Amazon for Chance marketing tools and also make the promotion that serve

consumers’ need.

2.6 Related Research

“Factors Affecting Consumers’ Buying Decisions Café Amazon” by
Sukanya Lamun in 2017. This research aims to study the elements that effect the
motivation of purchasing behavior of consumers. Based on seven elements of the
service marketing mix including, product element, place and time, process,
production and quality, people, promotion and education, physical evidence, and
price. The results show that most of the elements could influence the consumers’
decision making. Only the promotion and education that does not reach the majority
of customer. This research reminded me that not only social enterprise to motivate
consumer to make decision. In order to keep a good relationship with customer all
elements have to work together in harmony. | think I could use this information to

adapt with my research.
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Moving on to the next related research, “Quality Perspective Toward
Satisfaction in Coffee Service Business: The Case Study of Café Amazon and
Inthanin Coffee in Nonthaburi Provincial Area” by Jarul Intanasak in 2016. This
research study consumer satisfaction and royalty on product and service toward Café
Amazon and Inthanin coffee in Nonthaburi province. The result illustrates that
consumer satisfaction of Café Amazon is slightly better than Inthanin in every
section, including expectation, quality, value, satisfaction and loyalty. According to
the research, Café Amazon have more branches which could create more awareness.
Along with the green atmosphere and fast service with quality. The fast service with
quality and good personality of employees have the most effect on consumers’
satisfaction. For my research | will find out if disabilities baristas could reach
consumers satisfaction. This research also mentioned that most of potential customer
would come into the shop around 12:01 — 15:00 PM which would benefit me when |

hand out the survey at Café Amazon for Chance.

Furthermore, “Consumers’ Exposure, Satisfaction and Purchasing Intention
Towards Content Marketing on Instagram Stories” This research was aimed to study
the communication methods of Instagram influencers for marketing food and
beverage products by the qualitative method, conducting by an in-depth interview
with 5 Instagram influencers and explore consumers’ exposure, consumers’ attitude
and consumers’ response including the relationship between these 3 factors by the
guantitative research, which is a survey research with 400 respondents. Regards the
qualitative research, it was found that Micro influencers usually post photos. As for
Macro influencers, they tend to post video. On the other hand, the result of the

guantitative research presents that most of sample group follow both Macro and
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Micro Influencers and check out Instagram on a daily basis. Instagram post in the
form of photo gains the most exposure. The samples strongly agree with the attitude
that Instagram Influencers has the ability to create interesting contents and the most
frequent response is to follow the Instagram Influencers. Last but not least, the
research indicates that the consumers’ exposure has a low positive relationship with
consumer’s attitude. The positive relationship between consumers’ attitude and the
consumers' responses is in the moderate level.

Moreover, is the research of “The Empirical Study of Factors Affecting the
Success of Social Enterprise on Marketing and Social Performance”, this study is the
first empirical research conducted in Thailand to examine the performance of social
enterprise (SE) through the involving internal and external factors. The objectives of
this study are twofold: (1) to discover how the internal and the external factors
affecting the success of SE performance and (2) to investigate how marketing and
social performances associated with SE performance. The internal factors were social
mission, value-based leadership, shared vision, and customer orientation. The external
factors were perceived environmental uncertainty and relationship with external
organizations. These six variables were based on integrating four theories, i.e.
institutional theory, resource-based view theory, social capital theory and contingency
theory. Six SE executives were interviewed to explore the key success factors related
to SE performance. Questionnaire were developed and pretested, then mailed to 1,475
SEs that were listed in Thai Social Enterprise Office (TSEO). The 300 completed

questionnaire returned were from agricultural industry.
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Last but not least is the “Predicting the Patronage of Starbucks Coffee Based
on the Theory Planned Behavior” by Sutasinee Pongsopa. The purpose of this
research was to study the factors that affecting the patronage of Starbuck
coffee factors predicting the patronage of Starbuck in the next two weeks according
to the theory of planned behavior. Researches asked 206 people who knew
Starbuck and were around Maboonkrong, Siam Square, and Silom areas to complete
questionnaires. The results show that: 1. Attitude toward behavior subjective
norm, and perceived behavior al control significantly predicts the patronage of
Starbucks. 2. Intention toward behavior significantly predicts the patronage of

Starbucks in two weeks.

This research will use the survey to explore how consumers know about
Café Amazon for Chance. It will illustrate which channel of Integrated Marketing
Communication (IMC) that Café Amazon for Chance use to communicate with their
customers and which channel reach the audience the most. Café Amazon for Chance
mostly communicates with their customers on online platform, so this research will
Media Exposure to explore this assumption, this research will use survey to measure
how people exposes to media content that Café Amazon share about Café Amazon for
Chance on social media and how often the consumer expose to the news. It is
important for the understanding of media use and effects, because Café Amazon
mostly communicate through online channels. It is also necessary to know which
media channel reach the majority of customer, so we know which media channel that
we should communicate or do the advertising the most. Moving on to the consumer

perception, this research will also study the consumer perception that have toward
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Cafe Amazon for Chance, how consumer think about this social enterprise business.
Another area that this research will explore consumers’ purchasing behavior,
exploring the social enterprise concept of Café Amazon for Chance. According to the
project of helping disadvantage people and charities, if social enterprise could
motivate the consumers’ purchasing behavior and could it shape how consumers think

toward the brand.

This study will analyze if there is any connection or relationship among
media exposure, consumer attitude and consumer behavior toward Café Amazon for
Chance. This research could benefit to Café Amazon for Chance in several ways for
example, this research will analyze which media channel reach their potential
customers the most and also conclude customer thought toward the brand, so Café
amazon for Chance could use these comments of customers to improve themselves.
This research could also benefit to other businesses that have ideas to support
disadvantage/disability people or charities by using social enterprise business model.
This study will analyze if the channels that Café Amazon for Chance use as the
communication tools are effective or not. Moreover, this study will analyze how
consumer think toward the Café Amazon for Chance, and if Social Enterprise
business could influence consumers to have positive attitude toward the brand and
decided to buy the products. Whether Social Enterprise could benefit business

reputation, or it is ineffective.

Consumers’ Consumers’ Consumers’

Media Exposure | Attitude Purchasing Behavior

Figure 20: Research Framework



Chapter 3
Methodology

The chapter elaborates the methodology for conducting this research. It will
approach media exposure, consumers’ attitude, consumers’ perception and purchasing
behavior of Café Amazon for Chance consumers. This chapter illustrates and
discusses how the researcher collect and gather the necessary information that will be
calculate and use in this whole study. It will explain the type of the research, the
method that this research will use and where the research allocates. It will provide an

outline of the research methodology to answer the research questions.

3.1 Research Sample

The necessary data of this research were collected from 207 participants,
focusing on the people age 18 and above. The respondents were current customers of
Café Amazon for Chance who had been exposed to the shop and experience product
and service. In this study, a total of 207 samples were collected, 23 respondents for
each branch. The questionnaire was handed out at all 9 branches, which it will be
more accurate for the research that wants to study the consumer attitude and behavior.
The sampling frame that this research will focus on is only existing customers that
have used Café Amazon for Chance service. The survey will be designed to explore
media exposure, consumer attitude, purchasing behavior toward Café Amazon for

Chance.
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3.2 Sampling Method

This research conducted with, “Quantitative” method will be used to answer
the research question and confirm the theory and assumption of this research. As this
research aimed to study the media exposure, consumer attitude and consumer
purchasing behavior of Café Amazon for Chance, the questionnaire was, therefore,
distributed at nine Café Amazon for Chance. In order to be able to state their attitudes
and purchasing behavior toward the brand and its communications channels, the
respondents must be current customers, who have experienced the product and
service of the Café Amazon for Chance. “Quota Sampling” is used in this research,
which is a non-random sample selection taken. Quota sampling method is a non-
probability sampling, and it can be defined as a sampling method of gathering
representative data from a group. Application of quota sampling ensures that sample
group represents certain characteristics of the population chosen by the researcher.
Which in this research Controlled quota sampling involves introduction of certain
restrictions in order to limit researcher’s choice of samples (Quota sampling, 2020).
In this research, quota is based on total number of branches available during reason

collection period.

3.3 Questionnaire Format

The questionnaire was formulated in both English and Thai versions, but
only handed out the Thai versions to the participants. The survey categorized into five
different sections includes, screening, media exposure, consumers’ attitude,

consumers’ purchasing behavior and general information about respondents. The
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questions of the questionnaire are comprised of Likert-scale, with some are in the

form of multiple choice. Overall, the questionnaire has details as follows:

3.3.1. Screening

Part one is comprised of two screening questions that are used to screen out
the respondents who are not qualified for this research. This includes asking if a
customer has ever bought Café Amazon for Chance products or services and asking if
the participants is older than 18. The respondents, who did not meet the requirements
at this screening stage, were directed to end the survey. This research required
customers who are 18 years old and over, that have used the Café Amazon for Chance

service.

3.3.2 Media Exposure
In the media exposure section, using Likert-scale to measure frequency of

media exposure focusing on the media that owned by Café Amazon For example,

Facebook, Instagram, PTT website, Line Happy Life and etc.

3.3.3 Consumers’ Attitude

In this part, contain nine questions, the first question is yes or no question
checking consumers’ awareness, asking if they know that Café¢ Amazon for Chance is
social enterprise and the rest uses agreement Likert-scale, which based on attributes

of Café Amazon for Chance as a social enterprise business.
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3.3.4 Consumers’ Purchasing Behavior

For the consumers’ purchasing behavior part, there are twelves questions.
The first 3 questions are multiple choices, checklist of how branches help
disadvantage and society, and exploring the frequency of purchasing with the nominal
scale. The rest of the questions are Likert-scale questions. Their purchasing behavior

based on their rational to buy.

3.3.5 General Information of Participants

The last part contains five questions on the respondents’ demographic
information about gender, education, occupation and monthly income with some are

in the form of multiple choice.

3.4 Measurement of the Variables

From the questions in the survey, the questions constructed in a form of

Likert-scale. The variables would be measure based on the tables below:

5-Point Likert Scale Scoring Scale with Interval for Inferential
Level of Value Score Scoring Range
Very High 5.00 5.00 -4.50
High 4.00 4.49 —3.50
Neutral 3.00 3.49-2.50
Low 2.00 2.49 - 1.50
Very Low 1.00 1.49-1.00

Table 1: Likert Scale - Value



42

Value Likert Scale is used as the questions in media exposure in part two and

consumers’ purchasing behavior in part four.

5-Point Likert Scale Scoring Scale with Interval for Inferential
Level of Agreement Score Scoring Range
Strongly Agree 5.00 5.00 -4.50
Agree 4.00 4.49 — 3.50
Neutral 3.00 3.49 -2.50
Disagree 2.00 2.49 - 1.50
Strongly Disagree 1.00 1.49-1.00

Table 2: Likert Scale - Agreement

5 Point Likert Scale - Agreement is used in the third part of the survey, which

ask about the consumers’ attitude that have toward Café Amazon for Chance.

3.5 Hypothesis Testing
There are two hypotheses in this research.

H1: There is a relationship between consumers' media exposure and their
attitude toward Cafe Amazon for Chance

Independent variable: consumers’ media exposure

Dependent variable: consumers' attitude

H2: There is a relationship between consumers' attitude and their purchasing
behavior on Cafe Amazon for Chance

Independent variable: consumers' attitude

Dependent variable: consumers' purchasing behavior
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3.6 Data Collection and Data Analysis

The data of this research was collected using face-to-face survey only. After
the information set go through the SPSS (Statistical Package for the Social Science)
and all statistical data was run at a 95% confidence level. This research uses Five-
point Likert scale data and illustrate an understanding on the relationship between
media exposure, consumers’ attitude and purchasing behavior. (Mcleod, S., 1970)
Finding, mean, frequency and standard deviation from the survey with descriptive
statistic. Furthermore, use the result from descriptive statistic to analyze by inferential
analysis will be used to conclude the information by testing hypothesizes, seeing the
relationship between media exposure, consumer behavior and consumer attitude.

Then make prediction for the Amazon for Chance trend in the future.



CHAPTER 4
FINDINGS

A research study entitled Consumers’ Media Exposure, Attitude and

Purchasing Behavior on “Café Amazon for Chance” is presented as follows:

4.1 Demographics

From the study of general data by Percentage, the analysis results appear in

the following table.

Demographic Information n Percentage
Gender
Male 89 43
Female 118 57
Total 207 100
Age
18-25 55 26.6
26-35 64 30.9
36-45 46 22.2
45-55 32 155
55+ 10 4.8
Total 207 100

Table 3: Demographics Age and Gender

From Table 3, it was found that most of sample are female 118 people
(57.0%), which followed by male 89 people (43.0%). It was also found that the

majority of the ages were between 26-35 years, of 64 people (30.9%), followed by 18-
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25 years of 55 people (26.6%), and the lowest is 55 years old over of 10 people

(4.8%), respectively.

Demographic Information n Percentage

Education
Below a bachelor's degree 42 20.3
Bachelor's degree 118 56.5
Postgraduate 48 23.2
Total 207 100

Occupation
Student 30 145
Private business 27 13.0
Government 73 35.3
Private company employee 48 23.2
General contractor 19 9.2
Not working / retired 8 3.9
Other (please specify) 2 1.0
Total 207 100

Table 4: Demographics Education and Occupation

From Table 4, it was found that most of the sample group had a bachelor's
degree of 117 people (56.5%), followed by postgraduate education of 48 people
(23.2%), and the lowest an education below a bachelor's degree of 42 people (20.3%),
respectively. It was also found that most of the sample were government career of 73
people (35.3%), followed by private company employee of 48 people (23.2), and the

lowest is other of 2 people (1.0%), respectively.
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Demographic Information n Percentage
Income

Not more than 10,000 baht 26 12.6
10,001-20,000 baht 58 28.0
20,001-30,000 baht 43 20.8
30,001-40,000 baht

More than 40,000 baht 43 20.8
Not more than 10,000 baht 37 17.9
10,001-20,000 baht 26 12.6
Total 207 100

Table 5: Demographics Income

From Table 5, it was found that most of the sample were income 10,001-

20,000 baht of 58 people (28%), followed by 20,001-30,000 and 30,001-40,000 baht

of 43 people (20.8%), and the lowest is not more than 10,000 baht of 26 people

(12.6%), respectively.

4.2 Media Exposure

Upon learning about the media exposure of the Cafe Amazon for Chance by

Mean and Standard deviation. The results of this study appear in the table below.

Interpret
The Media Exposure M S.D.
results
2.1 Facebook Cafe Amazon 2.35 1.164 Low
2.2 Instagram Cafe Amazon 2.03 1.016 Low
2.3 Website PTT Public Company Limited 2.27 1.208 Low
2.4 Website Cafe Amazon 2.23 1.121 Low
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Interpret
The Media Exposure M S.D.
results
2.21 1.153 Low
2.5 Website PTT Oil and Retail Business Public Company Limited
2.6 Line PTT Happy Life 2.20 1.172 Low
2.7 Line PTT Group 2.19 1.182 Low
2.8 TV advertising Cafe Amazon 2.69 1.191 Neutral
2.9 Leaflet advertising in shop 2.62 1.196 Neutral
2.10 General billboard 3.08 1.148 Neutral
2.11 Cafe Amazon’s Radio 2.21 1.115 Low
Total 2.37 1.152 Low

Table 6: Media Exposure

Table 6 found that exposure to a variety of Cafe Amazon For Chance overall
level low (M = 2.37, SD = 1.15). When considering each item found that highest level
is the General billboard (M = 3.08, SD = 1.25), followed by the television advertising
of Cafe Amazon (M = 2.69, SD = 1.19), and the lowest average is Instagram Cafe

Amazon (M = 2.03, SD = 1.02), respectively.

4.3 Consumers' Attitudes towards Café Amazon for Chances
From the study of information about Consumer attitudes towards the cafe Amazon
Fort Chad's Cof A, the percentage (Percentage) Average (Mean) and standard

deviation (Standard deviation) The results of this study appear in the table as follows:
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Consumer Knowledge of Amazon for Chance n Percentage
Café Amazon for Chance where you buy products and services is a
business operation for society and environment
Know 156 75.36
Don't know 51 24.64
Total 207 100.0

Table 7: Consumer Knowledge of Amazon for Chance

From Table 7, it was found that consumers know Café Amazon for Chance

isa business operation for society and environment of 156 people, accounting

for 75.36 percent, and don’t know Café Amazon for Chance is a business operation

for society and environment of 51 people, accounting for 24.64 percent.

Consumer Attitudes M S-D. Interpret
results
1. You support / buy products and services of social business. 4.16 0.653 Agree
2. You feel involved in helping society when you buy products and
) PIY. Y Y P 4.04 0.670
services of Café Amazon for Chance. Agree
3. Social enterprise business motivates you want to buy more
) 4.08 0.729 Agree
products and services
4. Cafe Amazon for Chance buy bakery from Foundation for the
) 4.16 0.743 Agree
Disabled
5. You want to buy more, when knowing that the store staff is
. . 4.36 0.667
socially disadvantaged Agree
6. Cafe Amazon for Chance take part of the profits to help the Sea 430 0.651
Turtle Conservation Center in Sattahip District. ' ' Agree
7.Cafe Amazon for Chance uses recycled materials from PTT 428 0.658
Global Chemical Public Company Limited (PTTGC) in the shop. ' ' Agree
8. The underprivileged can work efficiently, equivalent to normal Strongly
451 0.565
people Agree
Total 4.24 0.667 Agree

Table 8: Consumer Attitudes
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attitudes overall

level of agreement (M = 4.24, SD = 0.67) when considering by item, the highest

average is the disadvantaged can work effectively, equivalent to normal (M = 4.51,

SD = 0.57), the second is you want to buy more, when know that employees in shop is

the socially disadvantaged (M = 4.36, SD = 0.67), and the lowest average is You feel

involved in helping society when you buy products and services of Café Amazon for

Chance (M = 4.04, SD = 0.67), respectively.

4.3 Consumer behavior towards the cafe Amazon for Chance

From the study of information about Consumer behavior towards the cafe

Amazon for Chance, the Percentage, Mean) and Standard deviation. The results of

this study appear in the table as follows:

The branch where you bought products and services has been

n Percentage

helping those underprivileged and help society as listed below:

Hearing impaired 105 37.9
Elderly 22 7.9
Veteran 11 4.0
Help hospital 18 6.5
Buy bakery from Foundation for the Disabled 35 12.6
Help the Sea Turtle Conservation Center 26 9.4
Total 207 100.0

Table 9: Underprivileged Societies
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How often to buy products and services from Café Amazon for

n Percentage

Chance

1-2 times a week 123 41.7

3-4 times a week 44 14.9

5-6 times a week 20 6.8

7-8 times a week 11 3.7
More than 8 times a week 9 3.1
Total 207 100.0

Table 10: Purchase Behavior amount

From Table 9 and 10, it was found that consumers aware that the branch they
purchase goods and services has been helping those less check onand
help the hearing impaired were 105 persons, 37.9 percent and frequency of purchase
of goods and services from the Cafe Amazon for Chance 1 - 2times a week, 123

people, or 41.7 percent.

Consumer Purchasing Behavior M S.D. Interpret
results

1. From your past experiences, make you want to come back for

3.89 0.636 High
more.

2. Family members, relatives, friends and lovers recommend this 331 0.987 Moderate

shop.

3. You want to support the disadvantaged. 4.13 0.928 High
4. You satisfied with the facilities in the shop. 3.85 0.820 High
5. The quality of products such as beverages and food are up to 3.85 0.920 High
standard.

6. Quality service of employee 4.06 0.728 High
7. Price of products and services are acceptable 4.01 0.690 High

8. The brand is popular 3.96 0.719 High
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Consumer Purchasing Behavior M S.D. Interpret
results
9. Promotions and discounts make you want to buy 4.00 0.754 High
Total 3.90 0.798 High

Table 11: Consumer Purchasing Behavior

From Table 11, it was found that consumer purchasing behavior overall
level Agree (M =3.90, SD = 0.79) when considering they found the highest average is
You want to support the disadvantaged (M = 4.13, SD = 0.93) the minor is quality
service of employee ( < = 4.06 ) and the lowest average is Family members,

relatives, friends and lovers recommend this shop. ( < = 3.31), respectively.

4.6 Test the research hypothesis
H 1: There is a relationship between media exposure and attitude toward Café

Amazon for Chance

H 1. There is a relationship between media
exposure and attitude toward Café Amazon 096** 170
for Chance

Table 12: Analysis of correlation between variables (media exposure and attitude)
** Correlation is significant at the 0.01 level (2-tailed)

From Table 12there is very low correlation between media exposure and

attitude. Therefore, H 1 is not accepted.
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H 2: There is a relationship between attitude and purchasing behavior toward

Café Amazon for Chance

H 2. There is a relationship between attitude
and purchasing behavior toward Café B97** 000

Amazon for Chance

Table 13: Analysis of correlation between variables (attitude and purchasing
behavior)
** Correlation is significant at the 0.01 level (2-tailed)

The result in Table 13 show that attitudes are related to the purchasing

behavior of consumers. In the same direction. It was statistically significant at the .01

level; therefore H 2 was accepted.



CHAPTER 5
SUMMARY AND DISCUSSION

This chapter covers the summary and discussions in details of this research
study. First of all, the summary of results of the results will be presented, followed by
the three parts of the study of media exposure, consumers’ attitudes and consumers’
purchasing behavior. Then the discussion and recommendation for future research

will be discussed, following by the practical implications.

5.1 Summary of Results
According to the study, the sample consisted of 207 people, all of whom had

used Café Amazon for Chance, and they are over 18 years old, mostly were females
between 26-35 years old, graduated with a bachelor's degree, working as a civil
servant / state enterprise employee with income between 10,001-20,000 Baht. These
have purchased products and services from the Office of the President of Mahidol
University (Salaya) and know that Café Amazon for Chance has operated business for
social and environment, as well as they participate in helping the disability and the
hearing impaired by purchasing products and services at a rate of 1-2 times per week.

Due to the outcomes of the survey, the rating of exposure of various media of
Café Amazon for Chance in overall is low. Considering the items individually, it
found that the item received the average rating at highest is a regular billboard,
followed by Café Amazon commercials and the lowest is Café Amazon Instagram,
respectively.

According to the study, the rating of consumer attitudes in overall is high.

Considering the items individually, it found that the item received average rating at
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the highest is “Disability work with quality”, followed by “Want to buy more when
you know that employee is a disability” and the lowest is Café Amazon for Chance
has operated a business for social and environment, respectively.

According to the study, the rating of consumer behavior in overall is high.
Considering the items individually, it found that the item received average rating at
the highest is purchasing for goods and services at the branch of Café Amazon for
Chance, followed by “Want
to support disability” and the lowest is the frequency of purchasing products and
services from Café Amazon for Chance, respectively.

From the hypotheses testing in the hypothesis 1, it was found that the exposure
of various media has an insignificant correlation with consumers’ attitude. Due to the
fact that Café Amazon for Chance is sub business of Café Amazon and Café Amazon
is a sub business of PTT Public Company. Which means most of the consumers
follow the main channel of the business more than sub business. Therefore,
consumers do not acknowledge from owns media of Café Amazon, but they received
attitude from the experiences from the shop. For the hypothesis 2, it was found that
the consumers’ attitudes are correlated in the same direction as consumers' purchasing
behavior. It is predictable that when consumers have good attitude their purchasing
behavior is more likely to be positive.

The finding of this research illustrates that from 207 participants, 156
participants know that Café Amazon for Chance is social enterprise but there are 51
participants does not know that Café Amazon for Chance is social enterprise. Due to
the fact that Café Amazon lack of media exposure, the owned media of Café Amazon

failed to reach 51 participants. For the 156 participants, few of them might be reached
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by media exposure or they might use to the area and bought product and service many

times.

5.2 Discussions
5.2.1 Low Media Exposure
Due to the study on Consumers’ Media Exposure, Attitude and Purchasing

Behavior on “Café Amazon for Chance”, it was found that the media exposure
slightly correlates with consumers’ attitude. The result overall level low (M = 2.37,
SD = 1.15) and the lowest average is Instagram of Cafe Amazon (M = 2.03, SD =
1.02). which indicates that the exposure of various media from Facebook, Instagram,
website, Line, TV, etc does not affect consumer attitude. Consumers did not follow or
sign up to Café Amazon social media in particular. It might because consumers follow
the main brand, which is PTT official accounts but not sub brand of PTT. According
to the result of “Instagram Influencers for Food and Beverage Products, Exposure,
Attitudes and Consumers’ Responses” the quantitative research presents that most of
sample group follow both Macro and Micro Influencers and check out Instagram on a
daily basis. Instagram post in the form of photo gains the most exposure. The samples
strongly agree with the attitude that Instagram Influencers has the ability to create
interesting contents and the most frequent response is to follow the Instagram
Influencers. Last but not least, the research indicates that the consumers’ exposure has
a low positive relationship with consumer’s attitude. Which may be caused by lack of
the frequent advertising on Café Amazon owned media platform and the media

channels that does not get promoted. So, the owned media of Café Amazon are not
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well known. Some consumers also mention that Facebook and Instagram are the best

way to communicate with them.

5.2.2 High Attitude and Purchasing Behavior

From the result, it was found that consumer attitudes overall level of Agree (M
= 4.24, SD = 0.67)when considering by item, the highest averageis the
disadvantaged can work effectively, equivalent to normal (M = 4.51, SD = 0.57). For
the consumers’ purchasing behavior was found that overall level Agree (M = 3.90, SD
= 0.79) when considering they findings the highest average is You want to support the
disadvantaged (M = 4.13, SD = 0.93). According to “Predicting the Patronage of
Starbucks Coffee Based on the Theory Planned Behavior” research by Sutasinee
Pongsopa. Which positive consumers’ leads to consumers’ purchasing behavior.
When consumers know that Café Amazon for Chance is social enterprise, they want
to support more. Brand loyalty is also another factor that consumer goes to the shop,
because of the atmosphere, service and quality of the product. Another reason is the
convenient. According to the area of the shop is in the middle of the communities that
have a lot of people around. Furthermore, price is another factor that concern the
consumer decision. Due to the fact that the price of Café Amazon is acceptable, not
too expensive compare to other brands. Good reputation from Café Amazon is also a
factor that shape consumers’ purchasing behavior. Another is quality product and
good service, which could attract consumers and increase intention to buy. With

consumers’ positive attitude, could lead to positive behavior.
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5.2.3 No Relationship between Media Exposure and Attitude

According to the study “The empirical study of factors affecting the success
of social enterprise on marketing and social performances” by Siripak Mattavanont
said that both internal factor and external factor have positive influenced on the social
enterprise business. Internal factors include social mission, value-based leadership,
share vision and consumer orientation. For the external factors consist of relationship
with external organizations and perceived environmental uncertainty. This could
assume that most of the customers have good attitude toward Café Amazon for
Chance because of the social enterprise concept, from both internal factors and
external factors. Even if consumer lack of media exposure but consumer still have
good attitude toward the brand. It could be because Café Amazon is supervised by
PTT, which it has good reputation since the beginning, until now. Which means
consumers’ attitude come from other factors that are not media. Even though, the own
media of Café Amazon could not reach the consumers, but consumers still have good
attitude toward the brand. For instant, consumers come to buy products and services
at Café Amazon for Chance in the real place, which make them experience the service
from disabilities. When the product and service reach consumers’ satisfaction. It
creates good experienced along with good attitude. That is why media exposure has
very low correlate with consumer attitudes. It could shape consumers’ though toward

the brand reputation.

5.2.4 Attitude correlated with Purchasing Behavior
According to “Predicting the Patronage of Starbucks Coffee Based on the

Theory Planned Behavior” research by Sutasinee Pongsopa. it was found that the
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consumers’ behavior conforms consumers’ attitude and attitude could predict
purchasing behavior. Moreover, consumers can choose to consume or not by
themselves, but group of people or business meeting also affect the consumers’
behavior. Which is related to this research, because both brands are coffee brand. The
awareness of the social enterprise brand make consumer want to support disabilities
very effectively. Even though some people does not know that Café Amazon for
Chance is a Social Enterprise business but after the result of the survey come out. It
shows that most of them agreed on how Café Amazon for Chance support the
disabilities and the community. These correlate in line of consumer behavior towards
purchasing quality and standardized products and services, supporting facilitation, and
having discount promotions, which make consumers more satisfied and trust by

evaluating their own experience or recommended by the family.

5.3 Limitations
1. Limited sample size, this study gathered a sample size of 207 participants,

which means only 23 responds per branch
2. Does not cover all the social enterprise business, each business supports
community differently.

3. The information gathered is specific to only one brand.

5.4 Suggestions for Future Research

To further expand and improve this research, future researchers should
provide expansion of the scope of research to be wide and effectively cover the target
branch, in order to obtain all dimensions of information for further improvement as

appropriate such as:



59

1. Encouraged to increase the sample size and be more specific to the branch
and target, so that the data gathered would be more accurate in
representing the whole population of specific branch.

2. The survey should have more open-ended questions to provide a study of
relevant and additional important variables such as marketing components,
service quality, satisfaction, etc. to obtain the most complete information.

3. Study more about consumers’ opinion toward the brand, asking what
could benefit to the brand and satisfy consumers’ need.

4. The future researcher could ask for specific media platform that consumer
would like exposes the most, which the result would be the best channel
for consumers to reach the advertising and promotion of Café Amazon.

5. Researchers should expand the methodology of the research to include
other methods, such as in-depth interviews, which could provide further
insights to the topic.

6. Other coffee brands should be studied in order to inspect the industry in

more details and to compare the outcomes between the different brands.

5.5 Practical Implications

The results of this research study provide valuable insights of consumer
behavior on media exposure, consumers’ attitude and purchasing behavior of Café
Amazon for Chance, in which various practical implications are derived.

1. Café Amazon should adapt from this research is to increase communication

channels engagement.
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2. In order to motivate consumers to create purchasing behavior as well as
provide marketing strategies by arranging promotions and producing quality
products, especially Facebook.

3. Another practical implication is Café Amazon for Chance should be promoted
more, because some customer does not know that Café Amazon for Chance is
a social enterprise business and consumer also does not know the different of
the Café Amazon and Café Amazon for chance.

4. Moreover, there is a recommendation from customers, said that Café Amazon
should have the online payment. In order to provide their convenient, because

sometimes consumers do not carry cash with them.
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Appendix A: Questionnaire English Version

Dear Participants
My name is Sirapassorn Cheepborisut, Student ID 6288010128, Degree of Master of
Arts (Communication Arts) in Strategic Communication Management Common
Course, Faculty of Communication Arts, Chulalongkorn University. The purpose of
this survey is to study the Consumers' Media Exposure, their Attitude and their
Purchasing Behavior toward Café Amazon for Chance and my advisor is
Asst.Prof.Dr. Teerada Chongkolrattanaporn, Ph.D.
| am asking for your kindness from Café Amazon for Chance Customers to spend 5
minutes to finish this survey. Which this survey contained five parts including:

e Screening 2 Questions

e Media Exposure 11 Questions

e Consumers’ Attitude 10

e Consumers’ Purchasing Behavior 13

e General Information of Consumers 5
Lastly, | would like to thank you every participant that provided help in answering
questionnaires for educational information. The information collected this time will

be kept as a secret and will be used for academic work only or if you have additional

suggestions, you can send the information to email mimi.play.golf@gmail.com |
will be very grateful.
Best Regards,

Sirapassorn Cheepborisut


mailto:mimi.play.golf@gmail.com

Part 1: Screening questions

69

Note: Please answer the question by placing a check mark [1 in the space in front of

your chosen answer.

1. Have you ever used the service of Cafe Amazon France?

1 Yes

1 No (end of questionnaire)
2. Are you over 18 years old?
1 Yes

1 No (end of questionnaire)

Part 2: frequency for media exposure of Café Amazon for Chances

Very Low

@)

Low

(&)

Neutral

(©)

High

4)

Very High
®)

2.1. Café Amazon Facebook

2.2. Café Amazon Instagram

2.3. PTT Public Company Limited
Website

2.4. Cafe Amazon website

2.5. PTT Oil and Retail Business
Public Company Limited website

(PTTOR)

2.6. Line PTT Happy Life

2.7. Line PTT Group

2.8. Cafe Amazon TV advertising
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Very Low

(@)

Low

O]

Neutral

(©)

High

(4)

Very High
©)

2.9. In-store flyers

2.10. General billboards

2.11. Cafe Amazon Radio

Disclaimer: How much / how much are you open to the media of Cafe Amazon for

Chance

Part 3: Consumers' Attitudes towards Cafe Amazon for Chance

Disclaimer: What do you think about the social enterprise Café Amazon for chance?
Note: Social business It has the main objective of solving social and environmental

problems by using good management. Combined with knowledge and social

innovation and the profits are re-invested in order to expand the social impact that

occurs.

3.1. Do you know that Cafe Amazon for Chance is a social enterprise business?

[0 Know [J Don't know

These various factors affect Strongly Disagree Neutral Agree Strongly
customers’ attitude. disagree agree
@ () @) (4) (©)

3.2. You support / buy products
and services of social business.

3.3 You feel involved in helping
society when you buy products
and services of Café Amazon for
Chance.

3. Social enterprise business
motivates you want to buy more
products and services

4. Cafe Amazon for Chance buy
bakery from Foundation for the
Disabled
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These various factors affect Strongly Disagree Neutral Agree Strongly
customers’ attitude. disagree agree
Q) ) (©) (4) ®)

3.6 You want to buy more, when
knowing that the store staff is
socially disadvantaged

3.7. Cafe Amazon for

Chance take part of the profits to
help the Sea Turtle Conservation
Center in Sattahip District

7. Cafe Amazon for Chance

uses recycled materials from PTT
Global Chemical Public
Company Limited (PTTGC) in
the shop.

3.9. . The underprivileged can
work efficiently, equivalent to
normal people

Part 4: Consumers' Purchasing Behaviors for Café Amazon for Chance

Which branch have you purchased products and services from any from Café Amazon
for chance? (You can answer more than one question)?

[1 Office of President, Mahidol University.

(1 Faculty of Environment and Resource Studies, Mahidol University.
1 Arts Gallery at Ban Chao Phraya.

1 Happy and Healthy Bike Lane, Suvarnabhumi.

1 Laemchabang Hospital, Chonburi.

(1 PTT Public Company Limited (Headquarter).

1 Ministry of Social Development and Human Security.

(1 Thailand Military Base, Sattahip.

(1 Securities and Exchange Commission

4.2. How The branch where you purchase products and services helped the
disadvantaged and the society (You can answer more than 1 question)

[J Hearing impaired

1 The elderly

[J Veteran

1 Help hospital

) Buy bakery from Foundation for the Disabled
[1 Help the Sea Turtle Conservation Center
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4.3. Frequency of purchasing products and services from Café Amazon for Chance?

[J 1-2 times a week
[J 3-4 times a week
[J 5-6 times a week
] 7-8 times a week
[J More than 8 times a week

4.4. How important do you think the following factors are in your shopping choices?

Y A v =
Hagngn Hod thunas ann nnnga

(1) ) ©) (4) ®)

4.5.From your own experience,
make you want to come back for
more

4.6. Family members, relatives,
friends and lovers recommend

4.7. You want to support the
disadvantaged

4.8. You are satisfied with the
facilities in the store.

4.9 The quality of products such as
beverages and food is up to
standard.

4.10. Quality service of employee

4.11. The price of products and
services is acceptable.

4.12. Popular brands

4.13. Promotions and discounts
make you want to buy.




Part 5 Demographic data of respondents
5.1 Gender

[1Male (female
5.2 age

[118-25 years
(] 26-35 years
] 36-45 years
(1 46-55 years
[1 55 years and over

5.3 Education level

1 Below a bachelor's degree
(1 Bachelor's degree

(1 Postgraduate

5.4 Occupation

(1 Student

[ Private business

(1 Civil servants / state enterprise employees
(1 Private company employee

(1 General contractor

1 Not working / retired

[1 Other (please specify)

5.5 income per month

[J Not more than 10,000 baht
(] 10,001-20,000 baht

] 20,001-30,000 baht

] 30,001-40,000 baht

[J More than 40,000 baht

73
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Appendix B: Questionnaire Thai Version
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NAME

VITA

Sirapassorn Cheepborisut

DATE OF BIRTH 24 August 1996
PLACE OF BIRTH Bangkok

INSTITUTIONS
ATTENDED

Sirapassorn Cheepborisut is a passionate
dreamer, who was born in Bangkok during
the 1990s. Sirapassorn has been eagerly
enthusiastic about the arts and sports since
the very young age. During high school, she
started to golf. She received her high school
diploma from Samsenwittayalai School in
English-language programs. Until she had
an opportunity to be in women’s golf team
at Northern Kentucky University, with full-
ride scholarship. As an athlete, she had to
study harder than normal student.
According to the absents for tournaments
and practices. In four years, she pursued a
degree in Studio Arts and minoring in
Theatre at Northern Kentucky University.
She graduated from the Faculty of Arts in
2018. Upon graduation, Sirapassorn’s sole
goal is to put her talents in languages to
great use and not afraid to learn new things.
That was why she applied an internship at
PTT Public Company Limited. After that,
she applied for an intern at T&B Media
Global during her master’s degree. For over
a year, she has been working rigorously and
relentlessly balancing between work and
studies. Despite the busy schedule and the
sleepless nights, Sirapassorn managed to
excel in her career and studies at the same
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time. She has hoped that her unyielding
willpower, coupled with her skills and
talents could someday inspire and transform
lives of the others. Now that she’s about to
complete her master’s, Sirapassorn is set to
make that dream of hers become true as she
takes the next step on a journey, she calls
life.
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