4 4 A . 1 g 4
fodeamstuntunudar:  wednssumsdenerduiginieunuussyniziiesves

fuilanlusunedine SendaFuali

A wa o =
Fofituu WAL NsE NN
TR LR LR LT MM INVINISFIND

ABEATSUNITEDUNTIANAT LU Y

fravmnaannabainiad  ygwdn dssmunssums

mmsﬁﬁuwm AU NITUNTI
' o
fvenanaasde 5o udlersdl  NIINAIG
L7 |
UNANHD

4 o { d 4 a
msdnudesmginssumsdenuduiginieuduvisynizilesvesfuilan
] & w [ =Y @ o qy
Tusunsiies TendaBu v Diaglseasdaell
4 o 4 q 4 =
1. iefmndmadnssumsdemunduiagindeudnussynssdasvesduilan
Tusunaies Taniagoalmil
4 o o ' i g 4
2. sdnuilleififuademstenussuioginiouduussynizilesvesd
v3Tanlusunoios Tanda@ualn
A Y d 4 =
3. Wednudgmlumsdenuvstuiogindonduyssgnseilosvesduilanly
) ) LY @ A 1
dunating JandiaBuslny
= oA ]
Tumsinuniglfuvasremmusndeyanngud Inafidenunduivginien
& ) a < ! & ow '
Auussynszdles Tudheasmdud alalefindifia uazduamndenald Tavlnquitets
uvieaz 50 310 19 150 116 nud deeuunvasundiuivgjdumendgs Sorysznde 229

~315 sefunisfnmdniSyane? 5108 5,001 -10,000 vm uaellendn fud



o Y o 4 a 1
TudungAnssunisdemurdud ginfenanvssynszilosvesfuiTandau
' v Ay A4 w { - - 4
Tngwudiodeiaumnluilegiufe wanud sesannfio wesd uasdoinisy sfiamuwd
- 1 ] = 1 Dy E -~ 1) :’ 1
Fuilanaulngveuminfie muwlddmalauy sesmande mud ladenalduuwin 1 uay
o o o Ei 3 ¥ “’ o t:r'
audeudRy  gouideminde  Huaveindedall  sesmsude  Suvsvesdiall
1 uy L% d . ) o a ‘!. A ! q’:
flaniuin uazgnlefindmalusasswdudameidy anudlumsduuuuiy 4 ads
4 ¥ 4
oy ol L c{ o
Usinalumsdenfaay 1 nselles  fidhusemsdouuunizrsmnite uasiliogiszaadly
y u’/‘ Y ) H o4 - 1 ]
msveliadues uavyanadu mewalumsdeldun Sesnnuasainlumwilon dwdens
Ho GIUNENATININAINABINTS ETINTeNAW 1Ad10 uazseusadnIuER
v o ) Yy 4 of ' | )
Sutleduiiinadonisde TFmuda  detvdmsiudszasmsnainhiinade
J o o 9 o d?.d -oa L4 . 1 1 =,
msdeeudwunnun imdeslddeiife nindad s aeuitimiie wazmIRaEIuMS
ane MNEAL

o<l

Y = 1 ei' dd! t:l o 2 1 ¥
s iunandaunninadenisdeflinmasluszaunnfie  jUiednyaiz e
-y ] Q' A!. AB} :{51
MTUEUIIY SR dauken  ndu guawvesnmudniziles yeilfvivemsiovie Udeves
o & 9 a s A e o o &
Futr asiuhlugnde msvssyfivve deyanvadvdiuuay teyadunuaery uaznies
a o = Y : ) i A + dy o ¥
wnusutlsyiuguawdud Jededusnnmudt sefinasemsde luszduunn dedvdumnm
ey ] 4 w - r 'i‘.' )
Aftinamenstelussduiin Ae anwasaanlunisieasa  ssdasnfe mallumanhu ua
o & 3 s 1 d L] 3 ar
nathuewady  dmfviledumssuaiumeawiiivademsteluszduam Ao M3
Tawan matssndudug wazmsduasumavisaudey
9 ¥
uilymlumsdevesfuilonnud  dymdudinszaumsaninlunisde
o A 14 o o
nududrguniouduusagnasilemnyminvsndnunolussdvios snduilymdunda

W o

] ] A a
Aot Ao sar lugniln Saundulussavilyrann



Independent Study Title Consumer’s Purchasing Behavior for Canned-coffee in Amphoe
Muang, Changwat Chiang Mai

Author Miss Arpon Warit

M.B.A. Business Administration

Examing Commiittee Assisstant Prof, Dararatana Boonchaliew  Chairman
Lecturer Nantana Kumnuan Mernber
Lechwer Qrachon Maneesong Member

Abstract

The Objectives of the study of Consumer’s Purchasing Behavior for Canned-cotfee
in Amphoe Muang, Changwat Chiang Mai were as follows:

1. To study of consumer’s purchasing behavior for canned-coffee in Amphoe
Muang, Changwat Chiang Mai.

2. To study of effective factors to the consurner’s purchasing behavior for canned-
coffee in Amphoe Muang, Changwat Chiang Mai.

3. To study of problems to the consumer’s purchasing behavior for canned- coffee
in Amphoe Muang, Changwat Chiang Mai.

The data collected from the sample group of consumers who purchased canned-
coffee by using questionnaire, 50 persons from the department store, 50 from super market and 50
from convenient store, total of sample were 150 persons. Most of the respondents were female, the
age were 22-31 years, education level in bachelor degree and earning level were Baht 5,001 - 10,000,
occupation were employee.

The result from the study found that the behavior of the consumers who purchased
canned-coffee were as the following conditions: - the most popular brands were: - Nescafe, Birdy,
Singh Fresh brands respectively. Most of the consumer liked canned-coffee that mixed with sugar

and milk, coffee with sugar and more milk and black coffee respectively. Most of the consurers



used to purchased canned-coffee from the convenient store, grocery, gas station, supermarket and
department store, respectively. The frequency of drinking coffee were seldom, and purchased 1 can
per time. Most of the consumers purchased canned-coffee by choosing the specific brand name, they
usually purchased for themselves and for others. The reasons in purchasing canned-coffee were:,-
convenient in consumption, easy to purchase, ingredient met there requirement, ¢asy to carry and like
the taste of coffee respectively. ‘

The factors that cause them to purchase were marketing mixed factors which were
rank as following : - product, place, price and promotion :-

The product factors that effected their behavior in high average level were the feature
of can, taste, ingredient, quality of canned-coffes, well-known of trademark, brand name, confident in
producer, packaging, information of ingredient, date of expire and quality guarantee of product. The
price was effected their purchasing behavior in high av.erage level, and the place factors that cause
their purchasing behavior in high average level were convenient in parking, the place was the on the
way and nearby. The promotion factor that cause the consumer purchasing behavior with high
average level were advertisement, public relation and sales promotion.

The average of problems in purchasing canned-coffee were in lower average level
except the problem of product that had high average level which was the taste of canned-coffee. That

effected their prelacy behavior.



