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ABSTRACT

The objective of this independent study was to determine marketing communication
which influenced the consumer’s selection of roasted and ground coffee shops in Amphoe
Mueang, Changwat Chiang Mai.

The data was collected from. questionnaires disiributed randomly to 200 consumers of
roasted and ground coffee shops. They Weré fifteen years old and over. The data was collected
equally from different age. groups and was then analyzed using descriptive statistics, frequency,
percentage, and means.

The results of the study indicated that most respondents were single males with
Bachelor’s degree. They were employees of private companies with average income of 5,000 —
10,000 baht per month. Their purpose of coming to the shops was to drink coffee.
The respondents went to use the service at the coffee shops less than once a week, with spending
of 51 ~ 100 baht per trip. The most important reason for using the service at the roasted and
ground coffee shops was the flavor of the coffee. The most preferable roasted and ground coffee
shops in Amphoe Mueang, Changwat Chiang Mai are Black Canyon, Wawee Coffee and

Starbucks Coffee, respectively.
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Most respondents received almost all activities of marketing communication from less
than once a week to never. Except for advertisement billboard and advertisement at sale point,
they received information 1 —2 times; a week.

It was found from the study that the marketing communication which influenced the
consumer’s selection at the medium level were in the following order.

Other marketing communication included recommendation from friends or acquaintances
influenced the consumer’s selection at the medium level.

For point of purchase communication, the activities that influenced the consumer’s
selection at the medium level are in the following order, sign in front of the shop, sign inside the
shop, packaging, pamphlet, brochure and coaster.

For sale by sale staff, the activities that influenced the consumer’s selection at the
medium level are in the following order, information distribution and staff’s apparel.

For sale promotion, the activities that influenced the consumer’s selection at the medium
level are in the following order, member card, discount coupons, gifts, and reward points for
premium gifts.

For marketing events, the activities that influenced the consumer’s selection at the
medium level are in the following order, road show at trade fair, and special activities for certain
events.

For advertisement, the activities that influenced the consumer’s selection at the medium
level are in the following order, advertisement billboard, and advertisement in magazines and
printed matters.

For sponsorship marketing, which included supporting student’s activities, sponsorship
for notebook printing, influenced the consumer’s selection at the medium level.

The marketing communication which influenced the consumer’s selection at the low
level were public relations and direct marketing. Hlowever, some of the public relations activities
such as articles in newspapers and magazines, and social activities influenced the consumer’s
selection at the medium level.

Most respondents wanted information about roasted and ground coffee shops.
Their average need of information was specified at the medium level. Except the following needs

of information were specified at high level. They were information needed to decide which
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services to use, to acquire specific information, and to relax. Those who did not want information

did not do s0 because of lack of interest.





