) Py o a a A - ° -
ﬂbﬁﬁﬂﬂ"‘lﬁuﬁ'g’“ﬂ]'ﬂﬂﬂ‘lz 'ﬂqaﬂifﬂﬂ‘ls‘ﬂﬂﬁﬂmﬂQﬂ%’ﬂﬂﬁﬂﬂﬂﬂéﬂ'J'Iﬂﬂlua'llﬂﬂulﬂ\?

- o =i L]
faiagualmi
3 &t <
A WHANONY  BUTATS
Wigan UImsgsisuviadia (MIIAMIQRTHUAITTUNYAST)

aaassunsmiIinnmsfuauuveass

Feaueneam19158 AT RTTIIIN . RWITIN sgmunssums

p115deA 1Ryde ATIUAS

unfiage

.& = g = 4. = o ) a o
msfn Gowmganssumsterudeandovdnveduilng luduneiios dmia
F) T A s A < d{ ) A ¥ e ] )
Foalny Fagilszmd iefinymganssunmisdeniivmienauveduilan luduneio
@  w 1 " e 1 3 - & ) %l & o - r:| 1
§mdadnini  nquitndnldudlsznruiinedenidivmiondn  ludunedisudolmi
i 200 olasl$iEmsdudeunutiudy hmsiudeyalastfuuuaeuniy deye
#l&hanimed Taoldad@iFawssann MEud aud fesas uazrdunde
wamsAnmuh faeununaeuawdnIngifhummid oweglusse 21-30Y
fimsAnnluszsulSoanes fodwihninGouninfnu naziiselindelidu 5,000 vm
Tudnmgianssunisudlnani@omuh  fuSTandnluginmndsamioudy

dvouiiW uosu3lanosiiqa sesnun1iun e 1083 Taoussyfasinduilantivuun

[}
I -3

fign Ao waanmadn tumsidentieiay laimivewmelll sam@nindenferiiivasa
n’; = L] -4’ =1 ot o 0’: u’f [ o x ] ] u’: ot 1A
Fudan dwlvgide mdAndlaniaz 2 adeadiay 1 mize limldoudenislanndvegh
A ' T a oA = dd v &y -
16-50 v Juduazainde wu mdu Siavkdu Imsnsureniddethuiiuuaie oy
Audhibsztilugenimnniige  uasduiTnadnngiinndimdendumadude

Tnssimimnadiqa



Tuduithivdulszauneainileioluamsy wun Jedvdamiioninade
madadulsdouniiga sesaun1dun dngeemedaimin fundaiual uasnsduniy
aseana diofistsanluswezBen wuh Jedudeifianud dyssdumnuesdindadas
#o Tinfommuwiusesanw uaziisanagnihn Susmiledvdesiifinnudasefumn
fio MIAWMIzAUAURMMALEETIANINsTUAUT N Susesnnmstas ey
Hrigszamnnilo Srmazainlumsdondeuazaaveinvesaauiieas e
duasumsamailisesefifszfunimdwyegluszdinhunanfe Hodordafast ms
Tanen Uazs M s TuuIf 'at'm'lsﬁmuﬂrgmﬁﬂzjnﬁaathawmmmiLﬁaﬂgaanﬁmw%’an

A 5 Ao 1
ALAD ﬂmﬂqﬂ"ui]ﬂ'l“U\aﬂﬂ'QQﬂg -




Independent Study Title Purchasing Behavior Towards Ready to Drink Green Tea

of Consumers in Mueang District, Chiang Mai Province,

Author Mr. Supaleark  Tanasan

Degree Master of Business Administration

{Agro-Industry Management)

Independent Study Advisory Committee

Assist.Prof. Dr. Chirawan Chaisuwan Chairperson
Lecturer Ek Bunchua Member
ABSTRACT

The objective of the study was to study the purchasing behavior towards ready to drink
green tea of consumers in Mueang District, Chiang Mai Province. The sample consisted of 200
people who bought ready to drink green tea in Mueang District, Chiang Mai province. The
sample was selected by accidental sampling. The data were collected through the questionnaire
and then analyzed using descriptive statistics, including frequency, percentage and mean.

It was found from the study that most of respondents were female of 21-30 years old,
with a bachelor’s degree. Most were high school and college students with an average income of
5.000 Baht or less.

In terms of consumer behavior, it was found that the most well known brand was Unif
Green Tea which ranked the highest in being purchased. The second one was Oishi. The purchase
selection was random. The most popular package for green tea bought by the respondents were
plastic bottles. The selected flavor was original flavor. Most bought green tea 2 times a week at
one unit per purchase, costing between 16-50 Baht. It was purchase mostly from convenience
stores such as 7-Eleven. They liked to drink green tea during their break time. Most consumers

knew about green tea from advertising on television.



As for the overall marketing mixed factors, it was found that the price factor had the
most influence in the purchase. Place, product and promotion were also an influence,
respectively. When considered in more detail, it was found that the product sub-factors which
were rated at a high level of average score were quality assurance mark and the taste of the fiavor.
The price sub-factor which were rated at a high level of average score were the price matching the
quality. The place sub-factors which were rated at a high level of average score were the
convenience and the store cleanliness. The promotion sub-factors which were rated at a moderate
level of average score were brand label, advertising and premium campaign. However, the

problem found by the customers was that the price of green tea was still too high. -




