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ABSTRACT

The objective of this independent study was to study buying behavior of coffee shop
entrepreneurs in buying roasted coffee beans in Mueang District Chiang Mai Province. The data
was collected from questionnaire distributed to 100 non-franchise coffee shop entrepreneurs in
Chiang Maj. The data was then statistically analyzed using frequency, percentage and mean.

It was found from this study that most questionnaire respondents were female, 25 - 34
years old, with undergraduate education or equivaleni._They had 1-3 staff members in their shop.
Most shops offered seats for c;aqlstomers. Most shops offered 6-10 coffee items in their menu, with
other types of beverages such as milk, cocoa, etc. Other items in the menu were bakery products.
The layout of most shops was coffee corners.

The study of their buying behavior sh_owed that the reason for buying roasted coffee
beans was to serve the coffee to their customers, They tried the coffee themselves before making
}‘auying decision and most made their own decision when buying. They bought roasted coffee
t-yeans from coffee companies or factories the most because of the quality. They bought 1 - 2
kilograms per purchase, 1 - 2 times per month, with cash. The coffee beans preferred the most

were imported Arabica coffee. Other products they bought were various flavors of syrup.



For marketing mix factor that influenced their buying decision, most respondents ranked
product at the highest .level. For each factor, the high-ranking factors were as follows. For
product, they ranked taste at the high level. For price they ranked suitable price for bean quality
at the high level. For place, they ranked availability of delivery service at the high level. For
marketing promotion, they ranked special services such as staff training, and repair for coffee

machine at the high level. Most respondents did not have problem in buying roasted coffee beans,



