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ABSTRACT

The objective of this independent study is to explore the factors that influence the
decision of shops selling fresh coffee to use biodegradable packaging in the Mueang district of
Chiang Mai. Questionnaires to collect data were distributed to 150 shops selling fresh coffee. The
Questionnaires were directed to personals who are in the position to directly make or influence
the decision regarding the use of bio-degradable packaging. These shops are located in the
Meaung district of Chiang Mai and were selected by quota sampling. There are different types of
businesses for the shops selling fresh coffee and the number of questionnaires that were
distributed to each business type is in proportion to total number in existence in Mueang district
of Chiang Mai. The data were analyzed using descriptive statistics such as frequency, percentage
and mean.

The study revealed the following threads: Most of the respondents were male, holding
a bachelor degree, with age not over 30 years old. Most of them have less than 5 years of working
experience and earned between 10,001-20,000 baht/month. Their businesses have been in
operation for 5-10 years. Most of the Businesses were owned by sole proprietors. Most of the
shops have less than 1 million baht of registered capital and employ not over 10 staff. Their
monthly businesses incomes were between 30,001-60,000 baht.

The study revealed the following buying behaviors: Most of the respondents would

purchase less than 50,000 baht/month of stock and they would make their purchase 1-3 times a



year from 2-3 sources. They would keep safety stock when stocks are depleting. The respondents
were mostly introduced to the sellers through other acquaintances. The authorized decision maker
is the owner and price is an important consideration in the marketing mix factors.

For the organization buying behavior factors and marketing mix factors, it was found
that the various factors affect the respondents at a moderate level. The sub-factors with the
highest mean score are as follows:

Environmental factor - This deals with environmental concerns that the operators of
the shops may have. The effect on the decision to use biodegradable packaging is found to be in
proportion to the population that is interested in environment and global warming issues.

Organizational factor - This deals with the effects on the profits of the business due
to the cost of the packaging.

Interpersonal factor - Good continual relationships between the biodegradable
packaging agency and the shops selling fresh coffee would affect the decision.

Product factor - This deals with the cleanliness and safety for usage of the
biodegradable packaging.

Price factor - This deals with the prior knowledge that the prices are stable and will
not change frequently.

Place factor - This deals with the ability to place orders for biodegradable packaging
at a daily basis.

Promotion factor - This is the ability to obtain a refund for defective goods caused by

the manufacturer.



