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ABSTRACT

This independent study on Product Testing of Consumers Towards Longan Tea Product
in Mueang District, Chiang Mai Province, aimed to study provincial consumer’s preferences and
attitudes in regards to the Longan Tea product of Raming Tea Co., Ltd.

The study found that most respondents were: female, 25-35 years old, holding bachelor
degrees, private enterprise employees, and earned monthly incomes not over 10,000 Baht.

In regards to longan tea product testing, the study found that most respondents liked the
appearance of the packaging, and stated that the major reason was their appreciation of beautiful
colors and pictures on the packaging.They thought the packaging design was appropriate, and
stated that the major reason was the convenience for consuming the longan tea. In sensory tests
of the product, the study revealed that respondents reported their overall liking for the longan tea
product were at a slight liking level. They ranked their likings on the color of the tea, the tea
flavor, and longan flavor, respectively. Most respondents commented that the intensity of the tea
color and the tea flavor were at a moderate level, while the intensity of longan flavor was too
much weak. Most respondents reported that the strengths of the longan tea were due to it being
new and different from other tea products, while the weakness of the product was the inadequate

longan flavor. Besides, in the relationship between sensory tests and personal factors, the study



found that respondents’s preferences for the appearance of packaging and longan flavor related to
their occupations; the intensity of the longan tea’s color related to respondents’s education
levels; and the intensity of tea flavor and longan flavor related to monthly incomes.

In regards to buying intention, the study showed that most respondents were intent to
buy the longan tea at the suitable price for these major reasons: product innovation, and for a
consumption trial. Besides, it also found that purchase decisions were related to overall liking for
the longan tea, liking towards the tea flavor in particular, and suitable price point. Most
consumers commented that the price of 40 Baht for an 80-gram bag of longan tea was
appropriate.

In regards to buying behavior for hot tea beverages, the study revealed that most
consumers drank 1 to 2 cups of hot tea beverages per week and bought products from
convenience stores. In factors influencing hot tea beverage purchase decisions, respondents rated
the importance of product, place, price, and promotion, respectively. In product, respondents
considered taste as being the most important, while in promotion, respondents rated trial

consumption of the product as most important.





