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ABSTRACT

The objective of _this independent study was to find out the Consumer’s Purchasing
Behavior Towards Doi Kham éoffee Product in Mﬁeang District, Chiang Mai Province by
analyzing Consumer behavior and Marketing mix. Data were collected from 140 customers of
Doi Kham shops who bought Doi Kham coffee product, and analyzed by using frequency,
percentage and mean values.

The study showed that most of the respondents were male, government official, 31-40
years of age with bachelor’s degree education. Their monthly incomes were THB10,001- 15,000.

The major reason for buying was the product was 100% Arabica coffee. The consumers
often bought 200 grams of the medium roasted coffee at Suthep Doi Kham shop branch by one
pack per month: Most of them always decided to buy the product by themselves, and had known
information about the Doi Kham coffee product from acquaintances. The interesting sales
promotion was price discount and the interesting premium was coffee cup.

Most of the respondents decided to buy the Doi Kham coffee product by considering the

marketing factors at average of high levels for the following factors of product, promotion, price,



and place. For product factor, the respondents gave the first significance on the freshness. For
promotion factor, the respondents gave the first significance on the good service-mind. For price
factor, the respondents gave the first significance on the price per packing of the roasted and
gfound coffee. For place factor, the respondents gave the first significance on the convenience of
buying.

Most of the respondents found that the product pfoblem had average of the lowest level,
while the promotion, price and place problems had average of low level, respectively, For
product problem, the respondents found the first problem about the small-scale of packing. For
promotion problem, the respondents found the first problem about the lack of sales promotion.
For price problem, the respondents found the first problem about the high price of roasted coffee.

For place problem, the respondents found the first problem about the lack of place.



