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ABSTRACT

The purpose of this independent study was to investigate purchasing behaviors of
consumers towards instant coffee products in Mueang Chiang Mai district. The convenience
sampling technical was used for 400 instant coffee respondents to answer the questionnaires.
Collected data were descriptive statistics analyzed, including frequencies, percentages and means.
The study was based on customer behavior theory. It was found that most of the respondents
were female, less than 30 years old, Bachelor’s education, private company officers and less than
10,000 baht monthly allowance. When purchasing behaviors were studied, it was found that most
of respondents bought the regular level instant coffee which had medium to low level quality and
price. Most of them liked to buy Nescafe Red Cup brand. They preferred packaged instant coffee
of more 100-200 grams bags. They bought 1 pack per purchase. When purchasing reasons were
studied, the test and brand name of coffee was a main reason for their buying. Most of them
bought themselves. The frequency in buying instant coffee was uncertain. In order to private

consumption and specified their own selected brands. When purchasing places were studied,



most of them bought these products from hypermarkets. When purchasing steps were studied,
television media had the most effective information media for these products. If their selected
brands were sold out, they substituted them with three in one products and each time of
purchasing the product, they spent around 100-200 baht.

When four marketing mix and other related factors which effected to instant coffee
purchasing decision were study. In terms of product, the respondents rated for its overall
importance at high level in average and the highest important sub-factor was taste and aroma. In
terms of price, the respondents rated for its overall importance at high level in average and the
highest important sub-factor was reasonable price for the quantity. In terms of place, the
respondents rated for its overall importance at medium level in average and the highest important
sub-factor was convenience buying. In terms of promotion, the respondents rated for its overall
importance at high level in average and the highest important sub-factor was discounting. In
addition, in terms of other stimuli, the respondents rated for its overall importance at medium

level in average and the highest important sub-factor was the coffee drank refreshment believing.



