221448

- o ﬂt - = ol = = A

Tafind 3g@mius 2552: waAnssuAud Tansmieuduluvangamwuniung
iy dnnmansurnniadia (A5¥§MansinEas) MRS HIMEATINYAS
MATIRTEEMAATIAATIAZNI NN 010159NSnEIneinuindn:

Aemans191sdyda Fandaune, PhD. 118 wil

ﬂ’l d’qu o = d! =1 -~ o )
msAnpnsail IagUszasdveamsinut ihefinuanmmiuasygiwazdenuvesdus inalu
z - " 2 4 A ww e
ANTIMNEMIUAS SR dNRUEs s IangAnssuns@endeymieuduvesdus Inaduilede

" o o v e T =] & dv ) & =
dwuyana nazdnnzdiliiohiinademsdaduludenderymionduvoduiing

1 ‘\ A 1 L] = " i
namsanymu JusTaasmdendudi Inailumemde Torglugae 20-29 9 figorunn
Taa iimsanuluszdulTynas uaniuinGou 1da TnAne s19180g1ue9 5,000 - 10,000 1M
TagawIng fazduaiuidmysz Toninaz Tnyvern Taefinzuuun@omiiny 5.71 InAzuusIN 13
- o o o i =y o 'i ‘l/
AZAUY HAMINATRUANNATIUANUT LT YIS Aemadd Inaunld o seAuanuFeliuiosas
1 ol o o é - ar " =
95 nuhorFnianuduiuisusenieasivesdnan seAunsAnynazanIunIWNITUAIIUT
v v do e ¥ A - - & o w o Fi -t
anuFuiusfuanufsmiernieudy ordnuazegiianuduiusivanudlunisde o1g 013w
o 3 ot [ ol o o - v A :l' L) o d’d I LY J
nazseauswla sanuduiusnuriiavesrmieuduiius Ina wamstneiledeninadenisdaduledo
P P 9 e o a - - 1y oA oA e
ymFouavvesdus InnTaslfunuiraeuiad Tudivalain dwasdus Tnneenilu 3 nqu Aengufl 1
- A’I A - 1 : ] d‘ - f_"l 3/ o o =l'=| 1 ey =}
denauymisudusasssund lunauninia nqui 2 iwenansaAuMSURAldRauRIIZIIANIG HiD
2 T e -} A et A ] " =t ]
m3lianumau nquit 3 endusaiiidunaudu q dudiulszney namsAnyimud melinade
1 -~ & o - @ J = I ]
amnizilulumsdonsadumiulufismeasatud e simvsrmievaninadeniuunzduluy
= o & Y o w = = at a9 - oW o= J )
msu3 Taasmdeudusadudrfulufismadersu Jededundadsuaiinadenudrvsduluns
- : o o = "3 1 1] -y A
S Tannndoudusaauiiuluianeasetudi vazinasonnuinaiulumsus Inarmiovdusa
et 1 ' = = ar a  gf [ =y =t 1 ] =
fifidaunaudu q lufiemaderdu Jesedmumsduasumsamaiinadeanuinaiiulumsusnan
o & N aly o oy Y oo w =y = s [ o | A = ]
nwioudnsasssund hinawhea vazsadumivlunanmafoiu TagUsead lunsauiinadon i
T = ) & - v :‘ - eg ) =i o 1 1
vz ulunmsus Inasmieudy sas55u@ Wraniina vty lufinmaudedriu ualinadoniu

1 =) A - o’ =y o
zihulumsus Inasmdonausadudsy lufismansaiudiy

@ A ' =g Y 3 3
mnwam*sﬁﬂm .ﬂ"l‘ﬂ‘.iﬁ‘ﬂiﬁ]'ﬂ‘N’JU\'l'IH‘i"II,ﬂtl’]‘ll?‘Nﬂ’J‘ifl‘l‘lﬂ’J'IllEﬂ’J']iJl.'lI'Ili}(g'luﬁi‘iwﬂﬂum:‘jﬂ}l

-

vosrmndu3 Ina uasdmisudsznoumsdeadonldnagninunsamaliimunzaududus Inaluua

) ar d;:! J 1 =) " ) 1 o
asngi mezilieiinanen '3']11141?35'{]11[% mé'uﬂnﬂimm aengulann NNy



221448

Theerasak Charoenwuttiwanaphan 2009: Consumer Behavior of Tea Beverage in Bangkok
Metropolitan. Master of Science (Agricultural Economics), Major Field: Agriculture Economics,
Department of Agricultural and Resource Economics. Thesis Advisor:

Assistant Professor Boonjit Titapiwatanakun, Ph.D. 118 pages.

The objective of this study was to study socio — economic condition of consumers in Bangkok,
change including to the relation between purchasing decision behavior tea beverage and personal factor and

analyze factor which affected the buying decision of tea beverage of consumer.

The results indicated that most of the consumers are female between 20 — 29 yéar, s.ingle statute and
graduated with bachelor’s degree or still studying. The majority income level is between 5,000 — 10,000 baht.
The knowledge of tea regarding the advantage and disadvantage of tea is at the average and disadvantage of
tea is at the average of 5.71 point out of 13 points scale. The result of the testing hypothesis of variable using
Chi — square test at the 95% level of confident found that occupation affected the name or brand name,
education level and marriage status of consumers affected frequency of purchasing. Age, occupation and
income level are affected the type of tea The relationship of factors affecting decision to buy tea beverage of
consumer using Multinomial logit model. and dividing consumers into 3 groups ﬁamely: (1) Select natural
pure tea or no sugar flavor; (2) select the original flavor or mix only sugar flavor; and (3) select mix another
flavor. The result indicated that sex had negative effect on original flavor. Price of tea beverage had positive
effect on original flavor or mix only sugar flavor. Factor of products affected negatively on original flavor but
had a positive affected effect on mix another flavor. Promotion factor affected positively on natural pure tea
or no sugar flavor and original flavor. The purpose of consuming tea had a positive effect on natural pure tea

or no sugar flavor but had a negative effect on original flavor or mix only sugar flavor.

The result of the study recommended that public sector and tea maker should promote better
comprehension about of advantage and disadvantage of drinking tea to consumer. Furthermore entrepreneur

should adopt suitable marketing strategy different groups of consumers.





