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The objectives of the study were as follows: 1) To study the consumption behavior
of Chiang Mai University’ students who drink fresh-roasted coffee; 2) To study the factors
affecting the consumption behavior of Chiang Mai University> students drinking fresh-roasted
coffee. Chiang Mai University’ students were randomly asked to fill in 378 questionnaires about
the consumption behavior on fresh roasted coffee. Then, the data were processed by descriptive
statistical analyzes for frequency, percentage, and mean by Chi-Square Test using SPSS 11.0 for
"~ Windows.

Most of the respondents were 20-21 years old female who are studying in’ﬁrst and
second year of social science field. They were staying in rented apartment and earning less than
5,000 baht for salary.

The result from the study revealed that the most samples preferred to drink fresh-
roasted coffee and capucino in variety of coffee shop. One third of sample drank coffee every
day and in the afternoon. The respondents went to favourite coffee shop by take away to drink in
the university with intimate friend. The major reasons to come to coffee shop were drinking
coffee with snack, relaxation and social attendance. They always come to favorite coffee shop
because of the flavor of coffee, atmosphere and the decoration of coffee shop. Most of the
respondents received advertisement information from neighbouring person and signboard. The
factors that affected the consumption behavior on fresh-roasted coffee were product quality,
price, place and promotion.

From the data analysis, it were found that there were no statistical relation between

sex, age, branch of knowledge, degree, eaming and the consumption behavior on fresh-roasted

coffee of Chiang Mai University’ students. The analysis of the consumption behavior on fresh
roasted coffee of Chiang Mai University’ students and personal factors revealed that the
important factors that affected the consumption behavior of Chiang Mai University students
drinking fresh-roasted coffee was not different in sex, age, degree and eaming, but was different

in branch of knowledge.





