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This independent study has an objective of investigating the attitude of customers
towards purchasing of Doi Tung coffee products in Chiang Rai province. The questionnaires were
used as data collecting tools. The specific random sampling was carried out from the customers
who used the services from Doi Tung coffee products shops within Royal Doi Tung Development
Project area, Chiang Rai provinces. The number of respondents was 397. Data analysis was done
using descriptive statistics which included frequency, percentage and mean.

The resuits indicated that the majority of consumers were female whose age ranges
were between 21-30 years old with bachelor degree education. The main occupation was office
workers in private companies with average incomes ranged between 25,001 - 30,000 baht per
month who traveled from other provinces as tourists in Chiang Rai province. The type of products
that the majority of consumers had chosen included fresh coffee (fresh roast in glass). The fourists
who visited Doi Tung development project generally utilized the services of Doi Tung coffee
shops. The satisfaction level of the customers towards the products was at high level. The average
expenses in purchasing coffee products were not higher than 100 baht per person per time. The
consumers selected Doi Tung coffee products for their own consumptions.

In term of knowledge and understanding of coffee products from Doi Tung coffee
shops, the consumers acknowledged the renowned reputation of the products. On the affection
aspect, the consumers preferred the aspects of products, price, market promotion, distribution,

personal, physical evidence, and process at high level.
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In term of customers behavior tendency towards Doi Tung coffee products, the
respondents ranked the importance of factors as following; (1) product, (2) pricing, and (3)
creation and presentation of physical characteristics. The majority of the consumers also indicated
that they preferred to purchase Doi Tung coffee products (fresh roast in glass) again if had a
chance. There was a minority (1.51%) of consumers who used to purchase Doi Tung products
without the desire to purchase Doi Tung products again due to the relatively high price.

The recommendations towards Doi Tung coffee products could be ranked in five
orders of importance as followed. Firstly, product factors, the variety of the products should be
increased with the adjustment of products style to facilitate the purchasing at the increased level.
Secondly, price factors, the pricings should be adjusted to reasonable levels with the clear display
of pricelists within the area of products distribution shop. Thirdly, distribution venue factors, the
distribution channels should be enhanced by increasing the number of shops or branches.
Fourthly, market promotion factors, the advertisements relating to coffee products should be
hincreased with additional information regarding to a variety of coffee products to provide data for
new customers such that the appropriate decision could be made. Lastly, physical characteristic
factors, the accommodating facilities should be increased such as arms chair, internet system, and

in-house music.





