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ABSTRACT

247584

This study was conducted to investigate: 1) decision-making to purchase coffee
of consumers in Sansai district, Chiang Mai province and 2) factors effecting the decision-making
to purchase coffee. Informants in this study consisted of 400 coffee consumers living in 5 sub-
districts of Sansai district: Sansai Luang, Sansai Noi, Pa Phai, Nong Jom, and Nong Harn.
Obtained data were analyzed by using the Statistical Package for the Social Science Program.

Chi-square, percentage, frequency, and mean were used for the statistical treatment.

Results of the study revealed that most the informants were female, 20-24 years
old, and bachelor’s degree graduates. They had an average monthly income for 11,445 baht. It
was found that market mix (product, price, place, market promotion, personnel, physical
presentation, and process) had a high level of an effect of the decision-making to purchase coffee.
Most of the informants preferred to purchase cold coffee (Capuchino) at convenience stores in
the morning. They preferred to purchase a glass of coffee (medium size). There was a relationship
between sex and the decision-making to purchase coffee in terms of type, and place. Personnel
factors had a relationship with the decision-making to purchase coffee in terms of flavor, place,
time interval, and size. There was a relationship between educational attainment and the decision-
making to purchase coffee in terms of flavor, place, time interval, and size. Occupation had a
relationship with the decision-making to purchase coffee in terms of type, flavor, place, time
interval, and size. An average monthly income had a relationship with place, time interval, and
size. Also, there was a relationship between market mix and the decision-making to purchase

coffee in terms of type, flavor, and place. Other factors were found not to have a relationship
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