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ABSTRACT :
200847

The main objective of this study was to study consumption of coffee behavior and factors
affecting consumption of coffee among consumers in Mueang District of Chiang Mai Province.
Primary data were used and were obtained from interviewing a sample of 400 consumers in
Mueang District of Chiang Mai Province. Descriptive statistics and Logit Model were used to
analyze the data.

The results of the study showed that 278 out of 400 consumers interviewed were regular
coffee drinkers. The majority of them were females, less than 25 years of age, single, with
bachelor’s degree and with average monthly income in the range 5,001-10,000 Baht. On
consumption behavior, for the group who drank coffee at home/place of work, they drank one cup
of c;)ffee every day and Nescafe was the most preferred brand. For the group who drank coffee at
cafés or coffee counters in shopping centers, they drank coffee more than 10 times per month,
Wawee Coffee Shop was the most popular place of visits among this group, average spending
was 51-100 Baht/visit, the most popular types of coffee were espresso and cappuccino, cold

served. Taste was found to be the most important factor in their choice of coffee for both groups.

On the analysis of data using Logit Model, the results of the study showed that for the
group of consumers who drank coffee at home/place of work, factors which were found to be
statistically signiﬁcant in influencing their consumption of coffee at confidence level of 99 % was
taste. Sex, sales promotions and advertisement were found to be statistically significant at 95 %
fevel of confidence. For the group of consumers who drank at cafes or coffee counters , factors
which were found to be statistically significant in influencing their coffee consumption at 99%
level of significance were taste, the availability of wide range as well as novel types of coffee
and services of sale persons. Location of café/coffee counter with ample car park was found to be

statistically significant at 95% level of confidence.





