X 3 dydw 4 ¥ = a a
M3enieiiliinguszasdiofinm (1) wganssuvesdus Inanuaa (2) flade

1 @ a a @ w d 3 @ 1 @
namsamasemsaadulivesdusInanuian 3) anuduiusszninilivdiuyaaady
NYANTTUNMIVT Inan s (4) ANBUANAIIENINNGANITUMTUS Inaduiladenianis

Ane

¥
s o

s 3 aw a o Y [~ A A 1w 1
333U IWeFad1399 laslduuuaeuarmthuniolo nqualona

° @ 1 = Y a - ' - aady ¥ )
31191 400 Fvena 1WHLST InanunaaluwangamnumuaIioys gy 15-70 Y adan 1%

= L4 o ' a A '
Tumsainsrzvdeya ldun adesas Aunde Audsauunasgiu msnadeusuon uagns
a J ot s o a 4
Inzdanualsdsumadios Tasldllsunsudiuigineuiunes SPss

aw ' [ 1 o = 1§ =1 3
NONITIVY WU ﬂflllm3@UWQ!ﬂulWﬁﬂiyﬂlﬂﬂﬂT\L'Wﬁ"]f']ﬂlﬁﬂﬂl@ﬂ ﬁmqizﬁmﬂ 31-

~

40 Yunnfiga InmsAnuiszdulTygeiniaisumnniiga uazliodwisnsaisminau

o a a ~ ' 1 ~ - <3
fPimmfunnige uazliselduinnidt 30,001 umasdoumniigqa Jaawauiulae

dy 9y 3 1 o = = QS‘I Y a Y A
pr AU ludungAnssunisus Inadu JusTnatisuan

Y

a 4 a
YA HANTIAATIZHYOYANIT I

v [ ¥ 1
nursIudniiga dauaumghauiumsizvoulusamAvesnuiaauiniiga dousa

=

Wuduvnudu Taemwzdus Inandududs dudresziousavuannni iapoudlogh

Y

30-39 um Qu3 Ianldanuddgdudiudssaunimsama luszauuiniiqa Aeiladoa

a Y

aszuumsiuSas TeammwizluSes anuwmiveunsiivessamnd fus Tanldnnuddgy

Y

¥

Tuszavun 1dun Tedudmwinaudlduinms  Jededmanimadonlumsiduiog

ar t ' @ o 1 a @ a w d ! a
.'ﬂ%ﬂﬂﬁﬁu‘h’aﬂﬂ’lﬂﬂ’hﬂﬂﬂ]ﬂu'm i’l%ﬂﬂﬁ’\'mﬂm ilﬁz‘ﬂ%ﬂﬂﬁ']uﬂaﬁﬂmm ﬁ')unﬂﬂﬂ%ﬁ‘l‘lﬂ'ﬁ

o o o s

14
dadsumsaain 4us Inaldanuddgluszdudhunaramniu uazldanuddgduns

D}

FuasUMINBNINANFOMS TNyan



ABSTRACT 21 4 9 9 6
The purposes of this study were to study (1) behavior of fresh coffee consumers (2)
marketing factors for decision making of fresh cpffee consumers (3) relationship between
personal factors and fresh coffee consumption behavior (4) difference betweeﬁ fresh coffée
cohsumption behavior and marketing factors
. Survey technique was used via (iuestionnaires distributed to the samples of 400 fresh
coffee consumers in Bangkok Metropolis. The data collected were analyzed using statistics, i.e.
percentage, mean, standard deviation, F test and one-way analysis of variance (ANOVA) with the
computer program, SPSS
The research found that most of the customers are female. The highest numbers.
were as for age between 31-40 years-old, for education bachelor degree or equivalent, for
occupation government or state enterpriée officials, for income a monthly of above 30,001 baht
and for marriage status single. The research data analyzed for the consumption behavior showed
that fresh coffee was consumed by most consumers in the morning. Taste was the first choice
regarding the reason why the consumers decided to drink fresh coffee. Most consumers preferred
sweet and strong coffee taste with creamy coffee particularly for women whereés men preferred
stronger coffee. The average price preferred was‘from 30-39 baht per cup. Upon analyzing the
data regarding the factors of marketing mixes, it was figured that service process was ranked as
the “highest” factor, partiéularly the consistency of the coffee taste was rated as “high”. The
factors of marketipg mixes/those were ranked as “high” were the factors regarding staffs
providing servic__u:aé, service environment, place, price and product. The last group of factors of

marketing mixes were ranked as “average”, i.e. marketing promotion factors in which the

promotion was rated a little bit higher than the advertisement media.





