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ABSTRACT

The purposes of this study were to study (1) behavior of fresh coffee consumers (2)
marketing factors for decision making of fresh coffee consumers (3) relationship between
personal factors and fresh coffee consumption behavior (4) difference between fresh coffee
consumption behavior and marketing factors

~ Survey technique was used via questionnaires 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 number§
were as for age between 31-40 years-old, for education bachelor degree or equivalent, for
occupation government or state enterprise 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 whereas 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, particularly the consistency of the coffee taste was rated as “high”. The
factors of marketipg mixesthose were ranked as “high” were the factors regarding staffs
providing sewic§s, service environment, place, price and product. The last group of factors of
‘marketing mixés were ranked as “average”, i.e. marketing promotion factors in which the
promotion was rated a little bit higher than the advertisement media.
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