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ABSTRACT: The objective of this research is to investigate the consumers purchasing behavior of coffee via mobile
devices in Thailand. The samples are from online consumers aged between 18-45 years old. The data was collected
with a convenient sampling method by using online questionnaires from 330 consumers. The descriptive statistics
were used to analyze the average, percentage, standard deviation and Chi-square test. The results showed that
most of the respondents were female (72.73%), and most of them were aged between 27-45 years (Generation Y).
Personal income of consumers showed that they have an income of between 10,001-15,000 Baht per month. The
results demonstrated that the duration of using the application to purchase coffee online was about 2-3 times per
week and the amount of coffee purchased each time (not including shipping costs) was about 51-100 baht, with
most payments being made by transferring money via a mobile banking application. In addition, the most common
reason for using a coffee buying app is due to the convenience of purchasing. However, the barrier to using a coffee
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buying app are the shipping costs which can be quite high. Moreover, the results from statistical analysis showed
the relationship between generation and money usage to purchase coffee by app on a regular basis (not including
delivery) were found statistically significant at 0.05. In addition to the marketing mix, the results showed that the
factors which are affecting consumers’ purchase behavior are; product, price, place, and promotion.

Keywords: online consumers; consumer behavior; marketing mix; application
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Tneldad® Aud (Frequency) Andowas (Percentage) Aade (Mean) LLasmijmwummgm (Standard deviation)

2 MsAAszitoyaLise sy (nferential statistics) lonaaoumudiiusvesiadomsdnuazdszvnsmansiil
wasongAnssun1sdonunvesfuslaat g Unsnidearsind eudl Tasfmus anuanmadousyd 0.05 [adfivaaoy

laauas (Chi-Square test)

NaN1SANYI
a '3 v 4 Y a L4
NaN1TATIEINEUUsEYInsAEnsvasuilnanuvaaulall
INNANTTIUTIUAE AT Eiteyagusiaaelduaunfntuenunkugunsaldeaisiadouniauiy 330 51g

[ Y a

wsdnunrUszrnsléded Ao Auslaplumemds $1uau 240 518 Aadudesay 72.73 waziwawie $1uu 90 518 Ay
Yoway 27.27 flo1grade 30 3 Fadunquiaiueistuane (eng 27-45 9) $Iuu 232 518 Anduiesaz 70.30
waznquLalusLstukan (818 18-26 U) §1uau 98 318 Asvdudesar 29.70 drulugaaruninlan druru 249 s1e
Amduesaz 75.50 n1sfnwiasan seAuUSgaes S1uau 230 51 Andudesaz 69.70 Juilana dwlngjuszneverdn
wilnsuuTEnensu Sy 85 518 Andudesas 25.80 elsiadsdeifoustszuing 10,001-15,000 VW $1uIU 76 518

AnluSovay 23.00 (Table 1)
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Table 1 Demographics characteristics of online consumers, which purchase coffee via mobile devices (n=330)

Number of
Demographics characteristics Percentage
respondents

Gender

Male 90 27.27

Female 240 72.73
Age (average 30 years old)

Generation Z (between 18-26 years old) 98 29.70

Generation Y (between 27-45 years old) 232 70.30
Marital status

Single 249 75.50

Married 34 10.30

Married and have kid (s) a7 14.20
Education level

Secondary school 7 212

High school 21 6.36

Diploma 17 5.15

Bachelor degree 230 69.70

More than Bachelor degree 55 16.67
Occupation

Student 69 20.90

Government officer 62 18.80

Employee 85 25.80

Self-Business 52 15.80

Freelance 49 14.80

Unemployed 13 3.90
Personal income average per month

Less than 10,000 Baht 56 17.00

Between 10,001-15,000 Baht 76 23.00

Between 15,001-20,000 Baht 73 22.10

Between 20,001-25,000 Baht 42 12.70

Between 25,001-30,000 Baht 36 10.90

More than 30,001 Baht 47 14.20




KHON KAEN AGRICULTURE JOURNAL 52 (1): 166-184 (2024)./doi:10.14456/kaj.2024.xx. 173

dayadunginssuransvasfuslnaniunaaulail

Tugranoudngelaia-19 (Moud w.a. 2563) anwanisidonuinduslandiulnginslduoundiadudanum
KugUnsaideansiadend S1uam 235 518 Andudosas 7121 liiaeldueundindudenuminugunsaidoasindoud
F1uru 69 18 Aewduforar 2091 uagliudlatnazlduoundintud enunkugunsnideansiadoudl S1uau 26 51
Andusevaz 7.88 (Table 2)

Table 2 Consumer behavior in purchasing coffee through apps before COVID-19 started (n=330)

Number of
Behavior Percentage
respondents
Use the application 235 71.21
Not use the application 69 20.91
Unsure 26 7.88
Total 330 100.00

lugainglain-19 (U w.a. 2563-2565) nguguslaadlng wneldueundintusenuniiugunsaldeaisiafoud
Fuu 311 519 Anduiosas 94.24 nelduaundindudeniuiiiugunsaldeasindeuil 1w 7 918 Andudesas 2.12

warliuiladnaglduoundindugonuniiugunsaldoasindeudl S1ua 12 918 Andudesas 3.64 (Table 3)

Table 3 Consumer behavior in purchasing coffee through apps when COVID-19 started (n=330)

Number of
Behavior Percentage
respondents
Use the application 311 94.24
Not use the application 7 212
Unsure 12 3.64
Total 330 100.00

FIMdIngalaIn-19 (U w.e. 2565) naurusiaadiulny Tdueundindusenuitiugunsalieansindeounisely
d1uau 292 51e Anidudesas 88.48 lilduaundinduiionunkiiugunsaldearsindoud §1uau 6 e Andudovas 1.82

warliulladnaglduaundindugonunkiugunsaldoasindeuil S1uau 32 518 Anduiesas 9.70 (Table 4)



U s 52 atiufl 1: 166-184 (2566)./doi:10.14456/kaj.2024.xx.

174
Table 4 Consumer behavior in buying coffee through apps when the COVID-19 situation ends (n=330)
Number of
Behavior Percentage
respondents
Use the application 292 88.48
Not use the application 6 1.82
Unsure 32 9.70
Total 330 100.00

Hraainguiuslnadiulngldueundiatu fia 09.00-12.00 u. 1w 146 518 Anlusesay 44.24 s03a9uFe

12.01-15.00 ¥. 3112u 111 578 Andusosas 33.64 way 06.00-09.00 U. 31u7u 41 AU Andusesas 12.42 (Table 5)

ANURUNTITwaUNEATUTDN I 2-3 ASY/FUATY T1UIU 122 518 ARUSPEaS 36.97 $99a9UNRD 1-2 ASY/AUAT 31uIU

104 518 AnluSouay 31.52 wag 2 ASY/AReU 31U 49 518 Andudesay 14.85 (Table 6) uuRuTan wWluLAazATI

51-100 U $1uaU 240 AU Antdudesas 72.73 Sesasnde 101-150 UMW $1uau 57 519 Amdudesay 17.27 wagiinin

50 U 313 20 518 Anwdusesag 6.06 (Table 7) Juslaadiluaifonuslnaaid $1uau 142 518 Anduesas 43.03

5998911A8 Lawsald 91U 124 918 Aevdusesaz 37.58 wazawisnilu 91w 121 578 Andudeuas 36.67 (Table 8)

Table 5 The duration of using the app to purchase coffee online of customers (n=330)

Number of
Duration Percentage
respondents
Between 06.00-09.00 41 12.42
Between 09.01-12.00 146 44.24
Between 12.01-15.00 111 33.64
Between 15.01-18.00 32 9.70
Total 330 100.00
Table 6 purchase of coffee, frequency of application use (n=330)
Number of
frequency of application use Percentage
respondents
Every day 31 9.39
2-3 times/week 122 36.97
1-2 times/week 104 31.52
2 times/month 49 14.85
Once per month 11 3.33
Less than once per month 13 3.94
Total 330 100.00
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Table 7 The amount of money spent using the app to purchase coffee on a regular basis (Not including

delivery) (n=330)

The amount of money spent using

Number of
the app to purchase coffee on a regular basis Percentage
respondents
(Not including delivery)
Less than 50 Baht 20 6.06
Between 51-100 Baht 240 72.73
Between 101-150 Baht 57 17.27
More than 150 Baht 13 3.94
Total 330 100.00
Table 8 Types of coffee using consumer buying applications (n=330)
Number of Percentage of
Types of coffee using consumer buying applications
answers case
Caffe latte 142 43.03
Espresso 124 37.58
Americano 121 36.67
Cappuccino 111 33.64
Caffe Mocha 73 22.12
Caramel Macchiato 4 1.21
Black Coffee 2 0.61
Orange Black Coffee 2 0.61

Note: multiple response set

Auslaadiulugfldueundintu Grab $1uu 265 518 Anduseway 35.80 9983MAe Line Man $1u3u 186 318
Anudosay 25.10 way 7-11 delivery $1uau 141 518 Aadudesas 19.10 (Table 9) dwlngdisziRuvugsnssuvuilede
(Mobile Banking) $1uau 229 518 Aalduiesaz 39.80 sesaunfe T1szUatenis s1uau 197 918 Anduiesay 34.20 uay

Unsndn/nsin 31w 83 918 Andusesay 14.40 (Table 10)
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Table 9 Application used by users to purchase coffee. (n=330)

Application used by users Number of Percentage of
answers cases
Grab 265 80.30
Line Man 186 56.36
7-11 delivery 141 42.73
Food Panda 94 28.48
Shopee Food 49 14.85
Robinhood 5 1.51

Note: multiple response set

Table 10 Consumers' payment options while purchasing coffee through the application (n=330)

Number of Percentage
Consumers' payment options
answers of cases
Mobile Banking 229 69.39
Cash 197 59.69
Debit/credit card 83 25.15
Wallet 67 20.30

Note: multiple response set

wigralunisldueundinduoniunuiniian Ao auazainlunisde 91wy 284 518 Adusesas 28.10
509a901A8 s1A1karlusluty 91uau 181 518 Aavdusovaz 17.90 wazsiaiauazuszudaaan 9uau 172 579
AnJufosay 17.00 (Table 11)

Table 11 The factors that lead consumers to purchase coffee using a mobile application (n=330)

Number of Percentage
statements
answers of cases
Convenience 284 86.06
Price and promotion 181 54.85
Quick and time-saving 172 52.12
Avoid travelling to crowded areas 148 44.85
Concerned about the outbreak of the epidemic (COVID-19) 96 29.09
Product varieties 52 15.76
The online and storefront products are identical 48 14.54
Intend/influencer 29 8.79

Note: multiple response set
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Pnuansierzitdymuazavassatunistdueundindudoniunvesiuilan wui fuslaaiuinadadanium
souladlperruneUndindudsimasutiegsdiuin 188 518 Amdusesar 32.25 wazdeiassanailunisiiniunuids
Fiuu 118 518 Aadudesay 20.24 wagnnnisdseeulatiuueundintudodifuyuavudduwiazase 31U 116

318 Anlueraz 19.90 (Table 12) Fslafodinandwmadenginssunisldnuneundduvesuilna

Table 12 Issues and challenges with using the app to purchase coffee (n=330)

Number of Percentage
Statements
answers of cases
The cost of shipping is rather high. 188 56.97
It takes a while to deliver. 118 35.76
Each time you order coffee, it costs money. 116 35.15
There were no issues or barriers discovered. 89 26.97
Coffee quantity purchased online is below average. 38 11.52
Cleanliness and hysgienic conditions of beverages or containers. 30 9.09
Delivery messes. 3 0.91
The menu is not as extensive as the shop's. 1 0.30

Note: multiple response set

nan1TeTEiamdIRUS sEinsiu THsengiitinadanislduaundindulunisdaniunaaulad

Kan1INAaeuTENI I LaLITutUALd lunsldueundiadud ontunveaduilaadasad Alaawaas
(Chi-Square Test) wuih 92senguasguslaafaruduiussuanu dlunisliuounaindudonu egnafidoddynsada
fisgeiu 0.05 (x? = 12.83,p = 0.025) LﬁaLLﬁwmmqmuLaLuaLsﬁuwuiw LALUBLITUINEY ﬁwqﬁmwmmﬁiumﬂ%
weUndiatudenurlosulatinnniaweistuues lewuiiaweistunedauilunsdoniuesulall 2-3 ady/due
way 12 afy/dUnt TusasdiduilaalunduauesduusadiulngfingAnssuauilunisldueundiadudontud 12
pSs/8nii ua 2-3 aSy/dUa i (Table 13)
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Table 13 The relationship between generation and purchasing coffee by using application (n=330)
purchase of coffee, frequency of generation
Total x2  P-Value
application use generation Z generation Y

Every day 10 21 31
(32.26%) (67.74%) (100.00%)

2-3 times/week 27 95 122
(22.13%) (77.87%) (100.00%)

1-2 times/week 28 76 104
(26.92%) (73.08%) (100.00%)

12.83 0.025*

2 times/month 21 28 49
(42.86%) (57.14%) (100.00%)

Once per month 5 6 11
(45.45%) (54.55%) (100.00%)

Less than once per month 7 6 13
(53.85%) (46.15%) (100.00%)

Total 98 232 330
(29.70%) (70.30%) (100.00%)

Note: *significance difference at 0.05

Han1InageusErInudueLlstui v wudulunsidus Undindudontunvew{uilan dteaialaawais

(Chi-Square Test) wuingiengrasuslaaianuduiusiudvintulunsldueundinduionunusazass (lsiuadnds)

ad

Hauunnaveg1eilduddgynadfnszau 0.05 (x2 = 12.74,p = 0.005) 910 Table 14 wanINAANUAUNUS T2

AlEI186DATIVBAIDLITULTALALLIWBLITUIE WU NedRIgNeelnuuanssiuludnudunldaeiunistanium

NUWIUNEATY TnetaweLstuny HuuRulunisidweunddudaniwiusasase (lusiuaAdnas) 101-150 U Fadia1uIu

1nNNIBaLUBLSTUen NHuIuRLlumsidweundetudaniuiazas (ldsiuA1dngds) 1uau 51-100 Um
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Table 14 The relationship between generation and the amount of money spent via mobile application to purchase

coffee on a regular basis (Not including delivery) (n=330)

The amount of generation
Total x2  P-Value
money generation Z  generation Y
Less than 50 Baht 12 8 20
(60.00%) (40.00%) (100.00%)
Between 51-100 Baht 68 172 240
(28.33%) (71.67%) (100.00%)
12.74 0.005*
Between 101-150 Baht 12 45 57
(21.05%) (78.95%) (100.00%)
More than 150 Baht 6 7 13
(46.15%) (53.85%) (100.00%)
Total 98 232 330
(29.70%) (70.30%) (100.00%)

Note: *significance difference at 0.05

anudadiuvasduilnaesulaififirediulszaumiesnimanavasnisldusundindugoniu

seiumNNARLiufesodiuUsaN s s uRaR A Tasnmsauegluseduann (Aade = 4.16, dudeauy
11A551U = 0.89) uarfiarsansedenuin dodnuiiidiadegagn fe iuAniinsliueundidudoniu uddannu
wannvane (Aade = 4.22, drudenuuinmasgu = 0.87) sesaunie viudainisliueundiadudoniu Auddannin
Wisuwihdunisteruteans off-line W $runuil (Aiade = 4.14, drudeauunnigiu = 091) wagyiuAninsld

woundinduiionun dnslideyaduetvasiBunnsuiiu (Aade = 4.12, @ndsauuunsgu = 0.88) (Table 15)

Table 15 Consumers' level of agreement of coffee products (n=330)

Marketing Mix Level of
Mean S.D.
(product) agreement
You believe that there are many options for purchasing 4.22 0.87 Strongly agree

coffee using an application.
You believe in utilizing a mobile app to purchase coffee. 4.12 0.88 Agree
There is comprehensive and in-depth product
information.
You believe that using an app to purchase coffee. The 4.14 0.91 Agree
product quality is the same as purchasing from a

storefront.

Overall 4.16 0.89 Agree
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SEHUAMUAATIUAIADAIUUTLAUNIINITAAINAIUTIAN Tngnmsmegluseauun (Anade = 3.91, daudeauy

WM = 1.01) wagiansansiedenudn dednuiifidnadegedn Ae viuAadinisldueundndudaniun inulasudeya

28199 aulus 0951A191NE V1 (Aad e = 4.33, @1l 8w uuNINTEIU = 0.76) T8983U1A 0 VITUAATIIN1TLY

woundiadudaniul smduinlianumangay Wesuiuaunmuesdun (Aade = 3.98, dnudetuuninggiu = 0.92)

WazYIUANTIITIANEUAIINIINRT IR uLeUNEA Y d51Agnndndunall (Aede = 3.43, daudsauunnsgu =

1.34) (Table 16)

Table 16 Consumers' level of agreement over prices (n=330)

Marketing Mix Level of
(Price) Mean >0 agreements
You believe that by utilizing an application to purchase 4.33 0.76 Strongly agree
coffee, the merchant will clearly communicate the
price to you.
You believe that utilizing an app to purchase coffee is 3.98 0.92 Agree
appropriate given the product's price and level of
quality.
You believe that goods purchased through applications are cheaper 3.43 1.34 Agree
than those purchased at regular stores.
Overall 3.91 1.01 Agree

FEAUAINAAWIUA A DA IUYTTANNIINITAAIAA WY BININITTIATIMUE Tnannsau ey luszduuiniign

(Aadiy = 4.23, daudoauuunggiu = 0.87) uaziansansiede wudi Tedawiidanaiogean As vinuaiuisald

wounAinduAun S uAvsen I Miusesnsldihewazagain (Aede = 4.40, @l uuuinggu = 0.73) 5898307A0

viuAndinsldueundnduiioniui dn1sdndsdudgndotazsinsa (Anade = 4.21, drudowuuuinsgiu = 0.81)

(Table 17)

Table 17 Consumers' level of agreement over places (n=330)

Marketing Mix Level of
(Place) Mean >D- agreements
The application makes it simple and convenient for you to 4.40 0.73 Strongly agree
locate a shop or coffee shop of your choice.
You believe that utilizing an application to order coffee will 4.21 0.81 Strongly agree
result in accurate and quick delivery.
You believe that using to purchase coffee. Can be used 24 4.07 1.06 Agree
hours a day.
Overall 4.23 0.87 Strongly agree
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seiuaUARuMEReduUTTAIINIRaIRRUALESNNNTIY Tnenwsineglussduniniian (Aade = 4.36,
dudoauuuInggiu = 0.80) wagiansansetenudi Jernuidanaisada A vinuAndweundindulnsdeesy
msveiiauly wu 1heduan eedems 1Wudu (Aueds = 4.48, dudsauinasgiu = 0.72) seswunde viuferiueundindy

v a

ananssululoniaiiAvegvaliaus Wy mAnaseY (Aeds = 4.35, dudetuunnnsgiu = 0.77) (Table 18)

Table 18 Consumers' level of agreement over promotions (n=330)

Marketing Mix Level of
Mean S.D.
(Promotion) agreements
You believe that the program contains attractive 4.48 0.72 Strongly agree

incentives, including coupon codes and free delivery
offers.

You believe that the app frequently arranges events for 4.35 0.77 Strongly agree
special occasions.

You believe that app there are advertising through various 4.26 0.90 Strongly agree

media thoroughly such as Facebook Line etc.

Overall 4.36 0.80 Strongly agree
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