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ABSTRACT

This independent study aimed at examining factors affecting coffee shop
entrepreneurs in Mueang Chiang Mai District towards purchasing roasted coffee beans. Samples
of this study were specified to 100 coffee shop entrepreneurs and questionnaires were used as a
tool. Data analysis was conducted by using descriptive statistics, consisting of frequency,
percentage and mean.

The findings presented that most respondents were 21-30 years old female,
graduated in Bachelor’s degree and earned net monthly income from the business at the lower
amount of 20,000 Baht and at the amount between 20,000-40,000 Baht. They were in the pose of
coffee shop owner and had 1-3 staff. There were seats for consumers to consume products.
Number of coffee menus available at the shop was 6-10 menus. Other kinds of beverage beside
coffee available at the shop were milk and cocoa menus and bakery was optional product to be
sold at the shop. Type of shop was mostly found in kiosk or small shop. Reason in purchasing
roasted coffee beans was to brew it for fresh coffee menus. Source of information about the
roasted coffee beans was from their friends and the person influencing their decision making

towards purchasing roasted coffee beans was the respondents themselves.



The studied results on marketing mix factors presented that factors of product, price
and place affected the purchasing decision of those respondents at high level, but factor of
promotion affected their purchasing decision at moderate level.

Hereafter were shown top ten elements affecting their purchasing decision: quality
of roasted coffee beans, savor of roasted coffee beans, quality stability of roasted coffee beans,
reasonable prices comparing to its quality, freshness of roasted coffee beans, coffee seedlings,
rapid service from staff, delivery service, good manner and human relations of sale persons,
sufficient stock for customer’s needs, variety of price ranks according to product ingredients, and
availability of product storage.

The studied results on factors affecting respondents’ purchasing decision presented
that personal, environmental and organizational factors respectively affected those respondents
towards purchasing decision at high level, but interpersonal relation factor affected them towards
purchasing decision at moderate level.

Hereafter were shown top ten elements affecting to their purchasing decision:
current economic situations such as the expansion of coffee shop business, product knowledge of
purchasing authorized persons, working experience of purchasing authorized persons, working
goal and strategies of individual business such as emphasis on increasing selling point, emphasis
on benefits or emphasis on creating good image, change of technology for producing roasted
coffee beans, realization on social and environmental responsibility, educational background of
purchasing authorized persons, facilitations between wholesalers, manufacturer agents and
roasted coffee bean distributors, business income level, procedure, regulations and purchasing

processes of the organization.



