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ABSTRACT

The objectives of this research were to study consumers’ behavior in drinking green coffee in
Bangkok metropolis, marketing factors that effected to drinking green coffee, and information perceived by
consumers in drinking green coffee. Sample were 400 consumers who were working people and drank green
coffee in Bangkok metropolitan area. Questionare was an instrument in collecting data and the data were
analized by using computer program. Statistics for analysis data were frequency, percentage, mean, standard
deviation and chi — square tests.

The results of the study were as follows : (1) consumers who drank green coffee because of
preference its flavor and they often chose to drink a well — known home product, times of drinking were not
certain and most of them liked to buy from a coffee shop in trade center and general shop such as shop in the
office and petrol stations, etc. ; (2) product factor that affected to drinking behavior was up to gender and
income, cost and marketing promotion factors that affected to drinking behavior were up to gender, age and
income, and area factor that affected to drinking behavior was up to income ; (3) perceiving information
of drinking green coffee, consumers almost received from mouth to mouth and thought that this kind of
information was the most effective for decision to drink green coffee, information received in drinking green
coffee varied according to gender, age, and income, and income effected to a kind of media that influenced

upon decision to buy green coffee while gender and age did not.

(3)



