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Purchasing Behavior of Canned Instant Coffee of Consumers in
Bangkok and Its Vicinity
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Abstract

This research aims to. (1) study the purchasing behavior of buyers, canned instant
coffee, in Bangkok and its vicinity. (2)relationship between the behaviors of buying canned
instant coffee in the Bangkok metropolitan area by personal demographic backgrounds.

The research is the study of descriptive research. Study, those who purchase or
have purchased canned instant coffee in the past few years living in Bangkok and its vicinity.
The sample size is 400 consumers, using multi-stage sampling. Tools used in this study were
analyzed by descriptive statistics which are frequency, percentage, means and standard
deviation and inferential statistic, which is chi-square.

The results showed that the majority of respondents are males aged 31-40 years
with a Bachelor's degree, private employees. monthly income of 10,000 to 20,000, and
buying habits of canned coffee. Most consumers purchase Birdy, like the taste of soft
mellow, Select to see advertising on television often, make decision by himself, buy from
convenience stores, average 2 -3 times per week, buy 1 can for 12bahts / can. Sex were
found to be associated with acquired taste. Income is related to the purchase amount. Career
has relationship with the place of purchase. Education is associated with the brand. And age
is correlated with the frequency of buying canned coffee at 0.05 level of significance.
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