d' d' Y v a = = a a a [ 4
¥2I50IMIAUA VUL mManfFeueunganssunsus Inanand pnnve
Au3 Innam Inenaziinneaiisrsailszmalu

[ A S ]
Sunoilo sl
a 4
Ql%ﬂu UNAMIUNINIIU YNUa

Syan VIMIFININHTUNA

(ﬂ"li%ﬂﬂ"li@@ﬁ"lﬁﬂiimﬂkmi)

da (= v 1% a Y 4 a J
f’ﬂﬂ'ﬁﬁl"ﬂllﬁﬂisﬂﬂ15ﬂuﬂ31!!ﬂﬂﬂﬁi$ HYIANTNTIITY AT.UTNA GANDN

UnAnEe
=~ dydw s A ! ~ a a a o J Yy Aa
ﬂTiﬁﬂHTUNﬁﬁQﬂigﬁﬂﬂLWiﬂLﬂileIW]fJ’]JWf]@]ﬂiillfﬂi‘]_liiﬂﬂNﬁ@]ﬂﬂ!“ﬂ“ﬂ?ﬂl@ﬂ[ﬂﬂiiﬂﬂ

317 Ine waziinnouierrnanlszmaluduneoiios Heelui Taelddus Tnawalneduan

125 AY 1AL NNOUNSIFINANUTLNATIUIN 125 AU

=

Q‘/ 1 I~ a [ [ ~{
nansanedeyana 1 wud daeunuudeuawindudus Inamnalne daulnapiu
a =} 1 ]S A = (% a =S = % a o =}
AN QN UD1g521I19 20-40 U UM sAnEIszaUlTyaT dsznouommniinauusEm
Y
518 1a@idou 10,001-20,000 1M Taounm Taa vazisiuandaluasounsIdaua 4 au
d? ] @ [ 4; [ ] [~ =\ 1 2} A =
Yu 'l dainvewuiersnadszmediulvaiihuwase To1gsznang 20-40 I TmsdAnwn
[ a =) = a 1 LY =\ Y A =
szauilSaaas dsznouerdnginvdaua isielane@on 30,001-40,000 UM HA0DIUNIN
Y = Aa o QsJ‘ [ 42‘
ausaudd uazisnnuansnluassunsidaa 4 auvu 'l
9 a a 1Y A 1 T A <3
NRAUNYANTTUMIVT Taa W Jus Tnawn Inedrulvgweudny dsznnyudu
a A = A A =Y o A A Y A 1 1
HewauyuveynQiuunigs Iiagilszanlumsausunaunnsenie Tasausluaiaie
A Yy 1w ¢ & ¥ & A A A Ay A A
(13.00-15.59 11.) ANND1-2 NIABTUAIH FDF191NT1UALAINFD ADIUNANF AN IUKTON
@ v A A zﬂy a [ 4 9 9 d'ti} 9 ) 9 A
Wn Tagaaduludendondadusizinindmdinge ldaasa 24 2 Tue ns1udoyamaindoe
v v A A dﬁl a o 4 9 1 o ] A 1 [ ]
Tnsne daau1aaen¥enNanN Ny INIGAUDS IUNANBUNIIFIINNUTLINA WU FIU

Tngrevanm juuumiou Henaumauwniiga Tasausunsizanumedy auslusia



[

A

Y A ' Y 1w 4 dy 9 A = A
191 (6.00-8.59 U.) ANFININNIT 7 unInedUaH FoB191NT UV YN ANFINTIUNToN

1Y J 9 Y Aad o Yo o

Y ]

wn Tagaaduladengondadusianniniunliserdocisndunil niwdeyamn
a S 3 v A = Ay a [ 4 Y
DUINBTITIA 1Ay Aad1 1ADNFONANN AN IAITAUIDI

NNAUMINATOVANUTOUN YT M FUNTUIBIA19819 4 ¥l laun ¥ e

Y v

FIAT WIPHAT LAZIWEA WUNAAVLDUFOUD NN 1anad Insuaziinneunedn
1 =\ 1 a d' A =)
anlszimalaNuyeuTagIINAFINEANINNA (6.16£ 1.85) T09INIADF YY)
(5.68+1.59) 1A (5.64+ 1.78) uaz w181 (5.60 + 1.68) tilousnnguizniwgus Inaw
Inouaziinvouiisrralszma wud gusinas Ineldnzuuuanureuaesuzdanin
~ 1 = Y] @ [ A [ Y Aa Y '
NgaruasIninneuiieIIalszms uazdus Inaw Inees Idaznuuanusoudomy
nad FUVD 1azrIg1 3edaanamudey luvasminnounervnannlszmenz ldazuuy
ANUFDUADHIAT YUV HAZHIGHAN TOIAININNAIAL

[

Y v
SMumsseuiuuazmidaduladonansuaindioe19 4 ¥ia WU AMENYUZ NN

1 @ v Aa 4 a [ 4 1 09/1 a
aomssonsutazmsaadulaFondniunmvesnguiaeuuUUdo U0 WA Inaw1a Ine
@ 1 A 1 A [ 9 A Y =R [ A A
HauNNBUNYIVIAUTMA AoAUINHULAIUNAUTE LAZANNITANAINAY 11BN
ﬂfimwm'"mﬁ’uﬁm%n"lmumﬁ’ﬂvi@uﬁmﬂvn@mﬂﬁwmﬁ WU AanyueNIszaIn
Suffaninadomssensuias mmﬂauiwawammmmmmwuﬂm%n”lm A0 AUANHUE
& A nau nauTE Lag ANuiAnraInau Inadonseensuay mﬁmﬁu“lwa Tyvaieii

[ [ @ 1

ﬂlﬁﬂ']&lﬂl%’l/lN‘]Ji%ﬁTl/]ﬁllNﬁ'ﬂllNaﬂ’ﬂﬂ”ﬁEJ’t’)ﬁJ'iUNﬁ@]ﬂm“ﬂ%”ﬁl@ﬂuﬂﬂﬂﬁmﬂ’l%i’mNﬂizmﬁ

P

= o

A Q‘ y=R [ v [ d‘d 1 v A dy
flo Nau wag ANuianudenay tazadnvaznelssamdudaniinanenisaadulede
a [ o A A I =R [ A
HARA MY TIAD NAUTTIATANN ANHAINAY
9 E4
nnmsAnpnssiensaldgsnermsedisznoumsinlsuldlalasdTunsna
S A v y A £ o A o o9 o

nagnsmManan NuienszquesameIimudurazianngluuundasua nasanudeants

Y A
SLNASTERRE)



Independent Study Title Comparison of Tea Products Consumption
Behaviors of Thai Consumers and Foreign Tourists

in Mueang Chiang Mai District

Author Miss Nipornpun Mutumol

Degree Master of Business Administration

(Agro — Industry Management)

Independent Study Advisor Asst. Prof. Dr. Niramon Utama-ang

Abstract

The objective of this study was to compare consumption behaviors of tea products
between Thai and foreign tourist consumers in Mueang Chiang Mai District. The survey was
conducted with 125 Thai and 125 foreign tourist consumers.

The results of general information showed that most of Thai consumers were female with
age range between 20 — 40 years old. Most of them had bachelor degree education with the
occupation of company officer. Their average earnings were 10,001 — 20,000 baht per month with
single marital status. Most of respondents had more than 4 family members. For respondents who
were foreign tourist, the majority were male with age range between 20 — 40 years old and
bachelor degree education. Their occupations were private business owners with the average
earnings between 30,001 — 40,000 baht per month and married marital status. Most of
respondents had more than 4 family members.

In term of consuming behavior, Thai consumers preferred to drink tea such as iced tea
which were either Green tea or Japanese tea. The objective of drinking was to relieve thirsty. The
period of drinking was mostly in the afternoon (01:00 — 03.59 PM) with 1 to 2 glasses per week.

The purchasing place was convenient store such as 7 — 11 shop. The consumption of the drink



was at home or respective residence. The tea product information was from television medium.
The purchasing decisions were made by themselves and bought tea products regularly. The
foreign tourists mostly like to drink tea and prefer hot tea such as black tea. The objective of
drinking was habitual. The period of drinking was mostly in the morning (06:00 — 08.59 AM)
with more than 7 glasses per week. The purchasing place was from tea or coffee shop and the
place to drink was at home or respective residence. Most respondents decided to purchase product
from famous store and the information of tea product was obtained from internet. The purchasing
decisions were made by themselves and bought tea product regularly.

From sensory consumer testing of 4 tea samples; green tea, black tea, oolong tea and
jasmine tea, the results showed that both Thai consumers and foreign tourists rated overall liking
toward jasmine tea the most (6.16 & 1.85). This was followed by green tea (5.68 * 1.59), oolong
tea (5.64* 1.78) and black tea (5.60  1.68). When Thai and foreign tourist consumers were
separated from one another, the results showed that Thai consumer rated liking score toward
Jasmine tea the most which was similar to foreign tourists. Thai consumer rated liking score for
oolong tea, green tea and black tea, whereas foreign tourists rated liking score for black tea, green
tea and oolong tea, respectively.

The results of acceptance and purchasing decision of four tea products revealed that the
attributes that affected acceptance and purchasing intention of tea products from both Thai and
foreign tourist consumers were flavor and aftertaste. When Thai and foreign tourist consumers
were separated from one another, the results showed that the sensory attributes that affected
acceptance and purchasing intention of tea products by Thai consumer were color, aroma, flavor
and aftertaste. Meanwhile the sensory attributes that affected acceptance of foreign tourists were
aroma and aftertaste while the sensory attributes that affected on purchase decision of tea product
were flavor and aftertaste.

The results obtained from this study could benefit tea business or tea business owners
who could adjust the marketing strategy to increase sales and develop the products that satisfied

the need of consumers.



