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Project Name The Adoption and Marketing Opportunities in Arabica Coffee

Products of Community Enterprises in Mae Hong Son Province
Abstract

This research aims (1) to study the consumer behavior of Arabica coffee in Thailand,
(2) to analyze the marketing opportunity of the Arabica coffee in the Mae Hong Son province
community enterprise, and (3) to examine the adoption of the Arabica among the Mae Hong Son
province community enterprise especially the community enterprises in Mae Hong Son province,
the accomplices, and the consumers of Arabica in Thailand by applying the Purposive sampling
with analysis of SWOT analysis and TOWS Matrix

The finding of the consumer behavior of Arabica coffee in Thailand suggests that the
instant coffee is popular among coffee consumers. In addition, the result of examining the
adoption of the Arabica in Thailand found that most of the consumers are not familiar with the
Arabica coffee product of the Mae Hong Son community enterprise due to its regularity and
similarity with other's brands' design. All in all; there are consumers' adoptions of Arabica coffee
product in Mae Hong Son ranking by the highest adoption of roasted coffee, ground coffee, and
instant coffee respectively. For the analysis of the marketing opportunity of the Mae Hong Son
community enterprise Arabica coffee, the results suggest that the government should encourage
the Arabica coffee market system domestically and internationally, building a network among

Mae Hong Son community enterprises, and develop the network of buyers.





