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Abstract

This research aims to examine the behavior and factors influencing the decision
to purchase coffee from farmers in Nan Province via online channels. A quantitative
analysis was used to collect data from a sample of coffee consumers who had previously
purchased coffee from farmers in Nan Province through online channels. A convenience
sampling method was used, with an online questionnaire and a sample of 225
respondents. General information and purchasing behavior of coffee from farmers in Nan
Province were analyzed using frequency distribution and percentages. Factors
influencing the decision to purchase coffee online were analyzed using Structural
Equation Modeling (SEM).

The results showed that most coffee consumers from farmers in Nan Province
via online channels had previously traveled to Nan Province and had high purchasing
power. Regarding online purchasing behavior, roasted Arabica coffee beans were
the most popular product purchased, with orders primarily placed via Facebook. Analysis
of factors influencing the decision to purchase coffee from farmers online revealed that
attitudes towards purchasing coffee directly from farmers and product factors
significantly influenced the decision, while other marketing factors had no significant
impact. This research indicated that coffee products from farmers in Nan province have
a unique identity, and consumer purchasing decisions are primarily dependent on
attitude and the product itself.

Keywords: decision to purchase, coffee farmers, Nan province, online channels
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Latent Measurement
. . Loadings t-statistics PA Pc a AVE
Variable Variable
Product Productl 0.780 7.555 0.866 0.860 0.862 0.570
Product2 0.753 8.921
Product3 0.675 7.944
Product4 0.723 6.198
Product5 0.637 6.622
Product6 0.663 8.284
Product? 0.542 5.410
Price Pricel 0.870 12.280 0.908 0.898 0.899 0.640
Price2 0.900 13.816
Price3 0.615 5.648
Priced 0.814 8.069
Priceb 0.771 8.106
Place Placel 0.825 12.939 0917 0914 0.915 0.681
Place2 0.747 7.838
Place3 0.793 11.324
Placed 0.875 13.589
Place5 0.879 12.791
Promotion Promotion1 0.675 7.040 0.852 0.842 0.840 0.574
Promotion2 0.835 14.358
Promotion3 0.835 14.491
Promotion4 0.668 7.798
Attitude Attitudel 0.809 13.928 0.931 0.926 0.927 0.716
Attitude2 0.953 21.487
Attitude3 0.806 13.236
Attituded 0.781 12.112
Attitude5 0.871 16.958
Decision Decision1 0.836 15.087 0.902 0.899 0.900 0.642
Decision2 0.784 8.412
Decision3 0.736 11.435
Decision4 0.774 12.105
Decision5 0.868 21.824

Note. Loadings Ao AduUszans, PA = Dijkstra-Henseler's rho, Pc = Jéreskog's rho rho,

Ol = Cronbach's alpha rho, AVE = Average Variance Extracted
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