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Abstract

This research aims to examine the factors influencing consumers’ tea purchasing decisions in
the Bangkok metropolitan area. The study employed a quantitative research methodology, utilizing a
structured questionnaire for data collection. The sample consisted of 432 general residents living in
Bangkok. Based on statistical analysis at a significance level of 0.05, it was found that demographic
factors including gender, age, educational level, and income had a significant influence on consumers’
tea purchasing decisions. However, marital status and occupation did not show a statistically significant
effect. Regarding the marketing mix (7Ps), the results indicated that six components Product, Price,
Place, Promotion, People, and Physical Evidence had a significant impact on consumers’ purchasing
decisions. The Process factor, however, did not influence consumer decision making in this context.
The most influential factors included confidence in product quality, the perception that the tea is of high
quality, and the belief that the product provides health related benefits. Other important factors included
preference for taste combined with health advantages, brand appeal and willingness to recommend
the product, as well as considerations related to product quality, pricing, distribution channels,
promotional strategies, and the helpfulness of staff in providing information and guidance during the

purchasing process.

Keywords: Influencing Factors, Demographics, Marketing Mix 7Ps, Product Quality, Purchasing

Decision, Product Development, Quality Standards, Perceived Product Value
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