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ABSTRACT

The Objective of this independent study was to survey the marketing communication factors that effect the

decision to buy bubble milk tea for consumers in Bangkok metropolis. The objectives of the research were (1.) to study

marketing communications effect buying decision of consumers who buy bubble milk tea in Bangkok metropolis (2)

to study a decision to buy bubble milk tea examine personal factors i.e. gender, age, education level, occupation and

income by using questionnaires as a tool for collecting data from the population in this study was 40(1 people who

used to consume bubble milk tea in Bangkok metropolis using statistics to analyze the data, including the frequency

of the Mean ( X ) the standard deviation ( S.D. ) and inferential statistics by analyzing the one-way AN OVA using

statistical T-Test, F-Test and the mean difference in terms of pair comparison by LSD (Least Signiticant Difference)

were to used to analyze data. The statistical significance was set at 0.05

The results showed that the majority of the sampling group were 303 females, 75.75%, aged 21-30 years.

233 people or 58.25 %. There were 260 bachelor degree graduates. Representing 65.00%. Occupation was a private

employee. A total of 141 people, representing 35.25%, and most respondents have an average monthly income of less

than 15,000 baht, a total of 117 people, representing 29.25%. In addition, the personal factors affecting the decision

to buy bubble milk tea for consumers in Bangkok metropolis depended on education level and occupation.

Regarding the marketing communication factors, the study found that there were five factors (in descending

order) affecting their decision making to buy bubble milk tea which are personal selling, sales promotion, advertising,

direct marketing and public relations.

Keyword : marketing communication, decision, bubble milk tea
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