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ABSTRACT

This research aimed to 1) To study the demographic characteristics of consumers purchasing
premium tea in Bangkok; 2) To examine the marketing mix factors (7Ps) of premium tea shops
in Bangkok; and 3) To analyze the influence of these marketing mix factors (7Ps) on consumers’
purchasing decisions. This study employed a quantitative research approach, using a
questionnaire to collect data from a sample of 400 consumers who had purchased premium tea
in Bangkok. Statistical analyses included descriptive statistics (frequencies, percentages, means,
and standard deviations) and inferential statistics (One-Way ANOVA and Multiple Regression
Analysis). The results revealed that the largest proportion of respondents was female (38.75%),
aged between 20 and 30 years (26.75%), employed as government officers or state enterprise
employees (47.50%), held a bachelor's degree (45.00%), and earned a monthly income between
15,000 and 30,000 Baht (22.50%). The overall level of opinion toward the marketing mix factors
(7Ps) and the purchasing decisions for premium tea were both high. Hypothesis testing indicated
that consumers with different demographic characteristics did not differ significantly in their
purchasing decisions at the 0.05 level of statistical significance. Furthermore, the marketing mix
factors (7Ps) significantly influenced consumers’ purchasing decisions for premium tea at the 0.05
level of statistical significance including Product (X, ), Price (X,), Promotion (X;), People (X,) and
Process (X5) The prediction equation in unstandardized scores were:

Y=1.642+0.092X,+0.120X,+0.095X,+0.081X,,+0.127X,
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1. MUNRAAUA (X1) 0.092 0028 0150 3.311 0.001* 0858  1.165
2. UTAN (X2) 0.120 0.027 0197 4457  0.000* 0904  1.106

3. ANUTAINIINITIN 0.024 0.031 0.037 0.788  0.431 0.787 1.271
IRUNY (X3)

4. AUWNNTRILETN 0.095 0028 .155  3.387 0.001*  0.839  1.192
MIAAA (X4)

5. ﬁ/’m‘lﬁlﬂﬂ’mi (X5) 0.081 0.029 0127  2.751 0.006* 0.825 1.212

6. AWNIZLIWBNNT 0.127 0.030 0.200 4.234 0.000* 0.788 1.269
l#usms (X6)

7. BN SN 0.049 0.031 0.075 1.576 0.116 0.790 1.266
nENIN (X7)

R = 0.555, R®= 0.307, Adj. R® = 0.295, F = 24.865 Sig. = 0.000*

“nufaynIsianszay 0.05

1 o ¥ 1 Aa a 1 =) d?
AMNAITY 4 WU TIBAUEINUTEFNNIINNTAANG (7Ps) IBnTwadan1saaaulade

a A v a | A o @ aad o o Ada a '
mwiilisuvesguilnalasminadndisdmaynisaiidnazay 0.05 lagaaudndaninadanis
aaaulade laun arwnszuiwnsliuing (B = 0.200) susan (B = 0.197) dun1sFaLasy

n3aa1a (B = 0.155) dundadmi (B = 0.150) uazduyaains (B = 0.127) aud1au dau
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A '

AIWTAINIINITIATIVUIY LAZATANHHENIINEATN LadanTwadanisaaduladantngi
WHEAYNIRDA

< X ' o o ¢

N3tk wuudnaesiidaulseantandunuiwrgas (R) vy 0.555 wasfdnauilszanans
GaAwla (R?) LYNNU 0.307 wazd1 Adjusted R? LYinAL 0.295 uaadi1 Tasudiudszaunis
NN3IARNA (7Ps) mmim'wﬁua%mymmLLﬂsﬂi’Jumaoﬂﬁ@]”@ﬁu%%amw%lﬁﬂmaa;iu’ﬂm"lﬁ
Jouaz 29.50 MwiunmsanareuTymaNuFUAUELTIEUNY (Multicollinearity) szninadauds
8832 WU1NA1 Tolerance maw’?‘suﬂsﬁm:nﬂé‘sﬁmag;s:wj’m 0.787-0.904 %ogmhmmsﬁfm‘h
1 0.10 waze1 Variance Inflation Factor (VIF) ffinagszwin9 1.106-1.271 Sadndnmsinl 10
AULNIUF VRS Hair et al. (2019) waaslWifiuindanysdaszns 7 LTy wanuauN BNl

sz@”uga ?idmmmﬁwhLLﬂiﬁaﬁu@LiﬂgimﬁmiﬁzﬁmimmaUwvmmvl,@i”

o v

{1 nmmmL%uﬁumm@naﬂwmmlugﬂﬂmuuau"L 39

Y=1.642+0.092X,+0.120X,+0.095X,+0.081X,,+0.127X,

anisana

ao A o A ' v A & a A
N13IYLIDN ﬁ'ﬂﬁ]ﬂaﬁuﬂizaﬂﬂ’]i@]ﬂ'\@ (7Ps) ‘Y]ﬁﬂNﬂ@]aﬂ’]f@](ﬂa%l’ﬂ‘ﬁa’ﬁq‘v\lil@lﬂﬁfﬂﬂﬂ

v v

NU%IﬂﬂluﬂEGLV]W URTUAT RININ aﬁﬂiwwa"l, a9

2

1. ANBWAVDILALE WU TZINTFNRAT

] ]
a 1

Han1TI9awndn guilaandl ine a1y 01w szaun1sdnm uaznldlafudaidan
wan@nu dnsdaaunlaerwiilsulasnulisandnuadedvedaynisaiianszey 0.05
S a a Ao e @ | a a A ) o
SeUfiasaundigwias i dsingmsaliszriawiniausssunsvsinamwiidou lanaausiu
\JuifFiadruady (Contemporary Lifestyle) 2a3autilatlunnnguiszainy lavguilnaly
mwarsnlianuddyiumwansal gunw wszgudszlomiiBigunwluiianmadoanu

v Qs a v a Qg L e a e Qs
ROAANDINLNIWIVD 1INT INLLHUN® (2564) LAz ST A11T09 LAZITINIY NINTRIIN
A ' a o [ ) rada A ' =) sl’
yny (2561) Mnuinpinaimsdszmnsmaaidivyanalddaninadanszuiunsdadulade
ARl IS G LR PRI toRaY
2. INTWaVDITIBFIBUIZTRNNIINITAANALINT (7Ps)

Nﬂﬂ’]i’?mi’l‘;ﬁﬂ’l‘mﬂﬂa{lwnﬂm (Multiple Regression Analysis) W17 1338 7Ps §

a

antwadanrdadulaemniidovadrelinedmanneaianizay 0.05 lagauniniiodsian

a a v 1 o a Qf Y g
awﬁwamﬂmﬂ"lﬂuaﬂmumauﬂszammmmasﬂugﬂﬂumummgm (B) 'laaad:
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dunIzuIun1IliuInag (Process) (B = 0.200): anFwagengadudrauuin hasan

35%’3<§Iﬂmﬁadﬁﬁ'ﬁuE\’NNﬂlﬁ'é’uﬁﬂﬂﬁadﬂWSSZUUﬂ’I‘SdG&lamﬁﬂ’]iﬁi’mL%”J Lunedn wazLdade
< &, A 'Y a A A o o % Aa .

mMIssBernwnaluladsinaty (98103/07207131A0) FannaaINLLWIAAUEY Lovelock Waz Wirtz

(2016) WAz 91723304 §ITU LA DA L‘ﬁfqu (2560)

'
o o A

dusnan (Price) (B = 0.197): fidnswaidudraunaas lasmandudiaziougueiuaz

FILRUIVDINRAN U

—~  ~

Perceived Value Positioning) #u3lnafuddrslusnaiganindunusniu

6

AUNIWUAZNINANBALAUNTZUE "Healthy Luxury” §8AARBINUUKIAATEY Kotler Lz Keller
(2016) WAz LWT3IAE WEANA (2561)

o

FUNIFILFIUNIANNA (Promotion) (B = 0.155$) faniwaidusraunaw lasFedd

1A
Aanswainemssd uazn1sld Influencer Junumddgluninzdumasuiuszisaimidadulade

ROAARDINY SUTAN A3 WAz (2561) LAz NIUQIWTT S1NIAT LazAt (2567)

FIUHAaN N (Product) (B =0.150) idnTwatdus1dung sav1@Nnaunsaw
andszloddagunin wszusnamsifamosnududtoiugiulunisaeuausiniuaianis

Qq: v 1 v Qs =) Q€ o
mu@]u"uaaﬂqmmmw%'l,ﬁw FOAARDINY IINTD TNLTUUNYL (2564)

duyAaInT (People) (B = 0.127) danTwaldudraunvh wiknaunduysoduwusuazil
Ui g L a L= U 1 QI QII @ A ¥ a U
ANUIANGIludIHAAAIUN (Product Knowledge) Adiuginiiuanudulalunisdadulabofue

FLAUNINON FOAARDINY 1INT TNHZHUNY (2564)

F19TU AI1BTINIINITININNUIY (Place) WA AIBANHHENIINI1BATN (Physical
Evidence) wuin laddidniwadaniiaafuladoadslivsdraunisad@nszau 0.05 1Hasan
‘wr:]aﬂﬁwmiuﬂmluﬁﬁ]@ﬂuﬂ%Lﬂﬁﬂu"l,ﬂgjgmmu%aﬂﬁu (Take-away) WaZNIRINIBILALNELA
L™ a = J Y o [ dll o aioq: A o [ < Al d'l = v v
TULAANBININDY Tas1naLTaIranaInIaanuindulunmisusiaaNe SuTsuLITINMAY
F9aaUNuINgd seaiuivuwdliuf 9139350 @38 uaz TAnn LR (2560) Lapszy L9

=

FAINIINITTATIRUN Uﬁu,wi%mmﬁu"l,ﬁmﬁ]aemaummjﬁmﬂmané’nmﬁuazmmw’%mmJ

YDIRUAR

VLAWY

v @

% AN o o A o o A

TALEWOLWEN LAANN NIV A TITh

INNANMTITINLT el Indanswasdanisaaaulada laun dunIzuIUNITIRLINNT
A11IIAT AIWNITRILRTUNITARIA AVWHNE AN DAH LLazéﬁuqﬂafmi ATNRIAU g&?’?'ﬁ‘yﬁa

A o o X
NUBLRWBDLL WSO
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1. FIUNITTUIUASIAUIANT ﬂ’mﬁuﬁmmazmﬂammaww:qﬂﬂa anuIas lunng
TWUSANT WassuUNIRIT 1% MIFIduiansldansanatnaiatuinnuazain 1Ronay
landiuilnagalnal

2. Fuen arsdszaunarfinannansliiaen wazsevesTinsiionalsiaaw
ANNZRUND Qmmwn,ﬁaaa@ﬂﬁaaﬁ'umwé'ﬂmimaaLLmu@T

3. GUNIRILESNMIAANG A13TNIsARINIINEIFSNNMIINEAIsTagnsdaios 1Tw M3
naaaIT N3 mMadadrdudlng wSedndRas&InIUaNITA Lﬁamz@mﬁﬁ@miéﬁa%’l Uay
%’ﬂmmmé’ww”ufn”ugﬂﬁﬂm:ﬂ:ma

4. GAUHAANUN msl,ﬁm;@mmﬁaaqmmw LU MITIVAAAINLATLA N30 AUENTA
FUDUNADRIE w%"a;uaammumﬁﬁmsﬂﬁgﬁuaﬁs I ugzan LLazmmzﬂ”uQu’%lnm"’mﬁwm

5. uyAaINT Winuasianudsmy mansaussilmanlum ssma uazdg

U

mwﬁ'umuu’tﬁﬁwﬁ'ummmawaagnﬁ%wiamu"l@”
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