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Factors affecting the buying decision of bubble tea in Tesco lotus Phetchabun
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Abstract

The research study of “Factors Affecting The Buying Decision Of Bubble Tea In Tesco Lotus
Phetchabun”. This research is quantitative research which purposes to study the difference of demographic
characteristics, that affect the buying decision of bubble tea and the marketing mix that make buying
decisions of bubble tea . The sample used in this research are people live in Phetchabun Province that have
400 people via random questionnaire for data collection. The questionnaire has three parts : demographic,
marketing mix and decision making. The data was analyzed by descriptive statistics, percent, frequency,
mean, standard deviation, standard deviation percent test, ANOVA (t-test, F-test), and Multiple Regression
Analysis (MRA) by using statistical packages program.

The result revealed that most of the sample were female (57%) with age ranging between 13 to 18
years old (22.75%), Holding a bachelor’s degree (50.50), government official (23.25%) and average of
monthly income more than 25,000 baht (27.25%).

The hypothesis testing found that the different of the demographic characteristics had a different of
age, education, occupation and average monthly income affecting on the buying decision of bubble tea. For
marketing mix factors had only promotion factor affecting on the buying decision of bubble tea in statistical
significantly 0.05.
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