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ABSTRACT

The research on factors affecting the consumption of pearl milk green tea case study: the
employees of Boots Retail (Thailand) Co., Ltd. had the objective 1) to study the level of the decision to
consume pearl milk green tea Classified by personal factors 2) To compare the importance of marketing
mix 3) To study the relationship between marketing mix factors and the level of the decision to consume
green tea, pearl milk. By using quantitative research methods and qualitative research combined, For
qualitative research, 10 experts from branch managers were selected by purposive sampling and using
In-depth interviews. For quantitative research, 400 persons were selected by probability sampling and
using questionnaires with SD scale (score 0-10) for data collection. The statistics used were frequency,
percentage, mean and standard deviation, Pearson correlation coefficient (r), multiple coefficient of

determination (Rz), standardized regression coefficient: (B)

The research found as follows: The population had decided to consume green tea, pearl milk,
average (mean) per month 434.600 baht S.D. = 213.654, the majority of the population is female (61%)
mean = 435.270 baht/month S.D. = 208.676, male (39%) mean = 433.550 baht/month S.D. = 221.894,
aged 31-40 years (45.50%) mean = 442.220 baht/month S.D. = 207.481, bachelor's degree or equivalent
(70.50%) mean = 433.770 baht/month S.D. = 211.404, and the average monthly income between
12,000-20,000 baht (32.50%) mean = 426.340 baht/month S.D. = 216.091. The characteristics of personal
factors of population, sex, age, education level and the average monthly income had different, the effects
on the level of decision to consume pearl milk green tea had not different. Found that the marketing mix
factors were 4 aspects, product, price, distribution channel, marketing promotion, the marketing
promotion was the most important factor, with mean score more than other marketing mix factors,
mean = 8.537 (very high level) S.D. = 0.761 and distribution factor less than other marketing mix factors,
mean 8.222 (very high level) S.D. = 1.504. And found that the relationship between marketing mix factors
with the decision to consume green tea, pearl milk was at the lowest to relatively high level (with
Pearson’s r Coefficient between 0.129 and 0.680, Adjusted R’ =.535), and found that the Standardized

regression coefficients (B) ranged between .029 and .504, with product factor showing more correlations



than other factors. And the distribution channel factor show less relationship than other factors, and found
that 3 marketing mix factors, product, price, and marketing promotion were significantly related to the
decision to consume pearl milk green tea at Ol = .05. And the results of the qualitative research found that
marketing mix factors in all 4 aspects had a very high positive correlation with the decision to consume

pearl milk green tea.

Suggestions: to increase sales based on marketing mix factors such as increasing distribution
channels to cover target customers, increasing communication fast and modern, increasing marketing

promotion, and increasing new different flavor products.

Keywords: pearl milk green tea, green tea for health
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