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Abstract

This study aims to investigate the consumption behavior of bubble tea among
consumers in Bangkok and its metropolitan area. Additionally, it seeks to examine the
relationship between demographic factors and marketing mix factors that affect the
consumption behavior of bubble tea among consumers in Bangkok and its metropolitan area.
The sample consists of 400 people who are bubble milk tea consumers in Bangkok and its

metropolitan area. Data collection was conducted using a questionnaire. The statistical
methods used for data analysis include frequency counts, mean, percentages, and standard
deviations. Hypothesis testing was performed using the chi-square (Y ) analysis method. This
research will employ Pearson Chi-Square analysis.

The research findings reveal that the majority of bubble tea consumers in Bangkok

and its metropolitan area are female, aged between 41-50 years, with a bachelor's degree,



working in the private sector, earning between 15,001 and 30,000 baht per month, and are
single. They consume bubble tea 1-2 times per week, primarily to feel refreshed. The most
preferred consumption time is during the daytime. The popular drink menu includes traditional
milk tea and original tapioca pearls with 25% sweetness. The primary decision-makers for

purchasing are themselves, and the most favored bubble tea brand is Koi Thé. Regarding the
marketing mix (4P), the overall level is high ()?: 4.02, S.D. = 3.32). When considering each
aspect individually: Product: The overall level is high (X =3.94,S.D. = 0.73) Price: The overall
level is the highest (Xz 4.21, S.D. = 0.83) Place (Distribution Channels): The overall level is
high (X = 4.02, S.D. = 0.83) Promotion: The overall level is high (X = 3.90, S.D. = 0.93)

The hypothesis testing results show that the factors in the marketing mix related to
the product, including the taste and aroma of bubble milk tea, the quality of the ingredients
used in bubble milk tea, the quantity of bubble milk tea that consumers receive, the variety
of toppings available, and the quality of the ingredients, significantly affect consumer behavior
recarding bubble milk tea consumption. This includes the objectives of choosing to consume
bubble milk tea, the tea drink menu, the topping menu, the quantity of bubble milk tea that
consumers receive, and the sweetness level of bubble milk tea, with significant differences at
the 0.05 level.

Regarding price, factors such as the appropriateness of the price relative to the quality
of the ingredients and the price compared to other brands significantly affect consumer
behavior. This includes the objectives of choosing to consume bubble milk tea and the tea

drink menu, with significant differences at the 0.05 level.

Concerning distribution channels, factors such as the suitability of the location for
customer service significantly affect consumer behavior. This includes the objectives of
choosing to consume bubble milk tea, the time of consumption, and the sweetness level of
bubble milk tea, with significant differences at the 0.05 level.

Regarding marketing promotions, factors such as promotional offers, discounts, and
the extent of advertising through various media to reach consumers significantly affect
consumer behavior. This includes the objectives of choosing to consume bubble milk tea and
the sweetness level of bubble milk tea, with significant differences at the 0.05 level.
Keyword: Consumption behavior, Bubble tea, Consumers, Demographic factors, Marketing Mix

factors
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