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ABSTRACT

This research aimed to 1) examine demographic factors - gender, marital status, age,
educational level, and average monthly income - that influence consumers’ decisions to
purchase matcha beverages in Din Daeng District, Bangkok, and 2) investigate the effects of
marketing mix factors (product, price, place, and promotion) on consumers’ purchase
decisions. The study employed a non-experimental research design and collected data from 400
consumers who had previously purchased matcha beverages in the area. A questionnaire
with verified content validity and a Cronbach’s Alpha coefficient of 0.96 was used for data
collection. The data were analyzed using percentage, frequency, mean, and standard
deviation. Hypothesis testing was conducted through independent samples t - test and one -
way ANOVA, with LSD for post - hoc comparison, and multiple regression analysis.

The findings revealed that most respondents were female, single, aged 30 — 40 years,
held a bachelor’s degree, and had a monthly income of 35,001 baht or higher. The overall
level of consumers’ purchase decision-making for matcha beverages was high. Differences in marital
status and educational level resulted in statistically significant differences in purchase
decisions at the 0.05 level. Additionally, product, place, and promotion significantly influenced
consumers’ purchase decisions for matcha beverages in Din Daeng District Bangkok at the
0.05 level.

Keyword: purchase decisions
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