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Abstract

This research objective to study the process of making decision to consume pearl milk tea in people in
Ratchaburi province. And To study the process of making decisions to consume pearl milk tea in people in
Ratchaburi Province Classified by population factors and to study marketing mix factors affecting the pearl milk tea
consumption decision process of people in Ratchaburi province. The sample group used in the research was the
consumers of pearl milk tea in Ratchaburi province were 400 people. The instrument used in the research was a
questionnaire. Data were analyzed using frequency distribution, percentage, mean, standard deviation. And test

the hypothesis by using chi-square analysis
The research found that

1. Age, monthly income and occupation are related to behavior. Pearl milk tea consumption per week Still
found that gender, educational level Average monthly income and occupation are related to behavior. In terms of
consumption of pearl milk tea, it was found that age, education and occupation were related to behavior. As for the
pearl milk tea brand, it was found that sex, age, average monthly income and occupation were related to behavior.
Regarding the taste of pearl milk tea, it was found that the average age, monthly income and occupation were
related to behavior. Topping category and also found that sex, age, average monthly income and occupation are

related to behavior the expenditure per time for consuming pearl milk tea

2. Product factors, price, distribution channels, location and sales promotion correlated with the pearl milk
tea consumption behavior of people in Ratchaburi province Pearl milk tea consumption per week but the product
factor, price, distribution channel, location, and promotion. Not related to the pearl milk tea consumption behavior
of people in Ratchaburi province. Regarding the consumption of pearl milk tea for the pearl milk tea brand the

flavor of pearl milk tea Topping category and the cost per time consumption of pearl milk tea



3. The attitude is related to the pearl milk tea consumption behavior of people in Ratchaburi province.
Pearl milk tea consumption per week and the period of consuming pearl milk tea but the attitude has no relationship

with for the pearl milk tea brand Pearl milk tea flavor Topping type and the cost per time to consume pearl milk tea

keyword: Consumption behavior, Pearl milk tea, Ratchaburi
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