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Abstract

175432

The study aims to discover (1) the effect of the personal factors: sex, age,
education, marital status, career and income on the consumer behavior, (2) the effect of
the ready-to-drink green tea's marketing communication factors: product, price, place and
promotion on the consumer behavior, and (3) the relationship between the personal
factors and the ready-to-drink green tea’s marketing communication factors. The
quantitative research, using survey method, has been conducted. 440 questionnaires are
distributed to consumers. The results are as follows:

1. The overall personal factors have no effect on the consumer behavior of the
ready-to-drink green tea regarding the “consumption level”. For the personal sub-factor,
the career, the only personal sub-factor, has an effect on the consumer behavior of the
ready-to-drink green tea regarding the “consumption frequency”.

2. The overall ready-to-drink green tea’s marketing communication factors have
no effect on the consumer behavior. But if considering the influence from each factors, the
study indicates that some of ready-to-drink green tea’s marketing communication sub-
factors have an effect on the consumer behavior, namely;

- the study on the ready-to-drink green tea’s marketing communication factor
in term of “product” found that the two sub factors which are the plenty of green tea
ingredient and the obvious indication of the different flavors have an effect on the
consumer behavior regarding the “consumption level”. The plenty of green tea ingredient
has the reversal effect on the consumer behavior regarding the “consumption level”
whereas the good flavor has the reversal effect on the consumer behavior regarding the

“consumption frequency”.
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- the study on the ready-to-drink green tea’s marketing communication factor
in term of “price” found that none of sub factor has an effect on the consumer behavior
regarding the “consumption level”. However there is a sub factor which is the high price
because of the green tea’s imported ingredient has the reversal effect on the consumer
behavior regarding the “consumption frequency”.

- the study on the ready-to-drink green tea’s marketing communication factor
in term of “place” found that there is no sub factor that has an effect on the consumer
behavior regarding the “consumption level”, but there is a sub factor which is the product
distribution at the manufactures’ subsidiary restaurants has the reversal effect on the
consumer behavior regarding the “consumption frequency”.

- the study on the ready-to-drink green tea’s marketing communication factor
in term of “promotion” found that there is no sub factor that has an effect on the consumer
behavior regarding the “consumption level”, whereas there are two sub factors which are
the demonstration of the traditional Japanese Tea Ceremony and the continuous
promotion on the benefit of green tea have effect on the consumer behavior regarding the
“consumption frequency”.

3. The personal factors which are education, marital status and career have the
significant relationship with the overall ready-to-drink green tea’s marketing communication
factors. When considering the sub factor from each one, the results are as follows:

- sex has the significant relationship with the ready-to-drink green tea's
marketing communication fe;ctors which are product and place.

- age has no significant relationship with any ready-to-drink green tea's
marketing communication factors.

- education has the significant relationship with the ready-to-drink green
tea’s marketing communication factors which are product and promotion.

- marital status has the significant relationship with the ready-to-drink green
tea’s marketing communication factors which are product, place and promotion.

- career has the significant relationship with the ready-to-drink green tea’'s
marketing communication factor which are product and promotion.

- income has no significant relationship any ready-to-drink green tea'’s

marketing communication factors.





