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Abstract

This study aims to investigate the factors influencing the purchasing decisions of Assam tea
among the population in Chiang Mai province. The study includes a population and sample group, of
individuals who have previously purchased Assam tea in Chiang Mai, totaling 400 participants.
Convenience sampling was used as the sampling method, with participants randomly selected until
reaching the target of 400 samples. The data collection tool used was a questionnaire, and statistical
methods such as percentages, averages, frequency distribution, standard deviation, and simple linear
regression analysis, were employed for data analysis. Multiple regression was used to search for
predictive factors, and a predictive equation was created using the Enter method. The research findings
indicate that the majority of respondents to the questionnaire are male, aged 16-26, with undergraduate
education, and a monthly income of less than 10,000 baht. Most of them purchase herbal tea,
specifically green tea, black tea, and Assam tea., from grocery stores, water stalls, and floating markets.
with an expenditure of less than 100 baht per purchase. In terms of marketing mix factors, product-
related factors were rated at the highest level, followed by distribution channels, price factors, and
marketing promotion factors. Regarding attitude factors, the overall level was high. with knowledge and
understanding factors at the highest level, followed by emotional factors, feelings, and behavioral
factors, respectively, this study also found that deciding to buy Assam is important to consumers.

If consumers have a positive attitude towards any brand of tea, they will decide to buy it immediately.

Keywords: Marketing Mix, Attitude, The Decision to Buy Assam Tea
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21SA1SUSKISSSAIDROAIKNSSY m

PNNAYDINGLFI0E9IAYDIAEERTNIIAIWINYBY MLS 81w (Taro Yamane) 7iszAuAuail 95%
Aty dmsunmsanavinavesnguiegsildlunisinumasall lingudiegneisan 400 Ay
4.2 minTaeuAuIniAIesilelilun1side

va o

mafiurusudoys Afeldiudunsaiaeiesienlilunsifuteyauaznsnn aunimues
\wiesile Tnsnanisnsraaeuaunsadailan (Content Validity) 91ngidervny $1uau 3 vy
fAndviaudenndosszuindedniuuay inguszasduieddiswiifesnisia (I0C: item-Objective
Congruence) 521314 0.60-1.00 UATHANIATITABUAIANNLTDITU (Reliability) vasuuuasuniuiian
mudenadesneluseduusyansuearinseuunn (Cronbach’s alpha) Wiy 0.973
4.3 Mylasenveya
ﬁm%"uaﬁaﬁiﬁﬁumﬁmeﬁ%;ﬁaﬂimaum"w N9LANKLIIMIAIAINE N15MASeEaY

Aade druidonuuninsgiu uagnsadeuauuisiudiuldasesofu (Independent Sample
T-test) A19LATIZUNITIATIZAANULUTUTIULUUNIUAYY (F-test 1139 One-way ANOVA Analysis)
uagdiATIzsinIsanneenuan (Multiple Regression Analysis) IngldAnduuszansnisnanesnngm
(Multiple Regression Coefficient) iiledumdanensaiuaraiisaunisnensailagld3s Stepwise
FBnsiaszinnneswygm (Multiple Regression Analysis) tileldifudmensailasisuuuy
YOIAUAT

4.3.1 wan15ns1eidadenislszvinsmansueenauluuaaun1l Wuldl §nou
wuvgeuamdlvgdunane Sovas 52.70 91y 16-26 U Saway 54.90 nsAnwszAuUTeyeyn3
Sovaz 32.90 1TnUnSau/UnAnw Sosay 45.10 seladewiou Ueenin 10,000 U Sepaz 46.00
sesasunbokn 10,000-15,000 U Seeay 23.10

4.3.2 namshasgingAnsaulunisiadulatondady frevuvuasuniudlug o
anulnsuszian ¥1den Andudosas 42.70 sesaanlaun ¥ Savay 18.00 ¥ dady Savay 16.00
usTafusiuuunszln Souaz 58.00 uarkuuns Sovaz 42.00 anufitenduwievesth duriei
WHsaes So8ay 36.20 sosaunlaud Suazainte (1w 7-11, Family Mart, 108 Shop, lada toninag)
Youay 27.60 Aldsresensidunisterdadusinit 100 vm Yesay 52.40 mudlunstevdady

v o A

2-6 Judedun v Seuag 34.20 awvniivevidady Juveusaviivesdadu fevay 60.20 {uilaa

q

a '

fiansnasonisinaulodees Yovay 57.80
4.3.3 nan1sanwsraudadediudssaunisnisnain Jadenieniudiuusyaunis
nsmanndiisninanenisinauladeousadunuin aglusEAunIn 31NNNITIATIENAIUDANDELT
wyAn (Multiple Regression Analysis) #2835 Enter wui1 faudsfuannsoneinsainisdnaulade
v g

Y1oadN wazdliiuin Jadediulszaunianisnana (Sig = 0.000) wanaindadeninaiiaiuisa

wensain1sdnduladevisadulaetlidudfy viliaudsd amisaeduisanuulsusiu
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vasn1sinduladerdadulasesay 65.8%50H81U1ANYINTAISDYAL 65.8 LATIAIAINUAANAARDUVD

ﬂ’]iWEJ’miai‘ﬁl +0.437 %Jﬁ?ﬂ’]‘iﬂﬁ%’]ﬂﬁﬂﬂﬁﬂﬂﬂ@ﬁ VLé]ﬁx’iﬁJJﬂ']iﬁl 1 LLaBLLﬁﬂdﬁd (Gﬂ‘i’m'ﬁl 1y 2)
dunsh 1 nsdnaulatiousady = 0.437+0.339X+0.199X+0.053X+0.248X

A1519% 1 Lansmnuulaainnsinsiginisanasuidadu (Model Summary)

Model Summary

R R Square Adjusted R Square Std. Error of the Estimate

81128 .658 .665 437

M990 2 HaNFIATIETANaAneeTIanYesadsdulTEaun N IRA1n Fen1sRndulate

SALGGE

dependent variable: ns@naulateudady, r = 0.811, R?= 0.658, constant (a) = 0.437

Independent variables B Be Std error t Sig.
(Constant) .596 .108 5.513 .000
Yaduaunando 339 .048 358 7.070 .000
Uadausan 199 052 212 3.849 .000
Uaduautoanienisnaia 053 .048 057 1.114 266
Yaduaunisduasunisnain 248 035 278 7.082 .000

SN o o W

*fpdrAgyneadanszau 0.05

4.3.4 nansdnwnszdutladefauaindnadonisinauladowdadu AnswegluszAuun
(X =3.69, S.D. = 1.023) 31nAN1TIATIEHIAMUNANDELTINYAM (Multiple Regression Analysis)
§163% Enter wudn fanUsduaunsanennsalmsinauladesadu wasdlniiuin Jederiauai
(Sig = 0.000) wanvirtadesinanansanensainsiadulaterdaduldedaditudey vlisuusd
annsaesusmNLLUsUsIwesnsinaulatensaduldsosas 65.0 viallsnunanensaitesay 65.0
wardiAAuAAIALAR aTRINTNEINTAIN £0.441 Faanansaadsaunisanaes 1Hea (131971 3 uaz 4)

LATAIFUNITN 2 Aatl
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aunsh 2 Masinaulag e saduY=0.441+0.020X+0.213X+0.558X

a o ay v a ¢ a v
A5199 3 LansmLuUnlaaInnTies1ginsanaeeidadu (Model Summary)

Model Summary

R R Square

Adjusted R Square

Std. Error of the Estimate

.8062 .650

.648

441

M19°99 4 Han1FIATIEANnnneuIvguvesdadeinuad ensdnaulateudady

dependent variable: n1ssinaulatioudady, r = 0.806, R2= 0.650, constant (a) = 0.441

Independent variables B Be Std error t Sig.
(Constant) .198 .104 7.708 .000
Uadeenuaug anudila 020 044 022 442 659
Uadgauviruad 213 048 238 4.395 .000
Jaduaungfingsy 558 .044 589 12.720 .000

»{lfdndnynnsadavisyiu 0.05
NANTINAROUANAFIUAINNTOULUIAIINAATTY WU auufgiuil 1 dudnuue

¥
U o o W

Useansanans bown anTniuanmeiy dananan1sdnduladevidaduneans1eany o seeutedn

D 2

0.05 auuRgIuT 2 WeAnssuvesdee lawn FuiIungeunnasiudnarenisinduladeydadun

¥

wanenaiy o seAuted1dny 0.05 auufgiud 3 Yadedrnuszauninisnaindinananisindulade

¥o9adu o seAuted1Any 0.05 warauufgIun 4 aunddaasonisinduladeydady vidady

LYK o

 szautldfny 0.05 FIRN997 5

M19199 5 A5asUnIsVnaeUaNLRgIY

- — NANAFDUNTEAU
GHEHE R doAnngau Sig. F-test o ..
dydAgy 0.05
H1 dnwaennalseannseansnuanaeaiuaiananisinauladevsadununnsneiy
H1.1 91 TWALANA1SAY d9Hanen1s | One-way 0.000 2.730 YU
fnaulavavdadunuana1ey Anova

H2 nafnTsuvesdeiunnsiudmadenisindulademdaduiunnsiiaiu
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- — NANAFDUNIEA
AuNAgIY ddanaaay Sig. F-test .

dgdfgy 0.05

1

H2.1 SMUIUNTOUANFAINAUEINAAD | One-way

waa & o ouod e 0.000 3.122 YRUSU
Msndulagerdadunuanmay Anova
H3 Jadediudsedunienisnana
L N S Multiple 0.000 658 Adna
danananisindulatevidady

o = ; o o Y Regression
HA viduAddanasnoni1sanaulade s

v o Analysis 0.000 650 dama

5. djUuazanusnenanisivg
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dulvg) denussyiaiuuunssyn anunForniuvievet uuetl wisaey AlETesRensIlung
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q

yaa a '
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dn3de Wnyey, 2565)
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anuuUsUTITeINIsinaulat e saduldtosay 80.6 donndadfiu N1SANEITBY AN 19¥A
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6. taLauauuY
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