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Factors Affecting Tourists’ Decision Making in Purchasing Tea Leaf Beverages in

Chiang Rai
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ABSTRACT

The objectives of this research were: (1) to study the personal factors influencing the
purchasing decisions of tea leaf beverage products among tourists visiting Chiang Rai
Province; (2) to examine the differences in purchasing decisions of tea leaf beverages
according to tourists’ personal factors and (3) to investigate the influence of marketing mix
factors on the purchasing decisions of tea leaf beverage products among tourists visiting
Chiang Rai Province. The sample group consisted of 400 tourists. Descriptive statistics,
including frequency, mean, percentage, and standard deviation, were employed, along with
inferential statistics such as the t-test, One-way ANOVA, and multiple regression analysis. The
research findings revealed that tourists’ personal factors gender, age, marital status,
education level, occupation, average monthly income, and domicile significantly affected
their purchasing decisions for tea leaf beverages at the 0.05 level of statistical significance.
Furthermore, the seven components of the marketing mix product, price, place, promotion,
people, process, and physical evidence were found to have significantly different influences
on the purchasing decisions of tea leaf beverage products among tourists visiting Chiang Rai

Province at the 0.05 level of statistical significance.

Keywords: Tea Leaf Beverage, Marketing Mix, Purchasing Decision
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