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ABSTRACT

This study aims to examine the marketing mix and consumer behavior influencing the
decision to consume ice cream and milk tea at Mixue stores in Bangkok. The sample group
consists of 400 customers of Mixue ice cream and milk tea in Bangkok, selected through
accidental sampling. Data was collected using questionnaires and analyzed using descriptive
statistics, including frequency, percentage, mean, and standard deviation. Inferential statistics

were employed through multiple regression analysis.

The study found that marketing mix factors could explain 48.8% of the decision to
consume ice cream and milk tea at Mixue stores in Bangkok. Among the marketing mix factors,
the most influential on the decision-making process was the product (Beta = 0.389), followed by
promotion (Beta = 0.293) and price (Beta = 0.252), all statistically significant at the 0.05 level.
However, the place factor did not significantly explain the decision-making process. Additionally,
consumer behaviors, such as the products regularly consumed, the purchasing channels, and
the reasons for purchasing, influenced the decision to consume ice cream and milk tea at Mixue

stores in Bangkok.

Keywords: Marketing Mix, Consumer Behavior, Decision-Making Process
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fN3a8az (Percentage) MIMALaR ¢J(Mean) LLazmuLﬁmmummgm (Standard
Deviation)
3.2 aliALTIauaNY (Inferential Statistics)
’imi']:ﬁ"a%laLﬂ%';mLﬁmJﬂ'nuLmﬂ@i’mﬂmﬁ'ﬂmuﬂsmumammm@Lmz
Wﬂ@ﬂiﬁ&lfﬂ’ﬂﬂﬂﬂﬁdwa@iE]ﬂ’li@ﬁﬁﬂﬁﬁ%ﬂ’]ﬂﬂ%ﬂﬂLﬁm_lm’mLL@m@i’Ni:WJ"N@T’JLLﬂi
2 61 udsmonsiessiaaienas 2 sauds usslSpufiuanunana3Ening
gy 11N 2 @auds MemIeTERaNNLLIUIIUN9E87 One-way ANOVA:
F-test uaz iWisuiisuanuuandaiduanseid Scheffe LAZNAROLRNNAT AL
Wo&IA7Y YNy 0.05
mﬁmﬁ:ﬁmm(ﬂnaUWﬁQm (Multiple Regression Analysis) lE# %50 neseu
suNdzn wazidunsfnmanusunusnimudsbaszannnimisdaudsiu 6
wsanw 1auds iWunsdnsnanudunuiszninsdudsidueaudseunuaauds
Ay BsuananazrnlnuanusRB TR aLl I gL S9RuNTaTiia
wo9e uilveauluvnwensawennsaieaudiiuns lawdaunuuanvwaves

ANNEINNTA NS Fwsuazmsaiuneaudsindunnesinesla

HAN1IILATITRIDYA

1, Namﬁmsﬂzﬁ"ﬁagaﬁ‘ﬁ'lﬂmaogﬁfmammmaumm m\jugﬁim‘laﬂﬂ%‘u - TIBUTIH
e al] (MIXUE) Iumﬂ‘gdmwumum 31U 400 PO WU fulnniduwine
Wijd @1gagening 18 - 28 1 swvl,ﬁ@imﬁaua%iﬁ 20,001- 30,000 LN/L@BY

2. Namﬁmﬂzﬁmﬂmssfm‘nuﬁaQaﬂaﬁ‘ydmﬂizaumamwm@ﬁdawa@iami

dafulavlnaleaniv-muy Suliias (MIXUE) Tulaanjamwamiuas 6301
1

Sb
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P> 2 o A ' v a a =
M3 IN 1 Nﬂﬂ’]iﬂﬂﬂqﬂ’ﬁ]'ﬂUaﬁuﬂizaﬂﬂ’]ﬂﬂ’]i@la’]@ﬂaﬂNﬂ@]ﬂﬂ’]i@l@ﬁ%lﬂﬂjiﬂﬂvtaﬂﬂiw-ﬁqum

uday (MIXUE) lumﬂgamwwmum lagsu

Javad@ 1l scaun1an1saann X S.D. nsulsua

1. G WHAAN A 4.20 0.583 el

2.61%310" 4.37 0.497 mﬂﬁq@

3. @ nEUi 4.19 0.629 N

4. FUNIRILRINNNNIAAG 3.63 0.700 N
AN 4.10 0.409 N

AMNATN 1 Naﬂ'ﬁ'ﬁﬂE’]ﬁ’ﬂ’;{lﬁ?%ﬂizﬁuﬂﬁdﬂ’ﬁ@lE\l’]@]ﬁﬁ\‘iNﬂ@iﬁ]ﬂ'ﬁ@]y@ﬁ%l’i] U%Iﬂﬂ

loanIn-mun Sulieds (MIXUE) luanjainuamiues lasnwnagluszauann e

NI T UAH 13100 ﬁmmﬁﬂgoq@ A9 4.37 309890108 UNRANIATN JA1LaRY 4.20 0

A AL A v  Aa A o A A @ ' a A A
FOTUN dALaae 4.19 LLﬂz@’]%ﬂ&lﬂ’]Lﬂﬁﬂ%@ﬂ‘ﬂg@ A AMTUNIIRILRINNIINITIARTN UATNLAREY

3.63 ANA1OU

3. wamvieTed Teyannansinguilnanasuadenisdadulanilaalaaniy - m

wy Fufiiads (MIXUE) Tuaanganwamiuas wudt fudnsudsenududed

sulngiduleansy saulngTannsalnaiiw ianTasr9a1nanadn (12.01

~ 18.00 %.) fielFduluniFeudazaiiagf 31 - 60 un dulngdadulade

7 EI@]%LE]GLL@Z%?JLWT]&TWY‘IQT]

4. wanmsansimsaasulavslaalaanSu-vuuudia)s(MIXUE) lwa

ﬂ?‘\‘iL‘YI‘WN‘HTHaﬂi AINNTN 2

A39N 2 wamsansnsaaaulanslnaleanSu-musHuliels (MIXUE) luae

ﬂi;\‘iL‘Y]W URTUNT I@] HIPEY

nMIAaawlUIlna X S.D. nsusua
1.myusTam 4.06 0.632 4N
2.M3AUMTaNA 3.71 0.828 AN
3.miydezidiuvnmaiien 417 0.630 AN
4. MIaaawlaltusns 4.02 0.660 N
5.WOANITINRRINTITUTANT 4.17 0.572 AN
ANIIN 4.03 0.464 N
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NNANTN 2 Hamsansnsaaaulavsinaleandu-mususuliieis (MIXUE)

‘luw@m;omwumum I@mma%ﬂmz@”ummﬁaﬁmimﬁ

WU

a A
MIUTLUNILRNUAL

woAnTIunaInIltuInmIddiafogiga e ndmdumaden Sd1ads 4.17uaznnAnITuRAY

milguinmsfidnads 4.17 sesaaan de masuidywn Jduade 4.06 midadulalduinig &

! a o Aa a o P A @ @ A a o
ALang 4.02 LLaZTaﬂNﬂ’]LﬂaUuaﬂﬂq@ e ﬂ’]iﬂ%%’]‘lla%la UALany 3.71 aUaaU

Naﬂ’}iﬂﬂﬁaﬂﬁﬂuag’}%

1 wanInerausuNAzIWYIBUNEUTITUR IR IERUNIINIANALINIRINAGS

nazmunndadulavilnalaaniy-muy Suiieds (MIXUE) luwanjamwamues nasay

@T’Jymﬁmﬁzﬁaumm@mm%@wmm (Multiple Regression Analysis) HANINAFRBURUNAT I

LRI AIANI19 3

M1519N 3 @haﬁﬁﬁlﬂumsﬁmimmmmmmmaaammm@nam%awmmmaoﬂaﬁ'ﬂmu

Urzauninsamanunszuiwmiaadulisilnelaanin-mua Suliads (MIXUE) vasguilng

lwaanzannumuas
Unstandardized Standard Collinearity Statistics
Coefficients ized
Model Coefficients ( Sig.
B Std. Error Beta
Tolerance VIE
ﬂ"]ﬂd‘ﬁl 0.755 0.181 4173 0.000
1. FUHAAN U (X1) 0.309 0.031 0.389 9.940 0.000** 0.840 1.191
2.60%437101 (X2) 0.235 0.036 0.252 6.555 0.000** 0.871 1.149
S.ﬁﬂuamu‘ﬁ' (X3) 0.058 0.030 0.079 1.907 0.057 0.749 1.335
4. A BNIIFILFINN 0.194 0.027 0.293 7.098 0.000** 0.755 1.324
NIARAA (X4)

Y=0.755 + 0.309 (X1) + 0.235 (X2) + +0.058 (X3) + 0.194 (X4)

R?= 493, Adjusted R?= 488, F=96.076, Sig.= 0.000

ANTHN 3 WRAIINALUIAY ﬂa%ﬁ'ad’mﬂﬁ]'cﬁ'ﬂdmﬂs:awmammmmaa;jfu‘%lmlw,w

NIVNWIRTUNT a%mmn’]ww"‘muhmaaﬂs:mumm”@ﬁulau’%lnﬂvlaﬂﬂ%w-%wuw HNudaae

(MIXUE) luszeuthunans aaiusouas 48.8 (Adjusted R%= .488) iloWasomnaniwavassauds

v A

AUNUANTNAARAILUTONN WU aulIawiTa 9@ nlssaun1InITaaIaNatuNnIzUIRANT

dafulauilng uinfigade dundasiied ddwrini 0.389 (t=9.940 ,p = 0.000) J89asNda
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MIFILFINNWNTANG ANy 0.293 (t = 7.098,p = 0.000) @ uA1 JALyiny 0.252
(t=6.555 , p = 0.000) anviushuanudt aunnesuisanuudsdruludasusiulszaani
msaaanunszuaumsaagulanslnaloansu-mua  Hudieds  (MIXUE) voIgu3lnalulaa
NINNUWIUAT fivzauvpddnIafiadn 0.05

2. WANIAATZRUAENARIURNNAZTIWLUIBUITBY  WRAnTINUANEINUINITUININT
aaaulauslneloansu-muy e (MIXUE) lulanganwumuas wud wodnssuuandis
i M du nhaseifidansulsznu sasmsmsidanda qﬂﬂaﬁﬁﬁﬂﬁwa@iamsl,ﬁaﬂ%mm:
m@;wasl,umil,ﬁaﬂ%a fnszuunsaaaulavsineloansu-uy  Suledy  (MIXUE) luwe
ﬂEdLﬂWN%’]%ﬂiﬁLL@lﬂ@hdfﬁk snn Tranmlumsidendauazenliinslunstoudazass

Tauanenens

VLAWY

INNITANBILTDI ﬁﬁ]ﬁ‘fydfmﬂs:awmaﬂ’m@m@LLa:wqﬁﬂstﬁIm‘ﬁdawa@iams
dagulavilnaloaniv-muy Iulieds (MIXUE) Twaanjanwamuas swnsnsgdusian
o @ A % v X
sagnidudaiauaun: laash

1. T2908BUTLRUNIINITARA UWNAAAIAN GAWINAT AIUNITRILFEINNTANNG LTuiTaae
Qo dlq/ ) ™ v o Q (=] > > [} dl dl %
wan 9nguslnaludtuldenuddmpdududuusn  ludiwvasaniudiiiasnnifagiu

Auilnaldanuddgiuenunaiuazdszaunsainifeniivans Hiuuwaanaiu

6 a 1 6 1 % -jl/ v 1 a dq(
20U 18t NITUSNNTINRID AU LA RTIUAAURHAIANNADINTH LANIINITLEWN9 1158
ﬁué’wﬁﬂ@maaﬁﬂﬁ;&’ﬁiﬂﬂmmsnﬁﬁaﬁuﬁﬁ"l@‘fnﬂﬁnnnm TauNaWNAITITINE
y-| ] w A o j’ Aa J aa o o [ d';ﬁ % A

Lidnasantaaawlaiwrznisesaiiadululanddnarinlvzniunaaiueitdansadls

MINTNAINH ;&"ﬂi:ﬂaumﬁaﬁadﬁmﬂ%ﬂaqwfﬁﬂmwmﬁmm:awﬁuqmmwua:

YSanmuazilyslasuanunania lamaniadnsguialdsluty 1uan 1 %38 dauaaniiee

1 { § v A g QI &/ 1 ) ] )
ludan 2 iNaliiia LLiagﬂﬁﬂuﬂﬁ%aummmmwﬁwaamdmimwm%mmaama
' ' = & A o oA = A A & o =< A
oA e UnanTwrsa loTuadifs  wananwwaIIIN laInIuSNs
waIn131y INalwtAaaudsenulunsda fuauazuIn13En
2. midefulafendafuduazuinns  guilnaldenudayluies meoualumafande
Lﬁa@lauauaammﬁaamwadQu‘%lmmﬂﬁq@@T\ﬁﬁfugﬂs:ﬂaumﬁaﬁaaﬁwﬁaﬁa
ﬂéjmﬂmmmﬂu%é'ﬂ LT wamLﬁ'a@auauaommﬁmmwaagﬂﬁﬂ @i”mvlﬁumjugmﬁﬁmu
. , v & ¥ A W A o €% @& A do & Aa o @ o A
‘Lmyﬂunqugnmmammavlu wa@mmmumﬂuaa‘nmmu@ahﬁmﬂsmﬂ%"ﬂaa;d‘uﬂﬂﬂ
A ] o o U 6 d' >3 ] R < % 1
w3a bal mmﬂmlmﬂuﬂaqmmsmwmm:amunqmﬂmmﬂ"lmw:l,ﬂumsmuqmm
L. P o . - R
ATAAT F3IANULTONY KIANIDANLULUTINIIANTINUNRZAIN fauunisanaulang

v oa 1 1 o & o =3
Ed‘]_l‘iiﬂﬂa&l"lx‘]@ﬁd'ﬂ(ﬂ ﬂawmmeﬁammmmﬂmw: 811
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datawaunslnnisfnsasonaly
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=3 =3 o @ =S Aa 1 > Aa dq' A a ) A a 6
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