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Abstract

The purpose of this study was to study the comparison of 7P’s marketing mix
affecting students' decision to buy bubble milk tea from the Faculty of Home Economics
Technology, Rajamangala University of Technology Phra Nakhon with case Study: Fresh
Me and Nobicha and to analyze students' decision to buy bubble milk tea from the
Faculty of Home Economics Technology, Rajamangala University of Technology
Phra Nakhon according to marketing mixes, the samples consumer for the study was
400people. The results showed that most respondents were female, aged between 18-
20 vyears, currently studying in 3" year of Food and Nutrition, with the same average
monthly income of fewer 5,000 baht and 5,001 -10,000 baht, and most of them are
intended for drinking as a snack because it’s delicious. The most influential person in
the decision to buy bubble milk tea is themselves. The duration of the service is mostly
between 11.01 - 14.00 hrs by choosing to buy at the mall. There is a frequency of buying
bubble milk tea 2 times Per week. The most consumers know Fresh me and Nobicha
bubble milk tea shops from the internet and the type of beverage they choose buy is
milk tea. The marketing mix affect to make decision to buy bubble milk tea at Fresh Me
and Nobicha found that the overall was at both of high levels with the price of Nobicha
the most, and Nobicha Shop Personnel. The comparing the marketing mix affect to make
decision to buy bubble milk tea at Fresh Me and Nobicha, it was found that the decision
to buy bubble milk tea from different respondents is a result of differences in age and

income with statistical significance at the level of 0.05
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