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ABSTRACT 
 
    This independence study aimed to study 1) the personal factors and behavior of the 
purchasing decision on transfigured tea products of customers in Pathumtanee Province , 2) the 
factors effecting the, purchasing decision on transfigured tea products of customers in 
Pathumtanee Province 3) compare the decision levels divided by personal factors of the 
purchasing decision on transfigured tea products of  customers in Pathumtanee Province, and      
4) compare the decision levels divided by the purchasing behaviors of  consumers in 
Pathumtanee province.  The sample group consisted of 246 consumers.  The statistical analysis 
was performed by percentage, mean, standard deviation, t-test,  F-test and LSD. Findings indicated 
that : 
  1.   Most consumers are married women, aged between 20 and 30. They have bachelor 
degrees and work in private sectors with 10,001 v 15,000 baht per month. They buy the 
transfigured tea products from Seven Eleven not over once a week, during 13.01 v 15.00. Their 
favorite taste is lemon with honey. They spend about 20 v 50 baht once and make their own 
decision. They love Oishi the most and the reason of the purchase is the uses of tea. 
 2.   The products and selling channels effect the purchasing decision at the highest 
level.  The prices and marketing promotion effect the purchasing decision at a high level. 
 3.   The consumers with various education backgrounds, jobs and monthly incomes 
have different decision levels at a significant level of .05. 
 4.   The consumers with various purchasing times  have different decision levels at a 
significant level of .05.    
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