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ABSTRACT

This study aims to study marketing mix,brand equity, andlifestyle that effect to
making decision process of tea pearl in Bangkok.The populations are male and female tea
pearl consumers residing in Bangkok. The sample group in this study included 400 people.
This research was quantitative research. The questionnaire was used to collect data and a
pre-test reliability test was performed with 40 samples. Cronbach Alpha = .956 and content
validity were verified by experts. The data were analyzed by using Descriptive Statistics
which are percentage, mean, standard deviation and inferential statistics is Multiple
Regression Analysis. Independent variables were marketing mix, brand equity, and lifestyle.
Dependent variable was who buyer’s decision-making process of tea pearl in Bangkok.

The study found that marketing mix, brand equity, and lifestyle influence to buyer’s

decision-making process of a tea pearl in Bangkok at the statistical significant level of 0.05.
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