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ABSTRACT — The objectives of this study were 1) Attitudes
affecting the repurchase decisions of matcha green tea beverages
among consumers in Bangkok, 2) Marketing Mix (7Ps) affecting the
repurchase decisions of matcha green tea beverages among
consumers in Bangkok. Data were collected from consumers who
had purchased and consumed ready-to-drink matcha green tea
beverages in Bangkok. The sample group consisted of 400 people
using questionnaires to collect data. The statistical methods
employed included mean, standard deviation, percentage, and
multiple regression analysis. The results of the study were as
follows 1) Behavioral and Affective had affected the repurchase
decisions of matcha green tea beverages among consumers in
0.582). In

contrast, cognitive did not have a statistically significant effect on

Bangkok with a predictive power of 58.2 percent (R* =
the repurchase decision. 2) The Marketing Mix (7Ps), price,
promotion, and process had affected the repurchase decisions of

matcha green tea beverages among consumers in Bangkok with a
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predictive power of 61.4 percent (R*> = 0.614). In contrast the
remaining four components did not have a statistically significant

effect on the repurchase decision.

Keywords — matcha green tea beverages, Marketing Mix

(7Ps), Attitudes, repurchase decision
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