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Abstract

This Article aimed to study (1) examine the marketing mix factors influencing
consumers’ choices in consuming matcha green tea; (2) investigate the relationship between
demographic factors and consumers’ matcha green tea consumption behavior; and (3)
analyze the influence of psychological and social factors on consumers’ matcha green tea
consumption behavior. This research employed a quantitative approach, with data
collected through a structured questionnaire. Statistical analyses included frequency
distribution, percentage, mean, standard deviation, hypothesis testing using t-test and one-
way ANOVA, Scheffé’s posthoc test for pairwise mean comparisons,and multiple regression
analysis. The findings revealed that:

1) The overall level of marketing mix factors influencing consumers’ choice
of matcha green tea consumption was found to be high. When examined by individual
dimensions, all were rated at a high level. In order of mean scores, the highest was the
process, followed by the physical environment, personnel, price, product, marketing
promotion, and place, respectively.

2)Differencesin demographic factors led to variations in matcha green tea
consumption behavior. Specifically, gender, age, education level, occupation, and income
significantly influenced various aspects of consumption behavior at the 0.05 level of
statistical significance.

3) Psychological and social factors also had a statistically significantimpact
on consumers’ behavior to consume matcha green tea at the 0.05 level. Key influencing
variables included attitudes toward matcha, perceived health benefits, reference group
influence, and decision-making processes, respectively. Among the marketing mix factors,
the product factor received the highest average score , while the physical environment

factor received the lowest average score.

Keywords: Consumer Behavior; Green Tea Matcha; Psychological and Social factors;

Marketing Mix Factors
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