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ABSTRACT

The purpose of this independent study was to compare the consumer behaviors on
consuming the factorial and community spirits in Chiang Mai province. The data was collected
through questionnaires from two groups of respondents who preferred to consume factorial and
community spirits (200 respondents per each). It was found that the majority of respondents from
both groups were male (90.5% and 87.0%, respectively) with age range of 41-50 years old
(36.5%, for both groups), and junior high school education or lower (65.5% and 60.0%,
respectively). Their occupations were freelance for hire and farmer (74.0% and 72.5%,
respectively) with the average income of no more than 10,000 baht/month (92.0% and 87.5%,
respectively). The questions regarding their spirit consumption behaviors revealed that both
groups had the similar behaviors, namely, for relaxation or recreation after working (44.0% and
36.5%, respectively). The majority of respondents decided to purchase the products by
themselves (76.0% and 86.5%, respectively) and drinking time was during the evening (94.5%
and 93.0%, respectively). Those who preferred factorial spirit drank 2-3 times/week (54.0%) but
community spirit group drank regularly on a daily basis (57.5%). The majority of respondents

bought spirits from local spirit stores (60.0% and 59.5%, respectively). There were also existed



some different behaviors between both groups, such as the factorial spirit preferred group trusted
the production procedure would result in the safe products (16.0%) but the another group based
their buying reasons on economical cost (41.5%) and supporting of community products (14.0%).
The preferred degree of spirits for factorial spirit preferred group was 35 degree (74.0%) which
was compared to 28 degree (64.5%) for the community spirit preferred group. Both groups rated
two of the highest marketing mix factors differently on distribution venue and selling price. The
factorial spirit preferred group gave precedence to distribution venue over selling price factor but

its counterpart provided the opposite ranking.



