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ABSTRACT

The objective of this study was to examine consumer behavior towards
purchasing alcohol beverages in Mueang District, Samut Sakhon province. Data collection was
completed by 200 consumers who purchased alcohol beverages in the mentioned area and
whose age was over than 18 years old. Then, the data were analyzed by descriptive statistics
which composed of frequency, percentage, and mean.

According to the findings, most respondents were single female, whose ages
were between 18 — 25 years old, with bachelor’s degree. They were mostly employees for
private companies and earned 5,001 — 10,000 baht for monthly income.

The findings concerning on consumer behavior towards purchasing alcohol
beverages were shown hereafter. Most respondents revealed that a type of alcohol beverages
they frequently used to purchase the most was beer and it also the most favorite type of alcohol
beverages they frequently purchased recently. They frequently purchased Spy brand for a ready
to drink alcohol beverage, Regency brand for liquor, Leo brand for beer, and Monsoon Valley
brand for wine/champagne. As per a result of purchasing the alcohol beverages, they mentioned
to the good taste of the beverage itself, and they would occasionally purchase any of them when

there were special occasions or festivals. Person influencing the purchase of alcohol beverage



was specified to the respondents themselves. Place where they purchased the alcohol beverage
was mentioned to convenient stores. Each time of purchase the product, they spent around 101
— 200 baht for the bottle type of package. They indicated that the frequency of purchasing the
product in a month was rated at rarely level. The quantity of alcohol beverage they purchased
in each time was mentioned to 1 — 2 bottles or 1 — 2 cans.

Based upon the study on marketing mix factors affecting the alcohol beverage
purchasing decision, the findings were shown hereafter.

In terms of product, the first three factors affecting purchasing decision were
mentioned at high level to the reliability of brand, the taste of product, and the quality of
product.

In terms of price, the first three factors affecting purchasing decision were
mentioned at high level to the proper price comparing with product quantity, the price of a
bottle of product, and the clear price sign.

In terms of place, the first three factors affecting purchasing decision were
mentioned at high level to the ease for purchasing, the availability of products in any convenient
stores, and the availability of products in general Mini-marts.

In terms of promotion, the first three factors affecting purchasing decision were
mentioned at moderate level to the television advertisement, the billboard, and the promotion

such as premium products or a drawing for prize reward.



