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ABSTRACT

The objectives of this research are to study the marketing mix factors affecting
consumer decision towards buying imported wine in Mueang Chiang Mai district. The imported
wine business may be able to use the information of this research to improve their businesses to
be more effective. There were 300 convenience sampling of which 150 sampled were Thais who
have at least 15,000 baht per month income and the other 150 sampled were foreigners who live
in or around Chiang Mai province and surrounding areas, , and who have bought imported wine.
The statistics used to analyze the data are descriptive statistics which are frequency, percentage
and mean. And ANOVA.

The results of the study show that most of the Thai respondents living in Mueang
Chiang Mai district, were male, married, aged between 31-35 years old, employees earning
between 15,000 -20,000 baht per month, and held bachelor degrees. Most of foreign respondents
living in Mueang Chiang Mai district were female, French, aged over 45 years old, employees
earning less than 50,000 baht per month, educated with high school diplomas, and lived in Chiang
Mai for less than a year.

The results of the study show that the type of wine that both of Thai and foreigner
respondents preferred to drink red wine the most. The second and the third most popular wines
are white wine and rose wine. The type of red wine that they preferred to drink was Shiraz, while
the type of white wine that they preferred to drink was Chardonnay. The character of wine that

they preferred to drink was fruity and they selected wine for its density. They preferred to drink



French wine and sometimes they selected wine for its awards. They reported that they have not
bought wine that did not have a tax stamp. They mostly drank wine with friends at home, but they
decided themselves which wine to buy.

Differences in buying behavior between Thais and foreigners respondents were also
found. Thai questionnaire respondents preferred to drink wine, aged between 4-6 years old while
foreigners preferred to drink wine, aged between 1-3 years old. Thais preferred to drink full body
wine while foreigner respondents preferred to drink dry wine. Thai respondents selected wine for
its alcohol strength, but foreign questionnaire respondents did not. Thai questionnaire respondents
specifically bought wine by the brand name but foreigners did not. Thai questionnaire
respondents normally spent 301-500 baht for a bottle of wine; in contrast, foreigners normally
spent 500-1,000 baht for a bottle of wine. Because wine was delicious was the main reason for
Thai questionnaire respondents to drink wine. On the other hand, foreign questionnaire
respondents drank wine because it went well with food. Thai questionnaire respondents consumed
wine mainly on special occasions while foreign respondents drank it more regularly. Thai
respondents said they had been drinking wine for 1-3 years, but foreign respondents having been
drinking wine for over 6 years long. Thais normally bought wine from supermarkets while
foreigners normally bought wine from specialized wine shops. Thai respondents got information
about imported wine from sales staffs while foreigner questionnaire respondents got information
about imported wine from friends.

In regard to the marketing mix factors affecting consumer decision towards buying
imported wine, both Thai and foreigner decided that the taste of wine was the most important and
important were the first for consideration of product factors. They decided that the value for
money was the most important was the first for consideration of the price factors. They decided
that ease of finding the wine by category was that most important was the first for consideration
of place factors. They decided that sales assistants were the most important and moderately
important were the first for consideration of promotion factors.

Differences in marketing mix factors between Thais and foreigner were Thais
decided that type of grapes and type of wine were important, were the second and the third for
consideration of product factors. Foreigner decided that type of wine and smell of wine were

important, were the second and the third for consideration of product factors. Thais decided that



season discount and menu with price listed were important, were the second and the third for
consideration of the price factors. Foreigner decided that menu with price listed and wide range
of prices were important, were the second and the third for consideration of the price factors.
Thais decided that a large stock available and a large shop were important, were the second and
the third for consideration of place factors. Foreigner decided that place looks nice and clean and
a large stock available were moderately important, were the second and the third for consideration
of place factors. Thais decided that sales promotion was important, was the third for consideration
of promotion factors. Foreigner decided that event was moderately important, was the third for

consideration of promotion factors.



