183891

o « - :: 1 J -« : 1 - &’
FaquszassudnansmsAnmafiil WeAnmiledefiinasanisindulatalnilng
J - -
Tungammumiuas  Weadhuwumelunmsaiuayuiazdasiunisaatn Winilnannsang

rJ ° .14 ]
naunulnimindhansradseing

& asl o dd .
m?ﬁnmm‘m’lﬁm&aﬂguquw'lu’;’mnmsﬁ’umvmnqumﬂmqmww:@w%‘lwuﬁq

{72 100 e ;s mdalndlunganmuviuas ludiew unsan 2547

1 o U o~ 1] J: 1]
uamsAnwLd s uunguet1e 100 ¢o HiRes 30 wfizeliniivaada
A 1] - J ) [ »
Yiae 2 eratusaussasiagn 4 Tnduny  Inetladuiidnaseadnuinazituluntssafula
x ¥ & ] -l (% o J - d.' d’ 'r d'
pelniinuvasnguanetng i 5 s Ae nashrdan ssuzanlumsaning anailuns
J ' [ v ) o« 1 : -l 3 ] L -
aulnd sl uar seldeanguitatne  wnraniuidewuauusdedi@nlallng
NJ J 1 3 -l - -~ 1 ] J J
wazginendasriinisdadaaiunmaialniineetwsiadies weveananslniing

v alu o~ :
Widunidanuaniu

183891

The main objectives of this study was to examine the factors which affected the
buying dicision of Thai Wine in Bangkok. The findings will guide market direction in

order to encourage the selling Thai wine instead of importing wine.

This study used the primary data collected through survey of 100 samples who

have already bought wines in the supermarket in Bangkok during January 2004.

The study found that out of 100 wine buyer only 30 bought Thai wine, under
definition in the study: buying at least two bottles of Thai wine during the year regard
as buyer otherwise non buyer of Thai wine. It was found that five variables affecting
the likelihood of buying Thai wine, these included wisky drinking habit, time of drinking
wine in years, frequency of wine drinking, price of wine and income. Therefore it is

recommended to wine maker as a whole that to capture the market, a continued

market promotion is necessary.





