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The purposes of this research were to study an acceptance of wine

drinking%'media exposure and the role of media and other factérs‘affectingi
wine dri+king‘acceptance-of business executives in Bangkok Metropolis.
‘Questionéaires‘were used to collect the data from a total of -370 samples.
Frequenci:, .percentage, mean, Peason's product moment correlation coefficient
and oné-%ay ANOVA were employed for the analysis of the data.SPSS* programme

| A
was used}for data processing.
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The results of the study were as follows:

1. Exposure to magazines correlated with wine drinking'acéeptance.

2. Exposure to information about yiﬁe from T.V. negatively
correlated with wine drinking acceptance.

3. Exposure to informafion about wine from friends, salesman : and

husband/wife correlated with wine drinking acceptance.

wine drinking acceptance.
5. Difference in socio-economic status, i.e. age, income, position
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I4. Attitude toward wine in terms of health and taste correlated with
]
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: and marrital status was different in wine drinking acceptance.
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