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The purpose of this research were (1) to analyze the personal factors,
perception of product image and reference group influence between purchasers and
non-purchasers of Community Distilled Liquor in Sukhothai province (2) to compare
the personal factors, perception of product image and reference group influence
between purchasers and non-purchasers of Community Distilled Liquor in Sukhothai
province.

The samples were 200 purchasers who had purchased Conmmunity Distilled
Liquor and 200 non-purchasers who did not purchase Community Distilled Liquor in
Sukhothai province. The research material was a questionnaire consisted of 4 parts;
(1) demographic data (2) a survey of purchasing behavior (3) a perception of product

The findings were as follows :

1. Significant difference in persdnal factors were found between purchasers
and non-purchasers of Community Distilled Liquor (p <.001).

2. Significant difference in perception of product image was found between
purchasers and non-purchasers of Community Distilled Liquor ( p <.01).

3. Significant difference in perception of reference group influence was found

between purchasers and non-purchasers of Community Distilled Liquor (p <.01).





