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ABSTRACT ' 2 1 0%70 1

This study aimed to 1) examine the beer consumption behavior; 2) investigate the marketing
factors that affect the beer consumption behavior; 3) examine the management factors that affect the beer
consumption behavior; 4) compare the marketing factors that affect the beer consumption behavior in
relation to their persoﬁal factors; 5) compare the management factors that affect the beer consumption
behavior in relation to their perscnal factors; 6) compare the marketing factors that affect the beer
consumption behavior in relation to their beer consumption behavior; 7) examine the relationship between
the consumers’ personal factors and the beer consumption behavior; and 8) examine the relationship between
the management factors and the marketing factors affecting the beer consumption behavior. Data was
gathered from 384 beer consumers in Phranakhon Si Ayutthaya using questionnaire survey. Data analysis was
performed with frequencies, percentages, means, standard deviations, t-test, F-test, chi-square, and the Pearson
correlation coefficient. Findings are as follows:

1. Most consumers had drunk beer for 6-10 years. Singha beer was a preferred brand while
Heineken was a preferred imported beer. They normally bought canned beer, and drank it
occasionally. Prices were compared before purchasing, and beer was bought from grocery stores.
Awareness was raised through television commercials. v ;

2. The marketing factors highly affected the beer consumption behavior according to the
products, distribution channels, prices, and marketing promotion.

3. The management factors affected the beer consumption behavior in the high level
according to distribution planning, organization, controlling, and motivation.

4. Differences in the consumers’ personal factors did not relate to the marketing factors
that affected the beer consumption behavior at the statistical significance level of .05.

5. Differences in the consumers’ personal factors did not relate to the management factors
that affected the beer consumption behavior at the statistical significance level of .05.

6. Differences in the consumers’ preferences in domestic and imported beer, beer packaging,
and frequency of beer consumption related to differences in the marketing factors that affected the beer
consumption behavior at the statistical significance level of .05.

7. The consumers’ personal factors did not relate to their beer consumption behavior at the
statistical significance level of .05.

8. The relationship between the management factors and the marketing factors were at

high to low levels at the statistical significance level of .01.





