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ABSTRACT TE133748

The objective of this survey was to study the marketing factors that affect the beer con-
sumption of Thai malcs in Mucang district. Chiang Rai province. The study focused on 397 respon-
dents, consisting of only Thai males age above 20. who resided in Mucang district, Chiang Rai
province. The arcas where collection of data from thesc respondents were made are from various
retailing outlets in Mucang district, Chiang Rai province and by means of questionnaire. The descrip-
tive statistics used is frequency value. percentage value, arithmetic mean and crosstabs between
variables, wherceas the information is expressed in simple form of tables.

The tollowing arc the basic characteristics of most respondents : aged between 40 — 49,
have a bachelor degree. have their own businesses. with average income range between 5,001 —
10.000 Bath per month. Most of them are married and are still living with their wives.

The bahavioral aspects of the sampling group. indicated that they have been consuming
beer for over 6 10 years. It showed that the local “Singha” is the most popular and consumed beer
whereas “Heincken™ is the second most popular forcign beer. By popularity demand, the large bottled
beer is consumed 2 - 3 times per week. Price comparison was a factor to be considered when put-
chasing the beer. Most of the time., they bought it from the shops ncarby their home. The survey

indicated that most of them obtained the information by means of television advertisements.

It was found that the marketing factors which had the highest impact on respondent’s beer
consumption was the Product factors : the taste of the beer.

The Price factors also had a high impact of the beer consumed, which are; reasonable price
for corresponding quality, and cheaper than other alcoholic drinks.

The channel of Distribution factors also affected consumers’ behavior, which are the
convenience, e2sy to buy either nearby the work place or home, availability in the market, and clear
price label.

The marketing Promotional factors which most affected the beer consumption was the

continued public relations and advertising campaign through various media.





