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Abstract - 1 7 9 8 1 7

The study is intended to investigate consumers’ behaviors and attitudes towards Thai wine
and to compare the attitudes of consumers with different status towards Thai wine regarding the
marketing mix. Sample groups were 400 consumers from Taro Yamane table who preferred to
buy Thai wine and used to drink Thai wine in Bangkok metropolitan. The instrument of the study
was a questionnaire. The data obtained were collected and analyzed using Statistical Package for
Social Science (SPSS) and shown in percentage, frequency, arithmetic mean, and standard
deviation, t-test, and ANOVA (Analysis of Variance).

The investigation of the consumers’ behavior revealed that most subjects preferred to drink
Thai grape and Roselle wine about 1-2 glass of wine at a time and once a week in order to be
healthy in the parties. A bottle of 750 CC was chosen to drink each time. La Sante brand with
Thai Industrial Standard was also bought. Most subjects had been consuming the products about
2-3 bottle of wine at a time and once a week for their gifts. In addition, brand royalty from
supermarket was taken into account because there were much different kind of products.
However, most Thai grape and Roselle wine in the market had smelling preserve.

In terms of the customers’ attitudes towards Thai grape and Roselle wine, the results
showed that overall marketing mix, each of 4 P’s namely, product, price, places and promotion,
and the study in detailed topics were highly affected to their decision to buy the most.
Furthermore, sweet mix sour flavors, original fruits smell, color standard, quality glass of bottle,
suitable price and packaging, products from supermarket, TV advertisement, and wine flavors

were taken into account to buy the most.
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The comparisons of consumers’ attitudes towards Thai grape wine regarding the marketing
mix with different gender, age, educational backgr‘ound, and income revealed as follows:

In terms of gender, the overall marketing mix had no difference. When each 4P was
considered regarding price, most female preferred to buy the products than male. For the study in
detailed topics, flavors and price level had difference and most females highly affected their
decision than male. For age, the overall marketing mix, each 4P, and the study in detailed topics
had no difference. In educational background, both the overall marketing mix and each 4P had no
difference. When the study in detailed points was considered regarding brand name, more people
with lower bachelor degree highly affected the consumption than those who held a bachelor
degree. Regarding income, the overall marketing mix had no difference. When each 4P was
considered regarding price, more of those who earned 10,000-20,000 bath a month preferred to
buy the most than those earning lower than 10,000. For the detailed topics, bottle packaging and
price level had difference and more of those who earned 10,000-20,000 bath a month highly
affected the consumption than those eamning lower than 10,000. Also, promotion had difference
and more of those who eamed 10,000-20,000 bath a month preferred to buy the products than
those eaming upper than 20,000.

The comparisons of consumers’ attitudes towards Thai roselle wine regarding the
marketing mix with different gender, age, educational background, and income revealed as
follows:

For gender, both the overall marketing mix and each 4P’s had no difference. Regarding the
study in detailed points, most female preferred to buy the products than male in terms of Thai
Industrial Standard, wine contest, chemical standard, non-chemical poison, manufactured and
expiry dates. However, male perceived that displays highly affected the consumption than
female. In gender, the overall marketing mix, each 4P, and the study in detailed points had no
difference. For educational background, the overall marketing mix had also no difference. When
each 4P was considered regarding price, most females with lower bachelor degree highly affected
the consumption than those who held a bachelor degree. In terms of the study in detailed points,
non-chemical poison, bottle packaging, and price level had difference. For non-chemical poison,
more of those who graduated with bachelor degree preferred to buy the products than those who

held upper than bachelor degree. For bottle packaging, more subjects possessing lower than
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bachelor degree attracted the consumption than those who graduated with upper than bachelor. In
price level, more subjects with lower than bachelor’s degree viewed that the following matters
affected the drinking Thai roselle wine consumption than those with bachelor’s and upper
degrees. Regarding income, the overall marketing mix and each 4P had no difference. When the
study in detailed points was considered regarding non-chemical poison, more of those who earned
10,000-20,000 bath a month highly their affected their decision to buy the most than those
earning more than 20,000. The study was statistically significant at the level of .05.
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