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ABSTRACT

The purpose of this study was to investigate beer consumption behavior and
factors affecting beer purchasing selection of consumer in Nan province. The data
was collected by questionnaires from 300 consumers in Nan province who bought
beer with quota sampling. The data was analyzed by using descriptive statistics such
as frequency, percentage, means, differential statistics and the comparison of means
using t- and F-tests.

The majority of respondents were male who were in working age group
between 21 — 40 years old with bachelor degree education. Their occupations were
government officials, state enterprise officers, merchants, or private business with the
average income of lesser than 15,000 baht per month.

Most of the consumers preferred the commonly available beer at the
economical level. The most popular beer was Leo brand and was followed by Chang
brand which was packaged in the large size bottle (640 cc). The purchasing decisions
were made by themselves. The buying frequency was 1 - 3 bottles each time at the
interval of 1-2 times per week. Each purchasing expense was at the rate of 100 -200



baht. The reason of purchasing decision was based on preference of beer flavor. The
majority of respondents usually chose the same brand at the shops or common grocery
stores. In addition, the consumers acquired beer information through televised media
the most which was followed by beer dealer shop.

Marketing mix factors that consumers valued the most at high level were
product, price, and distribution venue aspects. This was in the contrary to the lower
level of sales promotion aspect. The crucial minor factors that affected beer
purchasing decision were flavoring, reasonable price matching with quality, and the
abundant of availability, respectively. On the promotional aspect, the minor factor that
the consumers valued at the top priority was the product advertisements through
multiple types of media. Furthermore, 62.66% of the beer consumers whose ages
were between 21 — 40 years old tended to purchase Leo beer at 43.10% and Chang
beer at 25.50% which are classify as economy beer .The educational level of the
consumers also influenced the beer selection of a specific brand as followed; the
respondents with Bachelor degree preferred Singha beer while the consumers with

secondary education or diploma levels were likely to purchase Leo beer.



