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Abstract

The objective of this independent study was to study the marketing factors, which had
effects on male consumer buying decision in Mueang district, Chiang Mai Province.

The samples were focused on 200 males who had drunk beer and had the power in
making decision with the age over 20 years in Muang district, Chiang Mai province. Purposive
sampling was used to focus on beer consumers according to five occupations which were student,
public officer, private officer, employee and businessman with 40 samples each. The data was
analyzed by using SPSS program to generate frequency tables, percentage, and mean.

The study was found that most of the respondents’ ages were between 20-29 years with
an average income of 5,000-10,000 baht and Bachelor degree was the highest education level.
Most of them drank beer once a week and the most favorite brand was Chang. They usually
purchased the same brand which 1-3 bottles were bought in each time and preferred drinking at
home with friends. The consumer made the final decision in choosing the brand.

The marketing factors that had the effects on buying decision were place, price
promotion, and product respectively and respondents’ opinions toward these factors were as

follows:



In the term of place element, it found that the respondents considered convenient to buy
as the most important. The sub-factors, which the respondents considered as highly important,
were as follows: beer was available, convenient to park, good arrangement on shelf, and many
brands to choose.

In the term of price element, price sub-factors that the respondents considered as highly
important were as follows: least expensive and reasonable price with quality.

In the term of promotion element, promotion sub-factors that the respondents considered
as highly important were as follows: sale promotion, salesman, social sponsor, advertising and
public relation.

In the term of product element, product sub-factors that the respondents considered as
highly important were as follows: the degree of alcohol, the brand of beer, domestic produced

beer, the characteristic of package and the image of brand.



