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University. Term paper advisors: (1) Asst. Prof. Dr. Yuwalak Vejwittayaklung (2) Asst. Prof.
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ABSTRACT

The purposes of this research were to study the marketing mixture which causes consumption of
Thai wine in four companies, to study buying Thai wine in four companies and to compare the marketing
mixture which causes consumption of Thai wine according to population characters. The sample group was
from 217 people. The analyses information was by computer programming. The sources in analyses were the
percentage, means, standard deviation, t-test and F-test .

The results of the research were as follows: The wine consumption behavior of buying red wine
was at 48.39%. Syrah/Shiraz was a popular red wine which was spicy at 40.55%. Chenin Blanc was a
popular white wine at 41.47%. Some bought the same wine brand at 44.24%. The popular wine brand was
Grand Monte at 22.58%, and people buy 1-2 times per month at 78.34%. The consumer agreed that the
marketing aspect of buying Thai wine was at a good level (X =3.94). The 4 aspects, which were production,
pricing, distribution and marketing promotion at a good level (X =3.81-4.15). The results of market
comparison effect in buying Thai wine found that people who have different salaries, think of various ways
in general at the 0.05 with statistical significance and all 4 aspects were significantly different at 0.01 and

at 0.05
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