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TRADITIONAL ALCOHOLIC BEVERAGES/ PURCHASING DECISION/

AFFECTING/ FACTORS

The objectives of this study were as follows; to ascertain the present situation
and trends of production and marketing of traditional alcoholic beverages, to study the
factors affecting consumer demand along with marketing mix, and to give a guide to
the development of marketing strategies of a conventional product that is fermented
into alcohol. The data for the analysis came from primary and secondary sources. The
target group for the research was people who had a tendency towards alcoholic
consumption, and whom lived within the research areas. The sample number of people
for the research was two hundred and fifty and a questionnaire regarding the research
topic was given to these people. Descriptive statistics were also a major tool used in
the analysis. The results of the study show that there has been growth in the number of
alcoholic beverages being imported by foreign countries from Thailand, however the
domestic market has not been expanding due to the prevalent economic conditions

which have seen a slowing down of economic growth in Thailand in recent times.



The study showed that of those surveyed the preference for alcoholic
consumption between wine and sato was as follows; 28.0% drank sato, 36.0% drank
wine, and 36.0% consumed both drinks. The most important reason for drinking
alcohol was for special occasions, when most people drank one or two glasses of
alcohol per occasion, but did so more than once a week. The favourite type of sato was
that made from white sticky rice, 59.0% of the survey had a preference for this, 49.3%
enjoyed sato that had a moderately sweet taste, 58.1% were partial to an opaque sato,
and 82.5% stated they were fond of sato with a rice odour. Wine made from grapes
was popular, with 38.0% of the sample group showing a liking, and then wine with a
moderate sweet taste was also liked by 40.5% of the group. Red wine was well liked
by 66.6% of those surveyed and fruity wine by 89.4%. Most consumers preferred
normal sized bottles (630cc) — 51.6% because they felt it was a suitable volume of
alcohol. Almost forty percent (39.9%) of purchases were made from traditional
retailers, and 35.6% stated that their decision regarding by conversation. Marketing
mix is an important strategy for the standard alcoholic beverage industry because it is

a tool for quality control and brand loyalty.
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