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ABSTRACT

This research aimed to examine customers’ behavior when purchasing alcoholic beverages; 2) study
customers’ levels of opinion on the management of the liquor store; 3) investigate the levels of decision making
in the purchasing of alcoholic beverages; 4) compare customers’ levels of opinions on the management of the
liquor store based on personal factors; 5) compare customers’ levels of decision making in purchasing alcoholic
beverages in relation to personal factors; 6) compare customers’ levels of decision making in relation to their
behavior in purchasing alcoholic beverages; 7) determine the relationship between personal factors and
customers’ behavior when purchasing alcoholic beverages; and 8) determine the relationship between
customers’ levels of opinions on the management and the levels of decision making in the purchasing of
alcoholic beverages. Data was collected using questionnaires. Statistics analysis was performed in terms of
percentage, arithmetic mean, standard deviation, t-test, F-test, the Chi-square test and Pearson’s Correlation.

The findings revealed as follows:

1. Customers in general indicated that the motivation for their purchase of alcoholic beverages
was the appeal of the brand. The place of purchase was a regular liquor store. In addition, purchases of
alcohol were not limited to any particular time. The value of purchases normally ranged from 201-500
baht. Liquor was the most commonly purchased alcoholic beverage. Sales of alcohol rose during
festivals. The degree of alcohol content preferred was 30 percent.

2. The customers’ levels of opinions with regard to the management of the liquor store were
found to be high in terms of motivation, sale planning, and controlling.

3. The customers’ levels of decision making with regard to product choice at the time of
purchase were also found to be high.

4. Differences in customers’ age, educational background, social status, occupation, average monthly
income, and place of birth resulted in different levels of opinions on the management of liquor store with
significance level of 0.05.

5. Differences in gender, age, educational background, occupation, average monthly income,
and place of birth resulted in differences in their levels of buying decision with significance level of 0.05.

6. Differences in purchasing motivation, location of the store, price of product, and preference for
alcohol content related to differences in customers’ levels of buying decision with significance level of 0.05.

7. Differences in gender, age, educational background, social status, occupation, average monthly
income, and place of birth related to differences in customers’ behavior when purchasing alcoholic beverages.

8. Customers’ levels of opinion on management were found to relate to their levels of buying

decision in the high to low range.
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