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Abstract

This research aims to: 1) study the marketing mix factors that influence the decision to
purchase craft beer, 2) study consumer behavior factors that influence the decision to
purchase craft beer, and 3) study consumer attitude factors that influence the decision to
purchase craft beer. A quantitative research method was employed using a questionnaire for
data collection. The sample consisted of 400 individuals, including males, females, and
LGBTQ+ people aged 20 years and above. Samples were selected using an online
questionnaire distributed via QR codes to craft beer consumers both in craft beer shops and
LINE groups. The data were analyzed using statistical methods, including frequency,
percentage, mean, standard deviation, and multiple regression analysis. The results showed
that: 1) marketing mix factors—product, price, and distribution—had a statistically significant
relationship with the decision-making process in purchasing craft beer at the 0.05 significance
level, whereas promotion had no significant effect; 2) consumer behavior factors—such as
average frequency of craft beer consumption per month, average spending per purchase,
tendency to try new craft beer products, and preferred purchase channels—significantly
influenced the decision to purchase craft beer at the 0.05 significance level, while the main
reason for purchasing craft beer, peak consumption period, purchase channel, information
source, and the most influential person had no significant effect; and 3) consumer attitude
factors—including the desire to try new products, the desire to enhance a sophisticated image,
and beer-drinking experience or knowledge—had a statistically significant influence on the
decision to purchase craft beer at the 0.05 significance level, while socializing or gathering had
no significant influence.

Keywords: craft beer products; marketing mix; consumer behavior; consumer attitude;

purchase decision

1. umi1 (Introduction)

aswiiides (Craft Beer) Ao myvindosidedldnuidfifuazausedinannindesdign
wAnNlssugmamnTsy Usiusssarfdaedununmsvestindss sausnsideningiundnuagns
WAuusanauseingiviidegluviesdu ilidosdsavadiduendnualianzda Jenswidides
anunsaduldieannes (Lagen), toa (Ale) niolouia lnodoulanmsiduasiniifediu axdes
Usgnaulufenaandi 3 dau el (1) Small viesumdn dwiuasdidefasdoudunanuun
goululsudesouwindn Tnedidiniswdnliiiy 6 duuisisaned wiedszuia 700 dudnas (2)
Independent yi3aldudase msrslddesardeadussianlifiunonunelvgiforunnninfesay
25 mnearai Wwesazdesieruluuitnannninfesas 75 uay (3) Traditional wiedduuumaiy
nsuanns e li3smsuinuuuiisdunsnindesuuusaiy defvesnisasmdidesl
Uinasditfes fie frdnannsaideningauiiezldldlisidn eiusamavoandesldmusionis T
avfusamianualsl nuw mswa 18nila veedu 5 8nuniny (Boteler, 2009)
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3.1 wuIRANEIRUENUTTANNIINIIAAA

dmsuuuiRaifeafudulsyaummanisean viefiSentudn aps du Wuuundediuguild
Tunsnenagndvnsnsmana iensefuuasiagaeuaulavesuilaelmAnnisindulatoduduay
U35 wnAndUsznoudsesdUTEnaundn 4 d1u ldun nAnsfast (Product), 3181 (Price), %o
N39S Mg (Place) uazn13anasunismatn (Promotion) Jeusazesduszneudiuiininudifey
wazdaNafangAnIsUveEUTINAlULRA1 9

AU YRIEIUNUITEUNIIAAIAN (Marketing Mix)

Sereerat et al. (2017) léna113n drudszaunienisnatn vaneds esduszneufiddalunns
dudununseaaduadoifanisannsomunuld Aansgsiaazdesairsdiulszaunisnaini
wingadlunN1TINaeNSNNIINAINA

Wheelen & Hunger (2012) l9ina1331 dudsgaunianisnain nungis n1sdinagnsnsenis
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Kotler & Armstrong (2015) Tana1171 @uuszaun1an1imnain (Marketing Mix) #1188
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winzantglausdndangudmuneliegnssinsuasivssdvsnm

MsdaaiunnIAaIn (Promotion) vsnefs Avnssuildlunsdoasiionseduauaulouay
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MSMANALULUBNGBE (Word-of-Mouth Marketing) nagnénisauaiunisnainiiivsngeau aziaeyinly
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ﬁmﬁul%%@iuﬁfjﬂ (Kotler & Keller, 2016)
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wmsznsindulaagilifuyedldidendefidninmnzaniunuesnniian uaziinUsyloviiniign
nszvrumsinaulatefised
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1.2) AsnseAunieuen (Exteral Stimuli) 1in91NN3NTEHUvesdIUYTEANNIINNTAAN
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i videiBeaney Wudu
2.5) unaennaes (Experimental Sources) W1 N15EDUAIUNUILINUY N1TE1TIIAUAN
MINaR WionienuIdevenandun Wud
Fuslaelaialuagiundsdoyaiiunnsnetu fedoyaunazunasiu dnnismainaiunsn
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4. 351157398 (Research Methodology)
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8. Yalausnuzn13Ide (Research Suggestions)
8.1 daiauauuzmsilulduselewd
1) msldAlaaanuazanfiagiiouwendnuaiveamdnias 1wy madndessnveudes
wiazgns (Beer Storytelling)
2) BIANIAITHIITUVENEYRINNTINTMElaeNITaT AT AUTUEIR TN
5979 19U SuensvEeanuuszneunsiilesulueygndmineiniesiuteanssedesagniosmim
anane masiiuausiudieludnuas dlifosdelfuanfuriamsadrdndud vilnalfuniy
mndaduresmiunsieastoyaifoaiundndusilusunvuimngan Tnevdndsnislasan
lAgn3e SUDITARDTMNUANINY YUY
3) maitiunmsdeasaunimuesnaniae wu nsliingAusssund vienssuitiane
iiemsnmdnualdumsziuniiden
8.2 darauauuzlunsreganinuid
1) Anwidadeduininefuslnafifnadonisdentensinides iwu usegdlalunis
U3lna viruafsouusus e duanfsiuiniesiuLoanosed
2) mmmammmmiﬁﬂmzjﬂa;m’hasiNﬁﬁmwwmﬂwmamwﬁu 1 NGy uANA9Y
sefumeld vidotwussamesfusinaluiiuiiving 4 ilelilddeyaftanmnsmiilulilfesuasoungu
3) Anwmanszvuvesulouieniaigiifeddesiugnamnssuasdides wu ngrane
AUALLEANDTRE SEUUME uardedidnsunismann Ssenatinadenginssuguslnauaziunliiuyes
naAluauIAG
8.3 Yaiauauuzlugeulouny
1) msfinsdadaguiviendanosluuazginn v ddugudnandliduinw
§18V0ABIAAINIAUNTHAMTES NISHALILUTUA KAENITNAIN
2) duasuliiinisideuasimungasidesineainusiuiiossninelUsenaunisiu
an1duN5AnY) Y3eYUIEITEVRITT
3) §avihuauiley “Craft Beer from Thailand” wiedaasunndnwaidudiinelusedu
ana wazaayariisliiuaudludeamsssy
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