Journal of Local Governance and Innovation : Vol. 9 No. 2 (2025) : May-August

NsasmsUimanisUnasesiaruinnssuiosiu : 97 9 atudl 2 (2568) NOwAAN-ReAL ISSN 3027-8120 (Print) ISSN 2673-0405 (Online)

Jadedrulszaunsnisnanaidinasanisanauladainsoshunaanagaa
t%4 t%4 ] o = ia
neudaudingsuniaulneg
Market mix factors that affect the decision to buy alcoholic beverages

Surin Sin Thai Limited Partnership

271581 ASANEY, uaz Al wanmee?
Araya Sirithip!", and Poranee Loatong?
“agzmalulagnisdanis aninendemaluladivianadaninewnasuns; Faculty of Management
Technology, Rajamangala University of Technology Isan, Surin Campus, Thailand.
*Corresponding Author; e-mail : Araya.st@rmuti.ac.th

DOI : 10.14456/j\gisrru.2025.45

Received : May 18, 2025; Revised : May 24, 2025; Accepted : May 25, 2025

unAnga (Abstract)

AN5398AS NN TRUSEaImNadAn® 1) Uad8diuuseaunianisnainnIndnuwaanagos 2)

9

1%
[

v a =] -d' 4{' & v v ] o a £a (% 1
ﬂi%U’JuﬂWi@ﬂﬁUiﬁ]‘?l@Lﬂi@ﬁﬂllLLEJ@ﬂ@?JEJ@‘I/T’NV!‘L!?HU"\]']ﬂ@%’jiu‘VﬁﬁubL‘VIEJ way 3) Jadwdrulszau

v a s

nansanfidiadonisindulafiolniesiuueanases viisiudiudninasunsaulve lneiu

9

4 b4 ¥ 1 14

Touaninirudnfindoindosinisiudiudinaiunsdulne ldun Sudrds Sududn uas
$rupmns S 173 19 Tnelduvuasuany wndesflefildlumsiinszsideyalasldlusunsy
du3a3u addnldluniside Iduneud Yovay dAede drudenuuunigiu msmaaevauigiu
lpgIEMliaseanduiusuuunvan Laylsn1TiATIEinIsannoguUNAN

NaNSANYINUTY 1) drulszaunansnainAIoshueanased wull anuduialunis

MEUANBIANNABINISHENTIARAUlATRIATIRNLRANaTRd eudIuIingSunsaulng dlng

o—

Tududnds Ixeldsaifioudanda 40,000 v 2) nszuaunisindulalionIesfuieanagediiig

[

VudIingsunsaulng NanmedeUaNLAgIUNUI dIUUTEANN N INAINEINAABNTEUIUNTT

(%
= 1 = o

AndulatoinTesnuLeanaged sgiltsd1Agnisada 3) Jadvdrudszaunienisnainiidinans

[

nsandulataialesiuieanaged Mwududiagsunsaulng dunsauatenlald dwadenis

q

'
Y a aad

AnaulaToLAT0nLLEaNDeRd pENNTLAIAYNINEDANTEAU 0.01 LardIuUTZaNNIINITNAIN AU
AMUARDINTT FUNNTARENT ATUANNEUY kazauANEISaluUNTRBUALBIANABINTT
nasan1sAnaulITaIAToNLLOANaTes pENHTYAIAYNNEDATITEAU 0.05

AdAgy (Keywords) : N13andulate, esosnuueanessed, UJadudiuuszaunanisnain

Citation : Sirithip, A., & Loatong, P. (2025). Market mix factors that affect the decision to buy alcoholic beverages Surin
@@@ Sin Thai Limited Partnership. Journal of Local Governance and Innovation, 9(2), 409 - 420.
A BB https://doi.org/10.14456/jlgisrru.2025.45

409


https://doi.org/10.14456/jlgisrru.2025.45

5A15N15UTIMINMTUNATRILAERIINTTUYIRY : TN 9 aliull 2 (2568) : nowAN-GeiAy

Journal of Local Governance and Innovation : Vol. 9 No. 2 (2025) : May-August ISSN 3027-8120 (Print) ISSN 2673-0405 (Online)

Abstract

This research aimed to study: 1) Mixed factors in the alcohol market, 2) The process
of purchasing alcoholic beverages in Surin Sin Thai Limited Partnership, and 3) The mixed
market factors that affect the decision to purchase alcoholic beverages. Surin Sin Thai
Limited Partnership by collecting data from 173 shops that came to buy Surin Thai Limited
Partnership's drinks, including wholesale stores, retail stores, and restaurants, using a
questionnaire. Tools used to analyze data using ready-made programs. The statistics used in
the research include frequency, percentage, mean, standard deviation. Hypothesis test by
multiple correlation analysis method and multiple regression analysis method.

The results of the study showed that 1) the alcohol marketing mix found that the
success in meeting the demand for alcohol purchase decisions. Surin Sin Thai Limited
Partnership, most of which are wholesale stores, have a monthly income of more than
40,000 baht. The results of the hypothesis test showed that the marketing mix affected the
decision-making process of alcoholic beverages. 3) Market mix factors that affect the decision
to buy alcoholic beverages. Surin Sin Thai Limited Partnership in terms of care It has a
statistically significant effect on the purchase decision of alcoholic beverages at the level of
0.01 and the market mix. In terms of what the store needs, communication, comfort, and
success in meeting needs. It has a statistically significant effect on the decision to buy

alcoholic beverages at the level of 0.05.
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