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ABSTRACT

The objectives of this rescarch were to study the following: 1) the consumption behaviors
of vocational students in the city of Chiang Mai; 2) decision-making on consumplion behaviors of
vocational students in the city of Chiang Mai: and 3} eptions and solutions to the consumption
behaviors of wvocational students in the city of Chiang Mai. The researcher collected the
mformation by distributing 317 questionnaires to vocational stndents in the ¢ity of Chiang Mai

and analyzed the information obtained on the average and the standardization chi-square test.

Results of the study revealed that most of the respondents were males with an average
age of 19 to 20 years and were currently studying in second vear government vocational college.
They had an average monthly allowance of 2,500 baht and lived with their parents. Their
behaviors in the consumption of alcoholic beverages were concluded that most of them chose to
buy becr as their first choice and followed by whisky from alcoholic beverage shops and
convenient stores. They had an average buying power of less then 100 baht per person al one
time. Their objective was (o have a good time with their friends and 1t was found that they went to
restauranis once or twice a week. Types of media that made the consumers know about the
product were newspaper, radio, television and friends. They also viewed that the price and the
brand of alcoholic beverages were important factors in alcoholic consumption.

Factors effecting decision-making of alcoholic beverage conswmers a high degree In
choosing alecholic consumption were good taste of the product. on reasonable price, distribution
channel. and promotion like three bottles of beer for 100 baht.

It was suggested that the producers of alcoholic beverage implement marketing straiegies
promoting the society to build awareness on the danger of alcoholic consuming such as labeling,
limiting an amount ef alcoholic consuming and informing owners of alcoholic beverage shop on

selling time or the prohibition of selling alcoholic beverage te minors.





