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ABSTRACT

The objectives of this research were. 1) To study the personal factors of craft beer
consumers in Chiang Mai Province. 2) To study the marketing mix factors of craft beer consumers
in Chiang Mai Province. 3) To study the level of craft beer purchase intention of consumers in
Chiang Mai Province. 4) To compare the purchasing intentions of consumers in Chiang Mai
Province to classified by personal factors. 5) To study marketing mix factors that affect consumers'
intention to purchase craft beer in Chiang Mai province. The sample group used is craft beer
consumers who have consumed craft beer in the past 1-2 years, studied, worked, or lived in
Chiang Mai, and were 400 people aged 20 years and overusing a convenience sampling method.
It is a quantitative research study. The tool used to collect data was a questionnaire. Data analysis
used descriptive statistics such as frequency, percentage, mean, and standard deviation.
Hypothesis testing uses statistics to test differences, t-test and analysis of variance (F-test: One-
Way ANOVA), multiple comparisons, Post Hoc Test analysis using the least significant difference
(LSD) method, finding relationships between variables. To use the multiple regression analysis
(Multiple Regression Analysis) with statistical significance at the .05 level.

The results found that, the majority of respondents were female, aged between 31-40
years, single, and had a bachelor's degree or equivalent work as a state enterprise employee
and the average monthly income around 10,000-20,000 baht Results also found that the level of
importance to marketing mix factors that affect consumers' intention to purchase craft beer in
Chiang Mai Province. Overall, it is at a high level (x = 3.87, S.D. = .596) the level of intention to
purchase craft beer from consumers in Chiang Mai province. Overall, it is at a high level (x =
3.72, S.D. = .630).

The results of the hypothesis testing found that Personal factors such as age and status
have different effects on consumers' intention to purchase craft beer in Chiang Mai province. But

personal factors in terms of gender, level of education occupation and average monthly income



affect the intention to buy craft beer consumers in Chiang Mai province. The results of the
hypothesis test also found that Marketing mix factors Affect the intention to purchase craft beer
consumers in Chiang Mai, including the product of Marketing, promotion, distribution channel, as

for price, it does not affect consumers' intention to purchase craft beer in Chiang Mai province.
Keywords: craft beer, consumers, purchase intention, marketing mix
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