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The effectiveness of marketing strategies on consumer’s behavior toward

wine consumption in wine bar and restaurant in Bangkok
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Abstract
This research study conducted by quantitative survey method, the purposes of research are (1) To study the
marketing mix (2) Reference group (3) Expectation factors that affect wine consumption behavior, (4) To study wine

consumption behavior affect to satisfaction and (5) To study satisfaction affect to loyalty. Samples were selected
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from consumers whose age are 20 years and over, drinking in wine bar and restaurant in Bangkok. By using infinite

population method, a total number of 400 samples collected by convenience sampling method. The statistical

analysis used to descriptive statistics percentage, frequency, mean and standard deviation and multiple linear

regression to test hypothesis. The analysis concerning the marketing mix found that the level of marketing mix

factors in overall was at high level with the mean of 3.88. When considering in each factor also at high level.

Opinions regard on reference factor also review at high level with the mean of 3.92 and when considering each item

in reference factor was found, they were also at high level too. It was found that expectation of wine consumption in

general was at high level with mean of 4.03. Considering each item, they were also at high level. The result of the

analysis on the satisfaction of wine consumption was found overall at high level too with mean of 4.03 and when

considering each item was also found all at high level too. The analysis on the level of loyalty of wine consumption in

general was also at high level with the mean of 3.89 and when considering each item was also at high level.

Keywords: wine consumption, marketing strategies, Bangkok
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Table 1 Average and standard deviation of the attitudes of marketing factors.

factors of marketing X SD rating

factors of production

taste

1. the fresh of wine 3.95 0.70 good
2. the taste of wine go as well with the food 3.92 0.77 good
3. the taste of wine is always qualified 4.47 0.52 excellent
total 411 0.38 good

factors of band

4. the brands of wine are well known 3.96 0.61 good
5. there are various brands of wine 4.23 0.62 excellent
6. the brands of wine are attractive 3.78 0.52 good
total 3.98 0.34 excellent

factors of products

7. the packages of wine are marvelous 4.03 0.46 good
8. the bottles of wine can be advertised 4.00 0.05 good
9. the bottles of wine are qualified 4.46 0.54 excellent
total 4.16 0.24 good

factors of price

10. the wine is qualified as well as the price 3.97 0.44 good
11. there are various values of wine 4.45 0.49 excellent
12. the price is reasonable 4.00 0.05 good
total 413 0.22 good

factors of marketing

13. convenient 3.71 0.87 good
14. obviously name plate 3.60 0.72 good
15. located in the center part 3.92 0.88 good

total 3.74 0.47 good
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Table 1 Average and standard deviation of the attitudes of marketing factors (continue).

factors of marketing X SD rating
factors of marketing

16. there is the wine tasting before buying 3.50 0.50 good
17. there are promotions 3.20 0.92 fair
18. there are advertisements 3.51 0.57 good
total 3.40 0.39 good
factors of staff

19. staff can give the information about wine 3.46 0.67 good
20. staff are polite 4.21 0.63 excellent

21. staff are good looking

4.38 0.72 excellent

total 4.01 0.39 good
factors of appearance

22. the restaurants are stylish 3.76 1.02 good
23. the temperature of the restaurants is suitable 3.75 0.57 good
24. there is enough parking zone 417 0.84 good
total 3.89 0.48 good
factors of service

25. the service is convenient 4.05 0.54 good
26. the is the decanter 3.99 0.33 good
27. the are various types of glasses 4.01 0.69 good
total 4.01 0.32 good
total of marketing factors 3.94 0.13 good
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Table 2 Average and standard deviation of the attitudes of referent group.

factors of referent group X SD rating
1. drinking wine because of persuasion from friends or acquaintances 403 1.02 good
2. drinking wine because of social activities 3.99 0.10 good
3. drinking wine because of imitated behaviors 3.58 0.71 good
total 3.87 0.41 good
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Table 3 Average and standard deviation of the attitudes of wine expectation.

factors of expectation X SD rating
1. drinking wine can lead you to be confident 4.00 0.05 good
2. drinking wine can lead you to be outgoing 3.81 0.92 good
3. drinking wine can lead you to look luxury 414 0.36 good
total 3.98 0.33 good
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Table 4 Average and standard deviation of the attitudes of satisfaction.

satisfaction of wine consumption X SD rating
1. drinking wine here is the right decision 4.06 0.39 good
2. feeling good while drinking wine 3.91 0.77 good
3. satisfaction with the wine here 3.92 0.48 good
total 3.96 0.42 good
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Table 5 Average and standard deviation of the attitudes of wine royalty.

wine royalty X SD rating
1. being a royal customer to drink wine here 3.94 0.86 good
2. drinking here whenever the opportunity arises 3.77 0.68 good
3. telling people about the goodness of wine here 3.89 0.78 good
total 3.86 0.42 good
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Table 6 Frequency and percentage of behavior of drinking wine.

behavior of drinking wine (n =400) percentage
1. frequency of wine per month

1 or less than 30 7.4
2 -4 times 180 45.0
5-7 times 131 32.8
more than 7 times 59 14.8
total 400 100.0
2. the value of wine per meal (not include the food)

less than 1,000 bahts 27 6.7
1,000 - 3,000 bahts 111 27.8
3,001 - 5,000 bahts 178 44.5
5,000 + bahts 84 21.0
total 400 100.0
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Table 7 Analysis of regression of variable factors on the referent group for forecasting frequency

per month.

frequency per month

unstandardized

factors of referent group

standardized

coefficients coefficients t sig.
B std. error beta
(constant) 1.621 1.662 0.975 0.33
1. drinking wine because of 0.126 0.041 0.153 3.05 0.002**
persuasion from friends or
acquaintances
2. drinking wine because of social -0.147 0.422 -0.018 -0.349  0.727
activities
3. drinking wine because of 0.002 0.059 0.002 0.036 0.972
imitated behaviors
R R adjust R® SE(est.) F sig.
0.152 0.023 0.016 0.827 3.111 .026
** Statically significance at 0.01
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Table 8 Analysis of regression of variable factors on expectation for forecasting frequency

per month.

frequency per month

unstandardized

factors of expectation

standardized

coefficients coefficients t sig.
B std. error beta

(constant) 1.3 3.349 0.388 0.698
1. being confident -0.189 0.822 -0.011 -0.229 0.819
2. being outgoing 0.193 0.045 0.214 4.341 0.000**
3. being luxury 0.064 0.112 0.028 0.572 0.568
R R adjust R® SE(est.) F sig.
0.218 0.047 0.04 0.816 6.567 .000

** Statically significance at 0.01

A1n (Table 8) ANNATIUN 3 Aauls
WENTRIAIUAITNAIANTIRGINTONEINT DL

dl Y a dl v a % ] = o
AITHAUB QU?IJ’]@VIN’]SLTLI?ﬂW? 1®®£I’1\'13J§‘$®‘LI

1
o o o aaa o

o P
ded1Anyneadianszin .01 Ae Anladuds
(sig.=.000) Faelfiindeanldn daumauds
nengnifadefuanAIandaan ldaiunn

g 1 & 1 dsl v a ‘ﬂl A
wensnfyarivedlaiireievesfizlnafingly

1In9l8 adnefiszauniadnAnyn1eadsa

AMNANNAFIUN 2 uay 3 agdlfdntlads
% 1 % a o % o
Arunguéneduay dadufiiunaiuniands
fpaaududusiungfinssunisnnlad
NIUNNUNIUAT TIAEAARBITUNG 204
Schiffman and Lazar (2004) Nnaa lulumaasinadns
209N ANTINNI1IFnAulatevadguslnadn

P

5 (ANNANANSY) Nease

a

nqNE198larnIIFy

WOANIINN3TD



RMUTSB Acad. J. (HUMANITIES AND SOCIAL SCIENCES) 1(1) : 1-13 (2016) 11

Table 9 Analysis of regression of variable factors on behavior for forecasting frequency

per month.
satisfaction
behavior unstandardized standardized
coefficients coefficients t sig.
B std. error beta
(constant) 3.703 0.061 60.431 0.000
1. frequency per month 0.141 0.024 0.279 5.802 0.000**
2. the value of wine per meal 0.022 0.024 0.045 0.926 0.355
R R adjust R° SE(est.) F sig.
0.282 0.08 0.075 0.40563 17.162 .000

** Statically significance at 0.01
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Table 10 Analysis of regression of variable factors on satisfaction for forecasting frequency

per month.

wine royalty

unstandardized

satisfaction

standardized

coefficients coefficients t sig.
B std. error beta
(constant) 2.521 0.275 9.182 0
1. right decision 0.039 0.055 0.036 0.706 0.481
2. happiness 0.039 0.035 0.07 1.11 0.268
3. satisfaction 0.264 0.053 0.299 4972 0.000**
R R adjust R® SE(est.) F sig.
0.349 0.122 0.115 0.40158 18.333 .000
** Statically significance at 0.01
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