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Abstract

This independent study aimed at investigating the alcohol drinking behavior and the
purchasing of hangover remedy product of consumers in Mueang Chiang Mai district as well as
examining the influence of marketing mix factors on those consumers in purchasing hangover
remedy product. Questionnaires were used as the research tool to collect data from 400 samples in
the ages of over 18 years old in Mueang Chiang Mai district. The selection of research samples
was performed in a basis of Convenience Samplings in basis at different places. In order to
analyze data, the descriptive statistics: frequency, percentage and mean, and the Crosstab at 95%
of confidence were applied.

The findings showed that most respondents were male more than female. Most of
them were in the ages of 26-29 years old with Bachelor’s degree, served as government officers
and state enterprise officers and earned monthly incomes at amount of 10,001-20,000 baht.
Regarding the study on consumer behavior in drinking alcohol, its result showed that types of
alcohol beverage that they mostly drank were liquor, beer, wine/Champaign, and RTD,
respectively and the occasions arousing them to drink were on the festival celebrations, the
felicitating celebrations and the daily drinking, respectively. The result also indicated that the
respondents mostly drank alcohol at the frequency of 1-3 times a month, took more than 8 glasses
and spent about 201-300 baht in each time of drinking.

Regarding the results on hangover, the majority revealed that they got the symptom.

In order to cure hangover, they mostly chose hangover remedy product in a form of liquid,



followed by pill, accordingly. The most favorite brand of hangover remedy product that they
purchased was HANG because it could be found easily and was seen often in advertisements. The
most influencing person towards purchasing the product was indicated to the respondent
him/herself and the most favorite place where they purchased the product from was the
convenient store. Occasion of purchasing the product was limited to the time when they got the
symptom of hangover. The respondents revealed that they mostly learned about the product from
friends/fellows.

Results of the study on marketing mix factors affecting consumer behavior towards
purchasing hangover remedy product were shown hereafter. In product factor, their concerns were
respectively for being an acquainted and trustful brand, having effectiveness in curing hangover,
being certified by the Food and Drug Administration, having good taste and smell, producing
from natural ingredients, being packed in beautiful package, and containing of useful vitamins or
minerals for body. In price factor, their concerns were respectively for the clear price tag, the
price per unit, the wide range of prices, and the cheaper price to other brands. In place factor, their
concerns were respectively for the convenience in purchasing the product, the product distribution
available at nightclubs and department stores, through the machine boxes, and at the
pharmacies. In promotion factor, their concerns were respectively for the advertisement on
television, the distribution of free product samples, the use of actor/actress as the product’s
presenters to advertise the product, the advertisement via Internet, competition for rewards, and

the arrangement of community-help activities.



