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ABSTRACT

This research aims to (1) study the marketing mix factors influencing the
decision to purchase craft beer, (2)-examine.consumer behavior factors affecting the
decision to purchase craft beer, and (3) investigate consumer attitude factors
influencing the decision to purchase craft beer. A quantitative research approach was
employed, utilizing a questionnaire for data that were collected. The sample group
consisted of 400 male female and LGBTQ+ respondents aged 20 and above. Sampling
was conducted online via QR codes by sending samples to craft beer consumers in
craft beer shops and LINE groups. Data analysis involved statistical methods such as
frequency, percentage, mean, standard deviation, and multiple regression analysis.
The findings revealed that Marketing mix factors Product, price, and distribution
significantly influenced the decision-making process for purchasing craft beer at a 0.05
statistical significance level, while sales promotion had no significant effect. Consumer
behavior factors the average monthly consumption of craft beer, average expenditure
per purchase, tendency to try new craft beer products, and preferred purchase
channels significantly influenced the decision to purchase craft beer at a 0.05
statistical significance level. However, primary reasons for purchasing craft beer, peak
consumption periods, purchase channels, information sources on craft beer, and the
most influential individuals in purchasing decisions had no significant effect. Consumer
attitude factors the desire to try new and unique products, the need to enhance a
sophisticated image, and beer-drinking experience or knowledge about beer

significantly influenced craft beer purchase decisions at a 0.05 statistical significance



level. Meanwhile, socializing or gathering had no significant influence on craft beer

purchase decisions.
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