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ABSTRACT

This research is mainly focused on "A Study of the Relationship between
Memory, Attitude, Perception, and Consumption Situations towards Thai Consumer's
Behavioral Intention of Local, and Global Brands of Beer in Bangkok Area." The
research objectives aim to examine and measure the relationship between memory,
attitude, perception, consumption situations, and consumer's behavioral intention.
The data collection of this research has been conducted by using the selfadministered questionnaire.

For this

purpose, the researcher distributed

200

questionnaires to the respondents, both male and female living in Bangkok, who drink
and purchase beer for their own consumption. The time frame is August, 2003. The
department stores, shopping mall, and markets nearby twelve high population districts of
Bangkok were selected as the place to distribute the questionnaires. Since there is no
sampling frame, the researcher used non-probability sampling design, which is
convenience sampling in gathering the data.
For hypothesis testing, the independent variables are memory, attitude,
perception, and consumption situations. The dependent variables are consumer's
behavioral intention of local, and global brands of beer. The hypothesis was analyzed by
using the Contingency Coefficient; Chi-square test, and Pearson's Coefficient of
Correlation. The results of hypothesis testing are concluded that the identified
independent variables: memory, attitude, perception, and consumption situations, relate to
the dependent variables: Thai beer consumers' behavioral intention for both local, and
global brands of beer.

Hence, the researcher suggests that beer manufacturers should conduct the pull
strategy by advertising through varieties of media in order to make consumers recall the
brand name of beer. To creating good attitude, the beer manufacturers should conduct the
public relation campaign to protect and promote the corporate image. It can be done by
contributing donations to social organizations and by organizing activities related to
sports and game. The beer manufacturers have also control the quality of beer produced,
especially for taste, smell, and bottle designed. Beside the quality, and image of beer,
time and place to consume are also important, because Thai beer consumers will purchase
and consume different brands of beer in different consumption situation. Therefore, the
beer manufacturers must regard the product positioning of their beer.
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Chapter 1
Introduction
1.1 Background of the study
1.1.1

Beer History
Beer is one of the favorite beverages of people all over the world. Beer is an

alcohol drink made from malt and is flavored with hops (Homby, 1989). Beer brewing
and bread making were probably started about the same time in the Neolithic era, about
8000 B.C. The raw ingredients were produced the same way, in cultivated fields. Some of
the first written records concerning beer were found in Mesopotamian culture dating back
to about 3000-4000 B.C. The Mesopotamians taught the Greeks how to brew beer and
Europe learned from the Greeks. Beer is produced by first allowing cereal grains, usually
barley, to sprout in a tub of water where an enzyme called "amylase" is released. After
the barley malt is crushed, the amylase helps convert the starches to sugar. This crushed
malt is then boiled into a liquid mash. It is then filtered, mixed with some hops (an
aromatic herb used around A.D. I 000-1500) and yeast, and allowed to ferment. Beer
includes ale, stout, porter, malt liquor, and bock beer. The difference among beers has to
do mainly with the type of grain used, the fermentation time, and whether they are topfermenting beers (those that rise in the vat) or bottom-fermenting beers. The topfermenting beers are more flavorful and include ales, stouts, porters, and wheat beers.
Traditional home-brewed beers are dark and full of sediment, minerals, vitamins,
(especially B vitamins), and amino acids, and thus have appreciable food value, unlike
modem beers that are highly filtered (Beer,www.alcoholmd.com).
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1.1.2 Beer Industry in Thailand
In Thailand, The beer industry started in 1934. The first and largest brewery is
Boon Rawd Brewery, which was founded by Phraya Bhirom Bhakdi in 1933. During the
first period, beer manufacturing was just a substitute for imports and to satisfy the
demands of the domestic market. Protection from government made such as industry into
an oligopoly.
At present, the demand of beer increases rapidly every year. And the beer industry
has highly competition with total beer sales at 50 billion baht. Beer manufacturers both
locally and internationally, therefore, try to create the competitive advantage to gain the
majority market share and also being in the consumers' mind.
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Table 1-1: Number and Percentage of Alcohol drinker among Thai people age 15

and over
Number and Percenta2e of Alcohol drinkers amon2 people a2e 15 and over.
Number
Percenta11:e

2001

1996

Total

Male

Female

Total

Male

Female

Population

43,480.6 21,588.8 21,891.8 46,980.5 23,281.4

23,699. I

No. of Drinkers

13,743.9 11,968.6

1,775.3 15,334.6 13,011.7

2,322.9

Percentae:e

31.6

55.4

8. 1

32.6

55.9

9.8

No. of drinkers in different ae:e e:ron .
15-24

Percentage
25-59

Percentage
60+

Percentae:e

2,439.2

2,250.4

188.8

2,469.2

2,210.4

258.8

21.1

38.3

3.3

21.6

38.1

4.6

10,300.4

8,881.7

1,418.7 11,698.3

9,814.4

1,883.9

38.J

66.J

10.5

39.3

66.3

12.6

1,004.3

836.5

167.8

1,167.1

986.9

180.2

20.4

36.8

6.3

20.0

37.0

5.7

Source: National Survey by National Statistic Office, 1996 and 2001.

Table 1-1 shows that the number of Thai alcohol drinkers increases yearly. The
survey in year 2001 found that the number of alcohol drinkers increased from 13.7
million people in 1996 to 15.3 million people in 2001 or increased 2.3 % per year.
Among these 15.3 million drinkers, 13 million people are male (55.9% of the same age
group) and 2.3 million people are females (9.3%). The highest prevalence is among
people at 25-39 years of age (39.3%), and young people at 15-24 (21.6%).
During the past decade, Thais have tended to consume more alcohol. It was
founded that the rates of liquor consumption increased from 20.2 litres/person in 1988 to
35.6 litres/person in 1997. The continued increasing in Thai alcohol and beer
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consumption is the result by using direct advertising on television and other media, and
the strategies to promote brands to the target market groups of alcohol companies.
The strategies include:
•

Sport sponsorship;

•

Sponsorship of popular TV variety programs;

•

Philanthropic activities;

•

Organized beer festival during November-December;

•

Sponsor party night;

•

and Cut the price (The GLOBE Magazine, 2001).

Table 1-2: The Volume of Alcohol and Beer Market in Thailand

Type of Liquor

Volume
c-;-..;:~~:on boxes)
154

71%

15.6

7%

Thai Whisky

39

18%

Imported beer and whisky

5.6

2.5%

Brandy

I. I

0.5%

Wine

0.5

0.4%

The others

1.2

0.6%

Beer
Whisky

%

Table 1-2 shows that beer is the most popular beverage of Thai Alcohol
consumers, which is quite hard to change this taste as beer volume is 154 million boxes
per year or gains 71 % of the whole alcohol and beer market in Thailand. The second rank
is Thai whisky, whose consumption volume is 39 million boxes per year or 18% of the
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total alcohol consumption. And the third is whisky, 15.6 million boxes per year or 7% of
the total is consumed. The rest of alcohol beverages seem not to be popular for Thai
drinkers as they share only small proportion in this market.

Table 1-3: The Beer Consumption per person during the year 1998-2000
Year
1997

14 litres/person/year

I 998

15 litres/ person/year

1999

16 litres/ person/year

2000

18.4 litres/ person/year

Source: Thai Asia Pacific Brewery Co.,Ltd.
Table 1-3 reveals the beer consumption of Thai drinkers from year 1997-2000,
and this has increased continuously. In year 1997, Thai drinker consumed only 14 litres
per year. But in the year 2000, the consumption rate increased in a double amount, 18.4
litres per person.
During 1998-2000, beer sales grew at an average of9.4% annually. Sales in 2000
expanded by 11.4%. Major factors, which contributed to increase beer sales are:
1. The Thai economy continued its recovery and expected at an annual rate of 4-5%;
2. Fierce competition between giant breweries resulted in lower prices, which in
turn, contributed to greater consumption (www.buyusa.gov).
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The Major Beer Brands in Thailand
•

Heineken Beer Heineken Beer is a global premium beer originating from Holland. In
Thailand, the ownership belongs to Thai life Insurance Co.,Ltd. : 51 %, Asia Pacific
Breweries(Singapore)Pte Ltd: 35%, Thai Pure Drinks Co.,Ltd.: 9%, Thai Military
Bank Public Co,Ltd.: 5%. Heineken is very successful to be a monopoly of the highly
competitive premium segment of Thai beer market.
(www.heinekeninternational.com).

•

Carlsberg Beer Carlsberg Beer is another global brand and originates from
Denmark. Carlsberg first came to Thailand in 1993. Carlsberg is trying to distinguish
itself from other local and international brands, by repackaging, increasing price,
changing its taste, claiming to be smoother and less bitter than before.
(www.businessinthailandmag.com).

•

Kloster Beer Kloster Beer is the third most important brand in the Beck& Co.,
portfolio. Kloster is the first international brand in the Thai beer market. It has been
available in Thailand since 1975 under its licencing agreement with Thai Amarit
Brewery. At the beginning of 2003, the production, distribution and marketing of
Kloster transferred from Thai Amarit to Boon Rawd Brewery. Boon Rawd has made
a strong commitment to the Belgian Brewery, the owner of Kloster Brand, to continue
to develop Kloster's market share, utilizing Boon Rawd's vast knowledge of the local
beer market (www.connectingdrinks.com).
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•

Singha Beer Singha Beer is the traditional Thai beer, which is owned by the first and
largest brewery in Thailand, Boon Rawd Brewery. Singha has been an only dominant
beer in Thailand beer industry for many years, before losing its major market share to
Chang Beer. However, Singha still contains the image and value of Thai beer in the
minds of both local and foreign beer consumers.

•

Leo Beer Leo Beer belongs to Boon Rawd Brewery. It was launched against Singha's
major rival, Chang Beer, to compete and to be in a premium position. Leo is
introduced to the Thai consumer as lower price beer.
(www.businessinthailandmag.com).

•

Chang Beer Chang Beer is "Thailand's best selling beer". It became the brand leader
just within a few years of its launching in 1995. Chang Beer is a joint venture of TCC
and Carlsberg Thailand. Chang Beer was awarded a Gold Medal at the 1998
Australian International Beer Awards in the lager category. It captured the Thai beer
market with low pricing and high pressure sales tactics during the height of
Thailand's financial crisis. However, Chang Beer has failed to make an impression in
overseas markets and its rival, Boon Rawd Brewery's Singha Beer; still represents
"Thai beer" to the rest of the world (www.bizasia.com).
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Table 1-4: Thailand Beer Industry Market Share (Market value 50 billion bath)

Beer Brand

%

Chang Beer

60%

Singha-Leo-Thai Beer

32%

Heineken

7%

The others

1%

Source: Brandage Magazine
According to table 1-4, Chang Beer is the leader in this market with 60%, while
Singha brands (Singha, Leo, and Thai beer) rank the second with 32%. And the premium
global brand, Heineken, is in third with 7% market share.
The beer competition has become fierce, with no signs of letting up in the near
future. The two leading entrepreneurs, Boon Rawd Brewery, and the joint venture of
TCC and Carlsberg Thailand, are level in terms of financial and marketing strength.
Comparative advantages thus rest on adjustments in marketing strategies regarding the
quality and testing of the products, marketing channels, and product image. The
beneficiaries of this fierce competition among the two giants are the local consumers,
who can enjoy quality beer at reasonable prices.
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1.2 Statement of problem
With the market value of 50 billion baht, Thai beer industry attracts many
investors to spend their money in this market. The beer manufacturers have to distinguish
themselves from numerous competitors. The beer manufacturers and distributors can
gain competitive ability by understanding needs and preferences of consumers. This key
information can be obtained by conducting research to gain knowledge about behavioral
intentions of consumers.
To study the behavioral intention of Thai beer consumers for local, and global
brands of beer, one must understand how Thais perceive the brands of products.
According to Reader's Digest survey for Asian people towards brand of products, it
reveals that Asians prefer well-known brands and display strong brand loyalty compared
to Western people. The survey also found that Thais had strong brand-loyalty traits like
many of their Asian counterparts, preferring well-known brands such as Coca-Cola,
Pepsi, Sony, Canon, Nokia, Panasonic, and Nestle. For some categories products, such as
beer, Heineken got the nod, but the local brew Singha, despite brand and market share
problems of late, still ranks well (Asian Market Research News, 2002).
This survey implies that brand of products has some impact toward the Thai
consumers' preference. Every company, therefore, attempts to create a brand image that
can convince consumers to believe that one brand is better than another. For beer, a test
by Allison and Uhl found that brand image rather than taste criteria was the basis for
discriminating between beers. Consumers were given three brands of unlabeled beer, one
of them was the brand that they drink most often. They were then asked to rate the beers
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on an overall basis from excellent to poor and on specific characteristics. The results
showed that consumers did not discriminate between the three brands.
Rating of all the brands tasted were similar, and no beer scored significantly higher on
any of the taste criteria such as aroma and body. Moreover, there was little evidence that
consumers could identify their regular brand (Henry Assael, 1998).
As the research confirms that the consumers consider the brand of beer rather than
the product attribute alone. The beer manufacturers have to recognize that their
successful depending on how strong of their brands and their ability to understand
consumers' behavioral intention. Therefore, nowadays, Thai beer consumers face the
problems of being bombarded by beer advertisements.
Foil owing is the statement of problem for this research, "What is the relationship
between memory, attitude, perception, and consumption situation towards Thai beer
consumer's behavioral intention of local and global brands of beer?".

1.3 Objective of study:

1. To examine whether there is a relationship between memory, attitude, perception,
consumption situations, and consumer's behavioral intention of local and global
brands of beer.
2. To measure the relationship between memory, attitude, perception, consumption
situations, and consumer's behavioral intention of local and global brands of beer.
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1.4 Scope of Research:
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This study about the factors that affect beer conswnption 1s limited to the
following:
•

The conswner memory, attitude, perception, and consumption situation,
towards consumers' behavioral intentions of local and global beer brands
in Bangkok area only;

•

The respondents are Thai people who drink and purchase beer for their
own consumption;

•

The present research focuses only on those brands of beer, which are
available in the market of Thailand.

1.5 Research Limitations:
1.5.1 The present research focuses attention on investigation the relationship between
memory, attitude, perception, and consumption situations and behavioral
intention of beer conswners of Bangkok, therefore its finding may not be
generalized for beer consumers of other areas.
1.5.2 The present research will be conducted in a specific time frame, therefore its
finding may not be generalized for all times without specific considerations for
those other time frames.
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1.6 Significance of the study:

This present research attempts to highlight the factors, which correlate with Thai
beer consumers' behavioral intention for local and global brands of beer. The selected
factors to study are memory, attitude, perception, and consumption situations. The
findings of this research will offer marketing information concerning this industry in
Thailand. This information will also suggest to beer companies' marketers and people,
who are interested in this product to consider the relationship between identified factors
and Thai beer consumers' behavioral intention toward both local and global brands of
beer.

1. 7 Definition of terms:

Alcohol drinker

A person who drinks liquid that can cause drunkenness
such as beer, wine, brandy, and whisky.

Attitude

A person's enduring favorable or unfavorable evaluations,
emotional feelings, and action tendencies toward some
object or idea (Krench, Crutchfield, and Ballachey, 1962).

Beer

An alcohol drink made from malt and it flavored with hops

(Homby, 1989).
Behavioral intention

Means a proposition connecting self and a future action.
Behavioral intention is created through a choice/decision
process in which beliefs about two types of consequences--performing

behaviors

and

social

influences---are
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considered and integrated to evaluate alternative behaviors
and select mnong them (Peter and Olson, 1990).
Box of beer

A box of beer contains 12 bottles, or 140 ml.

Brand image

The schematic memory of a brand without reference to
competing brands (Dobni and Zinkhan).

Comparative advantage

The company possesses unique natural or human resources
that give it an edge when it comes to producing particular
products (Etzel, Walker, and Stantor, 1997).

Competitive advantage

A company's ability to perform in one or more ways that
competitors carmot or will not match (Kotler, 2000).

Consumption situations

The situational context in which behavior takes place can
have powerful influences on consumers'

behavioral

intentions (Peter and Olson, 1990).
Differentiation

Refers to the act of designing a set of meaningful
differences to distinguish the company's offering from
competitors' offerings (Kotler, 2000).

GI obal beer brands

The brands that have clear and consistent equity-or
identity-with beer consumers across boundaries. They are
generally positioned the same from one country to another.
They have essentially the same product formulation, deliver
the same benefits and use a consistent advertising concept
(Wehling, 1998).
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Local beer brands

Beer brands originating in Thailand with the production
and marketing mainly in domestic areas.

Market share

The percentage of sales of a marketer in any designated
market(s), as well as the share of a company's products in
its field of distribution (Cross, 1999).

Memory

The total accumulation of learning experiences (Betterman,
1979).

Monopoly

In commercial trading, the nearly complete control of a
commodity, products,

labor

supply, components,

or

services in a given market (Cross, 1999).
Packaging

Including the activities of designing and producing to
containers for a product (Kotler, 2000).

Perception

Means the process by which an individual selects,
organizes, and interprets information to create a meaningful
picture of the world (Kotler and Singh, 1980).

Product position

Refers to the schematic memory of a brand in relation to
competing brands, products, or stores (Aaker and Shansby,
1982).

Strategy

A tactic or approach that will lead to the solution of
problems or the achievement of objectives, whether for an
immediate crisis or long-range operations (Cross, 1999).
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Chapter2
Literature Review
Chapter 2 informs the local and international researches, the theory and model
supported the independent variables: memory, attitude, perception, and consumption
situations, and dependent variables of this study: behavioral intention of local and global
brands of beer.
2.1 The Local Researches

Previous researches by Thai authors that concerned with a study of the
relationship between memory, attitude, perception, and consumption situations toward
consumer's behavioral intention of local and global brands of beer are mentioned as
follows:
The research named "A Comparison of Relationships Between Beer Drinkers
Self-Image Congruities and Attitude Toward Beer Brands in Specific Consumption
Situations" by Ms. Ruangrat Pongprarut, aimed to compare the relationships between
beer drinkers self-image congruence and beer brands attitude in two consumption
situations (private and public consumption situations). The target brands of beer in this
research are Leo Beer and Heineken. The questionnaires were designed to study four selfcongruity: Actual self-image congruity, Ideal self-image congruity, Social self-image
congruity, and Ideal social self-image congruity. And they were distributed to male
undergraduate students who drank beer at least once within a month as the target
respondents. And the results of this research are: I.In private consumption situation, both
of actual self-image congruity and Social self-image congruity have the relationship
toward attitude of beer brand. But the actual self-image congruity has higher relationship
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with attitude of beer brand rather than social self-image.2. In private consumption
situation the correlation between Ideal self-image and attitude is higher than between
Ideal social self-image and attitude of beer brand. 3. In the public consumption situation,
the correlation between Social self-image congruity and attitude of beer brand does not
differ from the correlation between Ideal self-image and attitude (Pongpraprut, 2000).
Another local research named " A Study of Consumer Attitudes Towards The
Image of Beers in the Bangkok Metropolitan Area" by Darongchol Limrattana, focuses
on consumer attitudes towards the image of Thai beer, foreign beer, locally produced and
imported beer in Bangkok Metropolitan Area. It studies the correlation between a beer
image and consumer decision-making. This research uses a survey method by distributing
questionnaires. The Data is analyzed by mean, standard deviation, !-test, F-test and Chisqaure test. The results are summarized as follows: I. Most consumers are males whose
ages are between 20-30 and have a Bachelor Degree. They work in companies and have a
10,001-20,000 baht/month income. 2. Television is the most popular and successful
medium for beer promotion. Television commercials that are produced in the "Thai
Style" are the most popular. 3.Most respondents believe that: Singha is the most suitable
for Thais and has the best image. Heineken is the most suitable for women. 4. Most
consumers choose specific brands. For Thai beer, they prefer Singha. For global beer,
Heineken is preferred. Taste is the main reason for these preferences. The hypothesis
testing results show as follows: I. Different factors of sex, age, education, occupation and
income affect consumer attitudes towards Thai beer, foreign beer, locally produced and
imported beer. 2. The image of Thai beer, foreign beer, locally produced and imported
beer is correlated to consumer decision-making ( Limrattana, 1998).
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2.2 International Researches

Previous researches by foreign authors that concern with a study of the
relationship between memory, attitude, perception, and consumption situations toward
consumer's behavioral intention of local and global brands of beer are mentioned as
follows:
The research named " An Empirical Investigation of Consumer Memory,
Attitude, and Perceptions Toward Pioneer and Follow brands"by Frank H. Alpert &
Michael A. Karmins, provided the survey-based approach for examining consumer
cognitions, affect, and reported behavior toward pioneer brands. Prior consumer research
on pioneers has largely focused on automatic learning effects that are based on order of
exposure. An entirely different issue is whether it matters to consumers to know, years
after the product's introduction when follower brands are also available, that a particular
brand was the product pioneer. The authors test six hypotheses, focusing on this issue as
well as on new consumer behavior explanations for pioneer brand advantage. They find
consumers to have a positive attitude toward pioneer brands in general, which is partially
explained by their favorable perceptions of pioneer brands. In addition, a similarity is
found between pioneer brand image and individual self-image, which suggests that an
association or desire for consistency between the two may be another explanation for
favorable attitude and positive purchase intentions toward pioneer brands. The authors'
findings support the idea that a potentially enduring, relatively inimitable competitive
advantage may be created by the act of "pioneership"(Alpert, and Kamins, 1995).
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The research named "Consumption Situations and the Effects of Brand Image on
Consumers' Brand Evaluations" by Timothy R. Graeff, examines the role consumption
situations play in determining the effects of brand image on consumers' brand
evaluations. Results from the first experiment suggest that when consumption situations
are experimentally manipulated for the same brand, conspicuousness does not
significantly moderate that relative effects of actual and ideal congruence on brand
evaluations. Further, marketers can manage the effects of image congruence (between
brand image and self-image) by promoting varying consumption situations. Results from
the second experiment demonstrate how a dynamic concept of situational ideal selfimage (the image consumers perceive as being ideal to project in a particular situation) is
a better predictor of brand attitudes than are static concepts of self-image such as actual
and ideal self-image. Developing effective brand images must be coupled with a
consideration of the potential situations in which the product is to be consumed (Graeff,
1997).

Theory and Model
2.3 Consumer Lifestyle

The marketing manager must appropriately view the consumer as a problemsolver, referred to Hawkins, Best, and Coney. A decision-making unit (individual, family,
household, or firm) that takes in information, processes that information (consciously and
unconsciously) in light of the existing situation, and takes action to achieve satisfaction
and enhance lifestyle (Hawkins, Best, and Coney, 1992)
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Figure 2-1: Consumer Lifestyle and Consumer Decisions
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Figure 2-1, shows the relationship between Consumer lifestyle, needs/attitudes,
behavior/ experience, and consumer choices of product or service. Consumer lifestyle is
how a consumer live, the products he/she buy, how he/she use them, what he/she thinks
about them, and how he/she feel about them (Hawkins, Best, and Coney, 1992).
Maintaining or changing an individual or household lifestyle often requires the
consumption of products. It is a very useful approach for managers to think about
products in terms of their relationship to consumer lifestyles and the factors that influence
them (Hawkins, Best, and Coney, 1992)
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Figure2-2: Factors that Determine and Influence Consumer Lifestyle
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Figure 2-2, shows the basic factors which influence consumer lifestyle: marketing
activities, culture, values, demographics, social status, reference groups, households,
personality, emotions, motives, perception, and learning.
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External Influences
Culture: Culture is viewed in the traditional sense as representing that complex whole

which includes knowledge, belief, art, morals, law, custom, and any other capabilities and
habits acquired by man as a member of society. Customer behavior is the product of
particular culture.
Values: One of the most important aspects of culture is a culture's basic values.

These basic values provide the guidelines as what is right or wrong or good and bad in
any given situation. Values vary across cultures and set broad boundaries within which
lifestyles evolve.
Demographics: Demographics such as income, geographic, and age of country, which

includes varies subcultures.

The marketers have to analyze subcultures, and

homogeneous segments of the dominant culture, when they require differential marketing
activities.
Social Status: For social status, sociologists have been able to group occupations and,

together with other important variables, use them to identify categories that are composed
of individuals holding similar jobs, values, attitudes, or, when viewed as a whole,
somewhat similar lifestyles. Obviously, the variables that influence social status vary
from country to country.
Reference Groups: Most consumers belong to a large number of groups, which are

defined as two or more people who have a purpose of interacting over some extended
period of time. Groups serve as both a reference point for the individual and as a source
of specific information. The concept of opinion leaders within groups, and study group
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conformity and how group norms often proscribe aspects of lifestyle which needed to be
study by marketer.

Household: The household is a very special and influential form ofreference group.
The household is the primary purchasing unit for most consumer goods. Obviously it is
important for the marketing manager to be fully aware of who is influencing the decision
within a household so that an effective information campaign can be constructed and
appropriately positioned and directed.

Internal Influence
Perception: Perception is the initial activity in information processing and includes
exposure, attention, and interpretation. All of these activities are driven by individual,
stimulus, and situational factors.

Leaming and Memory: Needs, tastes and preferences, and price-quality relationships
are the outcome of learning. As the consumer's purchase increases, they learn the most
effective sources of information, the best places to shop, the brand names on which to
rely, and those to avoid.
Thus, it is important for the marketer to understand how people learn and what must be
done to affect their learning.

Motives, Personality, and Emotion: Motives are the forces that initiate and direct
consumer behavior. While motives direct behaviors toward objectives, personality relates
to characteristic patterns of responses to a variety of situations, although the role played
by the situation itself is also recognized. Emotions are our feelings or affective responses
to situations, products, advertisements, and so forth.
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Lifestyles: Personality, emotions, motives, culture, social status, reference groups,
household, and individual development influence consumers in adopting a particular
lifestyle that represents what they think they are and want to be.

Attitudes: Attitudes represent the basic orientation for or against some object such as a
product or retail outlet. Attitudes are formed out of the interrelationship between personal
experience and lifestyle. Attitudes are composed of cognitive (beliefs), affective
(feeling), and behavioral (response tendencies) components, which tend to be consistent
with one another(Hawkins, Best, and Coney, 1992).

2.4 Source of Relevance Regarding Explained Variables
2.4.1 Behavioral Intention
It is important for marketer to predict consumers' future behavior for forecasting
and conducting appropriate marketing plans.
Behaviors are specific actions directed to some target object. Behaviors always
occur in a situational context or environment and at a particular time (Ajzen and
Fishbein, 1980).
Behaviors are a consequence of personal, social, and environmental influences,
and attitudes are but one of the factors affecting action (Seibold, 1980).

Behavioral intention is a proposition connecting self and a future action.
Behavioral intention is created through a choice/decision process in which beliefs about
two types of consequences---performing behaviors and social influences---are considered
and integrated to evaluate alternative behaviors and select among them (Peter and Olson,
2002).
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St. Gabriel's IJbrary,

Au

There is a connection between behavioral intention and attitude as attitude can
predict a consumer's behavioral intention. Refer to Ajzen and Fishbein, attitudinal and
behavioral phenomena comprise four elements: the action, the target of that action, the

context within which the action occurs, and the time at which it take place (Ajzen and
Fishbein, 1980). The correspondence between the attitudinal prediction and the
behavioral criterion depends upon the degree to which the attitudinal entity matches the
behavioral entity in these four elements. Consistent strength in the relationship between
an individual's attitude and behavior occurs when both are directed toward an identical
target and both refer to the same action (Foxall, 1996).
In the study of attitudes and behavior, Fishbein defines attitude solely in terms of
affect (or overall evaluation), and defines cognitions in terms of the beliefs of which
attitudes are a function and conation as the behavioral intentions, which mediate and
approximate overt behavior and, which are a function of attitudes toward performing a
behavioral act in a specific situation plus the individual's normative beliefs about the
social expediency of performing the act as activated by his/her motivation to comply with
the norms as he/she perceives them (Fishbein and Ajzen,1980).
The following is the intention theory model:
B =BI= [Aact]
Where B

W0

+ [NB(Mc)]

Wt

= overt behavior

BI = behavioral intention
Aact = attitude toward the act
NB =normative belief
Mc =motivation to comply with NB
And w0 , w 1 =empirically determined regression weights.
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Beside attitude, the effects of social environment on behavior are accounted for in
the behavioral intentions model by a term (NB), which subsumed the individual's
expectations that a specific reference group's members expect him/her to behave in the
particular way under investigation (F oxall, 1996).
Based on Fishbein, Ajzen, and the others' theory of reasoned action, which
implies that it derives from the restrictions and qualifications placed upon the definition
and measurement of the attitude and behavior variables involves, such as the
measurement of attitude toward the act rather than the more general attitude toward the
object, and the above-noted insistence upon correspondence between attitude and
behavior measures ( Fishbein, Ajzen, Landy, and Anderson, 1982).
Fishbein also concludes that " clearly indicate that even when appropriate
attitudes are considered (i.e., attitudes toward the performance of a behavior rather than
attitudes toward an object or person) a change in that attitude may not produce behavioral
change and thus even under these conditions (i.e., when appropriate attitudes are
considered) there is little reason to expect attitudinal-behavioral consistency .... Clearly
the time has come to stop worrying about consistency and to start worrying about those
factors that control behavior (Fishbein, l 980b)".
Fishbein and Ajzen's theory of reasoned action is based upon the frequently
substantiated finding that an individual's behavior is predictable from his/her beliefs
,about the consequences of performing a particular behavior (in a given situation), the way
ip which he/she evaluates these consequences, social norms which prescribe 'correct'
behavior in that situation, and his/her (learned) motivation to exhibit 'correct' behavior
(Fishbein, 1980).
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All of the determinants of behavioral intention and, therefore, of behavior itself
are situationally modified; the relative importance of attitude toward the act and
subjective norm in any particular behavioral prediction is itself determined by the nature
of the behavior in question, the contextual conditions specified for its performance, and
the personal characteristics of the individual (Foxall, 1996).
The relevant past behavior can account for a significant amount of variability in
present behavior, which is not mediated by behavioral intentions (Bentler and Speckart,
1981 ).

2.4.2 Fishbein' s Intentions Model

Figure 2.3: Schematic representation of Fishbein's Intentions Model
Attitude toward
a specified target
behavior.

Subjective norm
with respect to

/

Behavioral

Target

Intention

behaivor.

target behavior.

Source: Derived from Ajan, I. and Fishbein, M., Understanding Attitudes and Predicting
Social Behavior, Englewood Cliffs, NJ, Prentice-Hall, 1980.
, )

The model of behavior intention advanced by Fishbein represents one of the most

\)/ sophisticated means of relating behavioral intentions to actual behavior (Fishbein, 1980).

I\

This model actually predicts behavioral intentions rather than behavior, but the
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I

I

assumption is that under the right conditions these intentions will approximate behavior.
It arrives at its prediction of behavioral intentions by summing two other measure:

j •

/

\

.

A measure of the respondent's attitude toward behaving in some stated way toward or
with an object, and
A measure of the individual's subjective norm, i.e., his or her beliefs about other
people's evaluation to comply with what they think (Foxall, 1996).

2.4.3 Global and Local brands.

Philip Kotler defines a brand as a name, term, symbol, or design, or a combination
of them, which is intended to signify the goods or services of one seller or group of
sellers and to differentiate them from those of competitors (Kotler, 2000).
The global brands can be explained with three aspects: First, the names are critical
to brand success and must be universally acceptable. Second, the global brands have a
universal appeal, not only in their names, but with their product offering as well.
Third, global brands stick to the same basic brand personality, values, and positioning
across the world, even though product and communications strategy might be adapted
slightly to cater to the nuances of different cultures (Temporal, 2000).
The advantages of a Global brand are:
•

Recognition on the part of the consumer who has traveled;

•

Respect for success-any brand that is big will attract more trust on the
part of some consumers, just as market leaders have an unfair advantage;

•

Leverage with the distribution trade, an area where size certainly is a
bargaining tool;
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•

The possible advantages already discussed of "internationalism" as a
position, and possible economies of scale in numerous areas (Arnold,
1997).

While Global brands provide so many advantages to their organizations, local
brands are different. Local brands are the brands in domestic areas.
The benefits of local branding are the freedom to develop brand names, visual
elements and associations for each specific audience, and produce them locally. It can
also take advantage of the fact that the brand is regarded as a local one (Temporal,
2000).

2.5 Source of Reference Regarding Influencing Variables
2.5.1 Memory
Memory is a outcome of learning. While learning is essential to the consumption process

(Hawkins, Best, and Coney, 1992, 261 ), the consumers acquire most of their attitudes,
values, tastes, behaviors, preferences, symbolic meanings, and feelings through learning.
The Learning experiences influence type consumer lifestyle and the products they
consume.
Learning is any change m content or organization of long-term memory

(Mitchell, 1983).

Stimuli:
Internal
External

__.

Information
processing

Source: The Consumer Behavior, Implications for Marketing Strategy,

5th

ed., 1992, 261
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Leaming may occur in either a high-involvement or a low-involvement situation
(Zaichkowsky, 1986).
A high-involvement learning situation is one in which the consumer is motivated
to learn the material. A low-involvement learning situation is one in which the consumer
has little or no motivation to learn the material (Hawkins, Best, and Coney, 1992).
Memory is the total accumulation of prior learning experiences (Bettman, 1979).

It consists of two interrelated components: short-term and long-term memory.
Two Components of Memory:
Short-term Memory

Short-term or working memory has been described in terms of two basic kinds of
information processing activities----maintenance rehearsal and elaborative activities.

Maintenance rehearsal is the continual repetition of a piece of information in order to
hold it in current memory for use in problem solving or transferral to long-term memory.

Elaborative activities are the use of previously stored experiences, values, attitudes,
beliefs, and feelings to interpret and evaluate information in working memory as well as
add relevant previously stored information (Hawkins, Best, and Coney, 1992, 283).
Long-term Memory

Long-term memory is viewed as an unlimited, permanent storage. It can store numerous
types of information such as concepts, decision rules, processes, affective (emotional)
states, and so forth. Marketers are particularly interested in schematic memory, which is
the stored representations of consumer generalized knowledge about the world they live
in (Smith, Houston, and Childers, 1985). It is this form of memory that is concerned with
the association and combinations of various "chunks" of information. For a product or
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service, the schematic memory of a brand is the same as the brand image. It is what the
consumer thinks of and feels when the brand name is mentioned (Hawkins, Best, and
Coney, 1992).
Both long-term and short-term memories are connected to each other through
encoding and retrieval processes, which include in Memory-Control Processes. Memorycontrol processes are the study of how people get information into and out of memory.
The Memory-Control Processes
•

Encoding
Encoding refers to the process of transferring information from short-term to

long-term memory for permanent storage (Moven, 1993). During rehearsal, a consumer
can simply repeat the stimulus over and over or attempt to link the stimulus to other
information already placed into long-term memory. As the consumer grows more adapt at
coding information by drawing associations between it and information already m
memory, the storage process is likely to speed up proportionally ( Kunungo, 1968).
For the marketer, the brand names of product will be recognized at encoding process.
Therefore, the product name should be fits more and associate with the product class, and
its attributes, for better improvement to consumer recalls the name.
•

Retrieval and Response Generation
Retrieval refers to the process of accessing information stored m long-term

memory so that it can be utilized in short-term memory (Moven, 1993).
The act of remembering something consists of the control processes of retrieval and
response generation. While the retrieval process helps the consumer identify the desired
information to be recalled through long-term memory, the response generation helps a
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consumer to construct a response by actively reconstructing the stimulus. It can be done
when the consumer uses logic, intuition, expectations, and whatever else is available to
reconstruct the memory.
2.5.2 Attitude

According to Henry Assael, attitudes and needs are an import influence on
consumer behavior. Because attitudes toward brands are consumers' tendencies to
evaluate brands in a consistently favorable or unfavorable way. This evaluation is based
on past experience with a brand, current information, and environmental influences
(Assael, 1998).
The attitudes toward brands will depend on the degree to which brands have
attributes and on the value, which is placed on the attributes. The degree to which a brand
has the attributes wanted by a consumer is called perceived instrumentality. The value
placed on each attribute depends on the consumer's emphasis on each attribute.
Both value and instrumentality determine whether the consumer is satisfied by the
attribute. Therefore, the consumer's attitude toward a brand depends on the
instrumentality of the brand in achieving certain needs and on the value of these needs
( Assael, 1998).
\

The importance of studying and measuring attitudes toward brands can provide

~ome benefits to the marketer. Attitudes can help to predict consumer behavior, describe
consumer segments, and evaluate marketing strategies.
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Functions of Attitudes
There are four functions of attitudes classified by Daniel Katz:
1. The utilitarian function;
2. The value-expressive function;
3. The ego-defensive function;
4. The organization of knowledge function (Katz, 1960).

The Utilitarian Function
As a utilitarian function, attitudes serve to guide consumers in achieving desired
needs. Also, attitudes will direct consumers away from brands unlikely to fulfill their
needs. Media advertising is consistent with the utilitarian function by featuring
performance characteristics (Assael, 1998).

The Value-Expressive Function
Attitudes express a self-concept and value system. For example, the individual
who adopts an organizational code of conformity and dresses in a conservative manner
has accepted the values of conservatism and wealth as expressive nature of success.
Advertisers often appeal to the value-expressive nature of attitudes by implying that use
or purchase of a certain item will lead to self-enhancement, achievement, or
independence (Assael, 1998).
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The Ego-Defensive Function

Attitudes protect the ego from anxieties and threats (Assael, 1998). Advertisers
create the feeling of assurance or anxiety in the mind of consumers for the reason of
arouse their attention toward the products and then purchase them.

The Organization of Knowledge Function

Attitudes organize the mass of information consumers are exposed to daily and
help set up standards on which to judge the information. The consumer sorts all the
messages, ignoring the less relevant information in favor of other information more
relevant to his or her needs (Assael, 1998).

Attitude Components

There are three components that establish consumer attitudes: beliefs (the
cognitive component), brand evaluation (the affective component), and the tendency to
act (the behavioral component).
1. Beliefs What consumers believe about a brand becomes the characteristics they
ascribe to the brand. There are two types of beliefs: informational beliefs and
evaluative beliefs.
Informational beliefs are associated b with product attributes (e.g., gas mileage or
horsepower). Evaluative beliefs are associated with product benefits (e.g., economy,
roominess) (Assael, 1998).
2. Brand Evaluation The second attitude component represents the consumer's overall

evaluation of the brand. Beliefs about a brand are multidimensional because they
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represent the various brand attributes the consumer perceives. A consumer's overall
evaluation of a brand can be measured by rating it from poor to excellent or from
prefer least to prefer most ( Assael, 1998)

3. Tendency to Act The third attitude component is the consumer's predisposition to act
toward an objective, and this is generally measured in terms of intention to buy.
Measuring buying intent is particularly important in developing marketing strategy.
Marketing managers frequently test the components of the marketing mix--altemative product concepts, ads, packages, or brand names--- to determine what
most effectively influences purchase behavior (Assael, 1998)
The beliefs about the brand influence the overall evaluation of the brand which
then influence choices. There is sufficient evidence in marketing studies to suggest that
such a belief/evaluation/behavior link exists and is important enough to justify the
attention marketers pay to attitudes (Luzt, 1986).
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Figure 2-4: A Traditional Hierarchy of Effects

Consumer

Brand Beliefs

Needs

'
Brand

evaluation

Intention to
Buv

Source: Consumer Behavior and Marketing Action, 1998, p.164.
Figure 2-4 shows the relationship between brand beliefs and consumer needs will
determine the favorable or unfavorable evaluation of the brand; the brand's evaluation
will then determine the action tendency.
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2.5.3 Perception
Perception is the process by which the stimuli as light, color, and sound are

selected, organized and interpreted (Solomon, Bamossy, and Askegaard, 1999)

Figure 2-5: An overview of the perceptual process
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Source: Consumer Behavior, A European Perspective, Prentice Hall, 1999, 40.
People undergo stages of information processing in which stimuli are input'and
stored. Only a very small number of stimuli in the environment are ever noticed. Of
these, an even smaller number are attended to. The meaning of a stimuli is interpreted by
the individual, who is influenced by his/her unique biases, needs and experiences. These
three stages of exposure (or sensation), attention and interpretation make up the process
of perception (Solomon, Bamossy, and Askegaard, 1999)
Sensation

Sensation refers to the immediate response of our sensory receptors (e.g. eyes,
eyes, ears, nose, mouth, fingers) to such basic stimuli as light, color; and sound
(Solomon, Bamossy, and Askegaard, 1999, 40) In the sensation stage, consumers receive
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information through their senses. Sensory input or external stimuli picked up by our five
senses constitute the raw data that generate many types of responses. These responses are
historical imagery and fantasy imagery. Historical imagery is the result in which the
event that actually occurred is recalled. Fantasy imagery results when an entirely new,
imaginary experience is the response to sensory data. These responses are an important
part of hedonic consumption, or the multi-sensory, fantasy and emotional aspects of
consumers' interactions with products. The data that we receive from our sensory
systems determine how we respond to products (Solomon, Bamossy, and Askegaard,
1999).
How people respond to some stimuli is explained by the sensory thresholds:
the absolute threshold, and the differential threshold.
1. The absolute threshold
The absolute threshold refers to the minimum amount of stimulation that can be
detected on a sensory channel.
2. The differential threshold
The differential threshold refers to the ability of a sensory system to detect changes
or differences between two stimuli. A consumer's ability to detect a difference
between two stimuli is relative. Just noticeable difference (JND) describes the
minimum change in a stimulus that can be detected. According to Ernst Weber, the
amount of change that is necessary to be noticed is related to the original intensity of
the stimulus. The stronger the initial stimulus, the greater the change must be for it to
be noticed (Solomon, Bamossy, and Askegaard, 1999).
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Perceptual selection
In an information society, consumers are bombarded with a lot of information.
Therefore, they are often in a state of sensory overload and can expose only some
information.
Because the brain's capacity to process information is limited, consumers
are very selective about what they pay attention to. Perceptual selectivity means that
people attend only a small portion of stimuli to which they are exposed. Two important
aspects of pe~eptual selectivity as they relate to consumer behavior are exposure and
attention (Solomon, Bamossy, and Askegaard, 1999).
Exposure
Exposure is the degree to which people notice a stimulus that is within range of
their sensory receptors. Consumers concentrate on certain stimuli, are unaware of others,
and even go out of their way to ignore some messages. Experience is one factor that
determines how much exposure to a particular stimulus a person accepts. Perceptual
filters based on consumers' past experiences influence what we decide to process.
Perceptual vigilance is a factor in selective exposure, because consumers are more likely
to be aware of stimuli that relate to their current needs. Another factor is adaptation, or
the degree to which consumers continue to notice a stimulus over time

(Solomon,

Bamossy, and Askegaard, 1999).
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Attention

Attention is the degree to which consumers focus on stimuli within their range of
exposure. Because consumers are exposed to so many advertising stimuli, marketers are
becoming increasingly creative in their attempts to gain attention for their products
(Solomon, Bamossy, and Askegaard, 1999).
Interpretation

Interpretation is the final step in the process of perception. Interpretation refers to
the meaning that people assign to sensory stimuli. As people differ in terms of the stimuli
that they perceive, the eventual assignment of meanings to these stimuli varies as well.
Consumers assign meaning to stimuli based on the schema, or set of beliefs, to which the
stimulus is assigned (Solomon, Bamossy, and Askegaard, 1999).

2.5.4 Consumption Situation

Consumers often prefer different brands in different consumption situations (Belk,
1975; Dickson, 1982; Stayman & Deshpands, 1989). The situational context in which
behavior takes place can have powerful influences on consumers' behavioral intentions
( Peter and Olson, 1990).
Situational factors may also have an impact on consumer behavior. Consumer
situations are those temporary environmental and personal factors that form the context
within which a consumer activity occurs (Peter and Olson, 2002).
A consumer situation composes of factors that: I) involve the time and place of
consumer activity, 2) influence buying behavior, an 3) do not include a consumer's
personal long-term characteristics or a product's features (Peter and Olson, 2002).
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Table 2.1: Five Types of Consumer Situations
I. Physical surroundings: concrete physical and spatial aspects of the environment

encompassing a consumer activity.
2. Social surroundings: the effects of other people on a consumer in a consumer
activity.
3. Task definition: the reasons that occasion the need for consumers to buy or
consume a product or service.
4. Time: the effects of the presence or absence of time on consumer activities.
5. Antecedent states: the temporary physiological states and moods that a consumer
brings to a consumption activity.
Source: Consumer Behavior, Macmillan Publishing Company, 1987, p. 307

Five Types of Consumer Situation
1. The Physical Surroundings.
Physical surroundings refer to the concrete physical and spatial aspects of the

environment encompassing a consumer activity (Peter and Olson, 2002). The stimuli
such as colors, noise, lighting, and the special arrangements of people or objects can
influence a variety of behaviors. The consumer perceives physical surrounding through
sensory mechanisms such as vision, hearing, smell, and even touch. Therefore the
physical surroundings has the great impact on retailing business.
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2. The Social Surroundings
Social surroundings refer to the effects of people in a consumption situation. The
group effect has direct application to the social situation, because a group can result in
conformity pressures on a consumer ( Peter and Olson, 2002).
Three situations of social surrounding can influence people in each type of
consumer activity. These situations are consumption situation, purchase situation, and
communications situation.

Consumption situation will involve the presence of other people can dramatically
influence a consumer's actions (Peter and Olson, 2002).

Purchase situation can influence buying behavior such as in an auction, the
competition between people who want to bid arousing other people to pay more money
for an object.
The last one is communications situation. Communication activities for selling
products and services, such as a television commercial or sales presentation, can make
people to pay attention to that product and service.
Social surrounding can give the benefits for a basic beverage such as beer.
Because in an inventory of a beer-drinking situation, half of the items deal with social
situation, such as:
Entertaining close friends at home;
Giving a party;
Attending a social event for which you bring your own beverages;
Going to a tavern after work;
Going to a restaurant or lounge on Friday or Saturday night;

41

Taking a camping trip, beach trip, or extended picnic (Bearden and Woodside, 1978).

3. The Task Defmition
The reasons why people buy and consume a product or service are varied. These
buying purposes form what is called the consumer's task defmition, or the situation
reasons for buying or consuming a product or service at a particular time and place
( Peter and Olson, 2002). The purpose of purchase can be for a special occasion such as
Christmas, a birthday, graduation, or wedding.
The task definition closely relates to the usage situation. The usage situations
form the context in which a product is used and can control the product characteristics
sought by consumers (Dickson, 1982).

4. Time As A Situation Variable
Time may be the most important variable in consumer behavior because it plays a
role in so many theoretical areas (Nicosia and Mayer, 1976). Time can be analyzed from
three different perspectives; individual differences in the conception of time, time as a
product, and time as a situational variable.
Consumers may use time differently. Normally, people can use their time in four
different ways-work, necessities, homework, and leisure ( Feldman and Hornik, 1981 ).
Time can also be a type of product. Many purchases are made in order to buy time. Not
surprising that time-saving qualities are frequently used by corporations to promote their
products. And time also may be a factor that influences the consumer's conduct in a
given situation. How much time a consumer has available to do a task, such as buying a
product, will influence the strategy used to select and purchase it (Peter and Olson, 2002).
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5. Antecedent States
Antecedent states concern temporary physiological and mood states that a
consumer brings to a consumption situation. Physiological states such as hunger, thirst,
and lack of sleep influence buying behavior. Mood states are temporary variations of how
people feel and range from happy feelings to neutral mood states to very negative
feelings (Peter and Olson, 2002).
The Consumption Situation, which included in Social surroundings, is therefore
one of factor influencing product or branJ choice. Because beer often marketed primarily
based on image. There is some relationship between the situation to consume and brand
of beer consumed. According to Timothy R. Graeff, the research reveals that the two
situations: privately consumed product, and publicly consumed product have some
impact on beer brand choice. The evaluations of privately consumed products are more
affected by actual congruence (between brand image and how consumers actually see
themselves), whereas evaluations of publicly consumed products are more affected by
ideal congruence (between brand image and how consumers would ideally like to see
themselves (Dolich, 1969; Ross, 1971 ). When a brand is consumed publicly, consumers
should be interested in impressing others by their act of consumption (Graeff, 1997).
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Chapter3
Research Framework
This chapter is divided in to four parts. The first part is theoretical framework,
which explains the source of conceptual framework of this study. The second part,
Conceptual framework, which shows how relevant between independent and dependent
variables. Next part is Hypothesis of this study. And the last part, the Operationalization
of variables, which presents the measurement methods of each variable.

3.1 Theoretical framework

Conceptual framework of this study based on two international researches, which
are mentioned in Chapter 2,"An Empirical Investigation of Consumer Memory, Attitude,
and Perception Toward Pioneer and Follower Brands" by Frank H. Alpert and Michael
A. Kamins. The research reveals the factors, which affect to consumers purchase
behavior on brands of product. The result from six hypotheses testing can be concluded
that when consumers have higher degree of retrieve, attitude, and perception on a brand,
they tend to purchase that product brand rather than other brands. And the research of
Consumption Situations and the Effects of Brand Image on Consumers' Brand
Evaluation, by Timothy R. Graeff, presents a concept of consumption situations have
some impact on consumers' brand choice. Consumers will consume different brands of
beer in different consumption situations. These situations are privately and publicly
consume. From this research experiments, it found that to develop effective brand images
must be consider the potential situations in which the product is to be consumed.
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3.2 Conceptual Framework

Figure 3-1: Conceptual framework of hypotheses testing model.
Independent variables

Dependent variable

Figure 3-1 presents the relationship between independent variables: consumers'
memory, attitude, perception, and consumption situations, and dependent variables:
consumers' behavioral intention of local, and global brands of beer.
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3.3 Hypothesis

The eight hypotheses proposed in this study are:
H0 1:

There is no relationship between memory of Thai beer consumers and their
behavioral intention toward local brands of beer.

Hai:

There is a relationship between memory of Thai beer consumers and their
behavioral intention toward local brands of beer.

H0 2:

There is no relationship between memory of Thai beer consumers and their
behavioral intention toward global brands of beer.

H.2:

There is a relationship between memory of Thai beer consumers and their
behavioral intention toward global brands of beer.

H0 3:

There is no relationship between attitude of Thai beer consumers and their
behavioral intention toward local brands of beer.

H.3 :

There is a relationship between attitude of Thai beer consumers and their
behavioral intention toward local brands of beer.

H0 4:

There is no relationship between attitude of Thai beer consumers and their
behavioral intention toward global brands of beer.

Ha 4 :

There is a relationship between attitude of Thai beer consumers and their
behavioral intention toward global brands of beer.

H05 :

There is no relationship between perception of Thai beer consumers and their
behavioral intention toward local brands of beer.

Has:

There is a relationship between perception of Thai beer consumers and their
behavioral intention toward local brands of beer.
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H0 6:

There is no relationship between perception of Thai beer consumers and their
behavioral intention toward global brands of beer.

Ha6:

There is a relationship between perception of Thai beer consumers and their
behavioral intention toward global brands of beer.

H07 :

There is no relationship between consumption situations of Thai beer consumers
and their behavioral intention toward local brands of beer.

H.1:

There is a relationship between consumption situations of Thai beer consumers
and their behavioral intention toward local brands of beer.

H0 s:

There is no relationship between consumption situations of Thai beer consumers
and their behavioral intention toward global brands of beer.

H.s:

There is a relationship between consumption situations of Thai beer consumers
and their behavioral intention toward global brands of beer.
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3.4 Operationalization of Variables
Table 3-1: Defmitions of variables

Variables

Defmition term

Operational
component

Measurement

Memory

A consumer retrieves on
a brand name of beer
when they want to
consume or purchase
beer.

The questionnaire
question 2 - 4 aim to
find out can a
consumer name the
brand of beer
available in Bangkok.

Nominal scale

Attitude

A consumer prefers on
one brand 's image or
beer attributes than the
other brands of beer.

The question 6 -9
want to find out the
consumer attitude
toward local brand.

Interval scale.

Perception

A consumer perceives on
one brand through
sensory systems such as
visual, tastes, and smell
of beer from his/her own
experience.

The question no.
10 -14 find out
consumer perception
on some beer brand.

Interval scale

Consumption
Situations.

Situation factors that
effect on beer consumer's
behavior. Two kinds of
beer consumption
situations are privately
and publicly consumed.

The question no. 1517 are searching for
how consumer
perceives
Beer brand choice in
different situations.

Interval scale

Behavioral
Intention of
local brands of
beer.

A consumer' s intention
to purchase or consume
regarding on local beer
brands.

The question no. 5,
and 18 aim to know
the intention behavior
of a customer on
some beer brands.

Nominal and
Interval scale.

Behavioral
Intention of
global brands
of beer.

A consumer' s intention
to purchase or consume
regarding on global beer
brands.

The question no. 5,
and 18 aim to know
the intention behavior
of a customer on
some beer brands.

Nominal and
Interval scale.
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Chapter 4
Research Methodology
This chapter explains the research methodology used for this research. It
composed of six sections. Section one describes the research method and research
instrument. Section two informs the sources of data collecting. Section three is data
collection and section four identifies sampling design. The last one, section five, covers
the data analysis.

4.1 Research methodology
4.1.1 Research method

The Descriptive research is used to conduct this study. According to Mr. Naresh
K. Malhotra, the objective of descriptive research is the description of something--usually market characteristics or function (Malhotra, 2002). This kind of research is
based on a clear statement of the problem, specific hypotheses, and specification of the
information needed. And the data collection techniques used are secondary data and
survey.
Refer to Mr. Naresh K. Malhotra, survey method of obtaining information is
based on questioning respondents (Malhotra, 2000). To select this method as a tool, the
researcher gained some benefit as ease, reliability, and simplicity to gather information
from a large number of respondents.
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4.1.2 Research instrument

Due to limitation of time, self-administered questionnaire is considered the best
research instrument for this study. The questionnaire is composed of three parts. For the
first part, the researcher used both fixed-alternative and open-ended respond questions.
The fixed-alternative question asks the respondents to choose only a specific answer. And
the open-ended response questions ask the respondents to answer by use their own idea.
The second part is forced rating scale, which the respondents are forced to choose/circle
the answer that can match their experience. And the last part, the researcher asks the
respondents about their general information.
The measurement scales for this questionnaire are nominal and interval scales.

4.2 Source of data

To accomplish this study, the research needs both primary and secondary data.
The primary data is self-administered questionnaire. As the questionnaire is one of the
most easy and flexible methods for collecting information. The secondary data are
gathered from several sources such as journals, business magazines, internet, consumer
behavior text books, and marketing research text books.

4.3 Data collection

The data was collected by employing a self-administered questionnaire and
distributed to Thai beer consumers both male and female, who live in Bangkok area.
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4.4 Sampling design
4.4.1 Target population

The target population of this research consists of Thai beer consumers both male
and female who live in Bangkok, drink and purchase beer for their own consumption.
4.4.2 Sampling procedure
Nonprobability Sampling

The nonprobability sampling is considered as the sampling procedure for this
study. For the main reason that the total population is unknown. The additional reasons to
choose nonprobability rather than probability sampling are quick and inexpensive.
Because the researcher uses the personal judgment to select sample elements.
Judgmental Sampling

The researcher selects the sampling elements based on the personal judgment by
considering who should be the most appropriate respondents before distributing
questionnaires. This sampling technique is the most suitable in research in which broad
population generalizations are not required (Maholtra, 2002). Moreover, judgment
sampling technique provides some advantages as inexpensive, convenient, and not time
consuming to get the target respondents.
4.4.3 Sampling unit

Sampling unit is a single element or group of elements subject to selection in the
sample (Zikmund, 2003). For this research, sampling unit is Thai beer consumers, both
male and female, who drink and purchase beer for their own consumption. The sample
selection began in August, 2003 and will be limited in Bangkok area.
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Ta ble 4- 1:Number of·popuIation and house in Ban!!kok by districts: 2002
Districts
Whole Kingdom
Bangkok
Phra Nakhon
Dus it
NongChok
Bang Rak
Bang Khen
BangKapi
Path um wan
Porn Prap Sattru Phai
Phra Khanong
Min Buri
Lat Krabang
Yan Nawa
Samphanthawong
Phaya Thai
Thon Buri
Bangkok Yai
Huai Khwang
Khlong San
Taling Chan
Bangkok Noi
Bang Khun thian
Phasi Charoen
NongKhaem
Rat Burana
Bang Phial
Din Dang
Bung Kum
Sathon
Bang Sue
Chatuchak
Bang Kho Laem
Prawet
Khlong Toei
Suan Luang
Cham Thong
Don Muang

Total
62,799,872
5,782,159
78,351
151,511
102,564
60,775
175,190
147,434
98,532
73,240
100,878
109,241
126,792
92,649
36,127
90,492
177,938
86,134
79,871
108,426
103,020
155,251
118,611
104,254
119,380
97,690
117,561
157,896
141,017
107,136
159,217
171,868
114,638
130,383
134,802
115,086
172,815
154,832

Male
31,139,647
2,796,409
38,646
82,514
50,526
29,665
85,202
68,311
48,589
36,605
47,525
52,403
61,064
44,910
18,273
46,086
87,259
41,886
37,804
52,853
49,304
76,510
57,289
67,347
56,618
47,698
55,914
75,313
65,966
52,148
76,661
82,720
55,908
62,595
65,600
54,251
83,912
77,060

Female
31,660,225
2,985,750
39,705
68,997
52,038
31,110
89,988
79,123
49,943
36,635
53,353
56,838
65,728
47,739
17,854
44,406
90,679
44,248
42,067
55,573
53,716
78,741
61,322
72,907
62,762
49,992
61,647
82,583
75,051
54,988
82,556
89,148
58,730
67,788
69,202
60,835
88,903
77,772

Houses
17,309,344
1,963,660
18,577
29,839
30,401
23,161
71,202
69,065
24,553
18,231
34,374
36,562
44,573
39,850
13, 189
27,820
41,511
26,695
31,790
28, 165
31,055
43,009
44,109
42,293
41,425
31,778
35,886
46,816
47,478
31,924
45,716
73,462
33,371
46, 101
53,309
41,894
54,782
54,305
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. andhouse m
. Ban Itk0 kb>Y d'1stncts: 2002
Num ber of population
Districts
Total
Houses
Male
Female
Ratchathewi
Lat Phrao
Watthana
Bang Khae
Lak Si
Sai Mai
Khan Na Yao
Saphan Sung
Wanh Thong Lang
Khlong Sam Wa
BangNa
Thawi Watthana
Thung Khu
Bang Bon

102,663
114,067
82,098
180,136
120,760
155,252
81,048
77,482
109,942
109,156
102,125
58,004
97,164
84,660

50,269
52,886
39,122
85,514
59,583
74,410
38,314
36,068
51, 183
52,518
49,001
27,449
46,138
41,019

52,394
61,181
42,976
94,622
61,177
80,842
42,734
41,414
58,759
56,638
53,124
30,555
51,026
43,641

27,156
39,776
41,376
66,031
43,087
61,961
27,09
24,265
44,939
40,384
40,819
23,832
37, 165
37,507

Source: Department of Local Administration, ministry oflnterior.
According to Table 4-1, the districts,which have the population more than
145,000 people, were consider as the representative to collecting data for the whole
Bangkok area. These districts are Dusit, Bang Khen, Bang Kapi, Thon Buri, Bangkok
Noi, Din Daeng, Bang Sue, Chatuchak, Chom Thong, Don Muang, Laksi, and SaiMai.
The places to distribute questionnaires are inside and outside the department stores and
shopping malls, where are near by those high population districts, easy, and comfortable
for the people to go to make purchasing products. The following are selected places to
gather the data:
The Central, PinKioa Department Store: Dusi!, Bang Sue, Thon Buri,
and Bangkok Noi districts.
The Central, Lad Phrao Department Store and Chatuchak Market

Bang

Khen, Din Daeng, and Chatuchak districts.
The Mall, Bang Kapi and Ramkamhaeng Department Stores: Bang Kapi
district.
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The Mall, Bang Khae Department Store: Bang Khae,

and Chom Thong,

districts.
The Future Park Department Store, Jae Laeng Shopping Mall, and Talad Mai
Don Muang: Don Muang, Lak Si, and Sai Mai districts.

4.4.4 Sampling size

The number of sample elements is determined by Maholtra's sample sizes used in
Marketing research studies.
Table 4-2: Sample Sizes Used in Marketing Research Studies
Type of study

Problem identification research (e.g., market
potential)
Problem solving research (e.g., pricing)
Product tests
Test marketing studies
TV/radio/print advertising (per commercial or ad
tested)
Test-market audits
FOCUS groups

Minimum size

Typical range

500

1,000-2,500

200
200
150
10 stores

300-500
300-500
200-300
10-20 stores

6 groups

10-15 groups

Source: Naresh K. Malhotra, Basic Marketing Research, 2002, p.351.
Table 4-2 shows the exact number of sample size required for each type of
research.This research is classified as problem solving research. Therefore, the sample
size is 200, which means the questionnaires were distributed to 200 Thai beer consumers
lived in high population districts of Bangkok.
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From 200 questionnaires:
40 questionnaires distributed at The Central, PinKloa Department Store.
40 questionnaires distributed at The Central, Lad Phrao Department Store and
Chatuchak Market.
40 questionnaires distributed at The Mall, Bang Kapi and Ramkamhaeng
Department Stores.
40 questionnaires distributed at The Mall, Bang Khae Department Store.
40 questionnaires distributed at The Future Park Department Store, Jae Laeng
Shopping Mall, and Talad Mai Don Muang.
4.5 Pretest

In order to measure reliability of the questionnaire, the researcher conducted a
pre-test by distributing 25 questionnaires to the randomly selected respondents, both Thai
male and female, who drink and purchase beer for their own consumption. The results of
reliability are shown as follows:
Table 4.3: Reliability Analysis-Scale.
Terms

Reliability

Memory

0.8405

Attitude

0.7051

Perception

0.6428

Consumption situations

0.7441

Behavioral intention for local beer brands

0.6270

Behavioral intention for global beer brands

0.6533

Average

0.7526
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4.6 Data analysis
The data analysis will be fulfilled with the SPSS program (Statistical Package for
the Social Sciences), which is used to analysis the data collected from the respondents.
The hypothesis testing for this study are Contingency Coefficient and Pearson's
Coefficient of Correlation. Contingency Coefficient uses for nominal scale.

- The Contingency Coeffeicient, Chi-square Test, is used to test two hypotheses:
H01 :

There is no relationship between memory of Thai beer consumers and
their behavioral intention toward local brands of beer.

Ha 1:

There is a relationship between memory of Thai beer consumers and their
behavioral intention toward local brands of beer.

H0 2:

There is no relationship between memory of Thai beer consumers and
their behavioral intention toward global brands of beer.

H,2 :

There is a relationship between memory of Thai beer consumers and their
behavioral intention toward global brands of beer.

- The Pearson's Coefficient of Correlation is used to test six hypotheses:
H0 1:

There is no relationship between attitude of Thai beer consumers and their
behavioral intention toward local brands of beer.

Hai:

There is a relationship between attitude of Thai beer consumers and their
behavioral intention toward local brands of beer.

H 04 :

There is no relationship between attitude of Thai beer consumers and their
behavioral intention toward global brands of beer.
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H,4:

There is a relationship between attitude of Thai beer consumers and their
behavioral intention toward global brands of beer.

Hos:

There is no relationship between perception of Thai beer consumers and
their behavioral intention toward local brands of beer.

H,s:

There is a relationship between perception of Thai beer consumers and
their behavioral intention toward local brands of beer.

Ho6:

There is no relationship between perception of Thai beer consumers and
their behavioral intention toward global brands of beer.

Ha6:

There is a relationship between perception of Thai beer consumers and
their behavioral intention toward global brands of beer.

H0 1:

There is no relationship between consumption situations of Thai beer
consumers and their behavioral intention toward local brands of beer.

H, 7 :

There is a relationship between consumption situations of Thai beer
consumers and their behavioral intention toward local brands of beer.

H 0 s:

There is no relationship between consumption situations of Thai beer
consumers and their behavioral intention toward global brands of beer.

Has:

There is a relationship between consumption situations of Thai beer
consumers and their behavioral intention toward global brands of beer.

The Contingency Coefficient is a chi-square statistic corrected for sample size
(Aaker, Kumar, and Day, 1998). The Strength of Association can be measured by the
contingency coefficient (C). This index is also related to chi-square, as follows:
C=

X2

'1x2 + n
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The coefficient of correlation is a widely used measure of association that is
derived from the coefficient of determination. The coefficient of correlation is also used
to answer the question of how close the linear relation is for two variables. It was first
derived by the English scientist Karl Pearson (Ingram and Monks, 1992).
The coefficient of correlation (Pearson) is a measure of the amount of variation
that is shared by two variables. It is often used as an indicator of the strength of a linear
relation (Ingram and Monks, 1992).

SS (XY)
R=+ I SSR =
- -.fSS(Y)
-./SS(X)* SS(Y)

Both of Coefficient of Contingency and Pearson's Coefficient of Correlation will
be conducted by using SPSS.
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Chapter5
Data Analysis
The study on the topic of" A study of the relationship between memory, attitude,
perception, and consumption situations toward Thai consumer's behavioral intention of
local ,and global brands of beer in Bangkok area" is based on the collected primary data
from 200 questionnaires from the target population. The data analysis part can be divided
into two major parts as follows:
1. Population analysis, which consists of the following results of personal data:
Gender
Age
Personal monthly income
Education level
Occupation.
2. Result of the hypothesis testing.
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5.1 Response Rate

Table 5-1: Questionnaire distributed and returned.
Questionnaires

Cases

Percent(%)

Questionnaire distributed

200

100

Return on questionnaires

200

100

0

0

200

100

Invalid questionnaire
Total valid questionnaire

The analysis of information in Table 5.1 explains that 200 questionnaires
were distributed to respondents and all were returned. This signifies that the response rate
was 100%.
For population analysis part, the Descriptive analysis is used as an analytical tool
to transform the raw data into an easy to understand and interpret form.
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Table 5-2: Gender of respondents.

Gender
Cumulative

Valid

Male
Female
Total

Freauencv
121

Percent

Valid Percent

60.5
39.5
100.0

79
200

60.5
39.5
100.0

Percent
60.5

100.0

The analysis of information in table 5.2 highlights that the sample of respondents
included 60.5% (121 respondents) male respondents and 39.5% (79 respondents) female
respondents. This signifies that majority of respondents was represented by male
respondents.

Table 5-3: Age of Respondents.
Age

Valid Less than 20 years
20-29 years
30-39 years
40-49 years
More than 50 years
Total

Frequency

Percent

Valid Percent

9
89
59
28
15
200

4.5
44.5
29.5
14.0
7.5
100.0

4.5
44.5
29.5
14.0
7.5
100.0

Cumulative
Percent
4.5
49.0
78.5
92.5
100.0

The analysis of information in Table 5.3 highlights age group of respondents.
It explains that 44.5% (89 respondents) respondents ranged between 20-29 years old.
It also suggests that 29.5% (59 respondents) respondents, 14.0% (28 respondents)

respondents, 7.5% (15 respondents) respondents, and 4.5% (09 respondents) ranged
between 30-39 years, 40-49 years, more than 50 years, and less than 20 years
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respectively. This signifies that the largest group of respondents ranged between 20-29
years.

Table 5-4: Personal Monthly Income of Respondents.
Average income per month

Cumulative
Freauencv
Valid

Percent

Less than 5,000 baht
5,001-10,000 baht

28
48

14.0
24.0

I0,001-20,000 baht
20,001-30,000 baht

57

28.5
15.0

30,001-40,000 baht
More than 40,000 baht
Total

30
20
17
200

IO.O
8.5
!00.0

Valid Percent
14.0
24.0
28.5
15.0
10.0
8.5

Percent
14.0
38.0
66.5
81.5
91.5
100.0

100.0

The analysis of information in Table 5-4 highlights personal monthly income of
respondents. It explains that 28.5% (57 respondents) respondents had an income level
between 10,001-20,000 baht. It also suggests that 24.0% (48 respondents) respondents,
15.0% (30 respondents) respondents, 14.0% (28 respondents) respondents, 10.0% (20
respondents) respondents, and 8.5% (17 respondents) respondents had an income level
between 5,001-10,000 baht, 20,001-30,000 baht, less than 5,000 baht, 30,001-40,000
baht, and more than 40,000 baht respectively. This signifies that the largest group of
respondents had an income level between 10,001-20,000 baht.
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Table 5-5: Education level of Respondents

Education level

Freauencv
Valid

Cumulative
Percent

Valid Percent
29.5

29.5

63.5

93.0
100.0

Lower than Bachelor degre(
Bachelor degree
Master degree

59

Percent
29.5

127

63.5

14

7.0

7.0

Total

200

100.0

100.0

The analysis of information in Table 5-5 highlights education level of
respondents. It explains that 63.5% (127 respondents) respondents were holding Bachelor
degree or equivalent. It also suggests that 29.5% (59 respondents) respondents, and 7.0%
(14 respondents) respondents were holding lower than Bachelor degree, and Master
degree or equivalent respectively. This signifies that the majority group of respondents
were holding Bachelor degree or equivalent.
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Table 5-6: Occupation of Respondents.

Occupation

Frequency

Valid

Percent
17.0

Valid Percent

Cu1nulative
Percent

17.0

17.0

Student

34

Government officer

20

10.0

10.0

27.0

Company employee
Business owner
Merchant

70

35.0

35.0

62.0

24

12.0

12.0

74.0

35

17.5

17.5

91.5
100.0

Other

17

8.5

8.5

Total

200

100.0

100.0

The analysis of information in Table 5-6 highlights occupation of respondents. It
explains that 35.0% (70 respondents) respondents were company employees. It also
suggests that 17.5% (35 respondents) respondents, 17.0% (34 respondents) respondents,
12.0% (24 respondents) respondents, 10.0% (20 respondents), and 8.5% (17 respondents)
respondents were merchants, students, business owners, government officers, and other
occupations respectively. This signifies that the largest group of respondents was
company employees.
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5.2 Hypothesis Testing
Hypothesis 1

Ho I : There is no relationship between memory of Thai beer consumers and their
behavioral intention toward local brand of beer.
Hal: There is a relationship between memory of Thai beer consumers and their
behavioral intention toward local brand of beer.
For hypothesis I, it is conjectures to the test of independence between memory
and behavioral intention of the respondents for local beer brands. For this hypothesis the
chi-square test is applied to determine whether there is any relationship between two
variables. The resulted is shown in the table below.

Table 5-7: The Chi-Square Testing of Hypothesis 1

The best Thai beer brand you can remember * Thai Beer brand that you usually drink
Crosstabulation
Count

The best Thai beer

Singha

brand you can remember Chang

Leo
Total

Thai Beer brand that vou usuallv drink
Chang
Singha
Leo
not drink
13
12
7
87
2
3
48
3
22
2
I
38
II
91
60

Total
119
56
25
200
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Chi-Square Tests

203.318'

6

Asymp. Sig.
(2-sided)
.000

185.611

6

.000

66.947
200

1

.000

Value
Pearson Chi-Square
Continuity Correction
Likelihood Ratio
Linear-by-Linear Association
N of Valid Cases

df

a. 3 cells (25.0%) have expected count less than 5. The minimum
expected count is 1.38.

Symmetric Measures

Nominal by Nominal Contingency Coefficient
N of Valid Cases

Value
.710

Asymp.
Std. Errol

Annrox. Tb Annrox. Sig.
.000

200

a. Not assuming the null hypothesis.
b. Using the asymptotic standard error assuming the null hypothesis.

Reject null hypothesis, as the table 5-7 indicates that the value of the Chi-Square
two tailed significant is .000 and the contingency coefficient is positive and equal .710. It
means that there is a quite strong relationship between memory of Thai beer consumers
and their behavioral intention toward local brand of beer.
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Hypothesis2
Ho2: There is no relationship between memory of Thai beer consumers and their
behavioral intention toward global brand of beer.
Ha2: There is a relationship between memory of Thai beer consumers and their
behavioral intention toward global brand of beer.
For hypothesis 2, it is conjectures to the test of independence between memory
and behavioral intention of the respondents for global beer brands. For this hypothesis the
chi-square test is applied to determine whether there is any relationship between two
variables. The resulted is shown in the table below.
Table 5-8: The Chi-Square Testing of Hypothesis 2

The best Global beer brand you can remember* Global Beer brand that you usually drink
Crosstabulation
Count

The best Global
beer brand you
can remember
Total

not mention
Heineken
Calsberge
Kloster

Global Beer brand that vou usuall drink
not drink
Heineken
Calsberee
Kloster
4
2
158
I
7
3
23
2
161
24
4
11

Total
4
168
26
2
200

Chi-Square Tests

Pearson Chi-Square
Continuity Correction
Likelihood Ratio
Linear-by-Linear Association
N of Valid Cases

Value
333.842'
156.271
90.218
200

df
9
9
I

Asymp. Sig.
(2-sided)
.000
.000
.000

a. 12 cells (75.0o/o) have expected count less than 5. The minimum
expected count is .04.
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Symmetric Measures
Asymp.

Value
Nominal by Nominal Contingency Coefficient

.791

N of Valid Cases

200

Std. Errol

Annrox. Tb Annrox. Sig.
.000

a. Not assuming the null hypothesis.
b. Using the asymptotic standard error assuming the null hypothesis.

Reject null hypothesis, as the table 5-8 indicates that the value of the Chi-Square
two tailed significance is .000, which is less than 0.0 I. The contingency coefficient is
positive and equal to .791. It means that there is a quite strong relationship between
memory of Thai beer consumers and their behavioral intention toward global brand of
beer.
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Hypothesis 3

Ho3: There is no relationship between attitude of Thai beer consumers and their
behavioral intention toward local brand of beer.
Ha3: There is a relationship between attitude of Thai beer consumers and their behavioral
intention toward local brand of beer.
For hypothesis 3, it is conjectures to the test of association between attitude and
behavioral intention of the respondents for local beer brands. For this hypothesis, the
Pearson Correlation Coefficient test is applied to evaluate whether there is a linear
relationship between two variables. The resulted is shown in the table below.

Table 5-9: The Pearson Correlation Testing of Hypothesis 3.

Correlations

What is you
attitude of
Thai beer
local beer?
1.000
.477
.000
200
200
1.000
.477'
.000
200
200

Purchasing

intension of
Purchasing intension
ofThai beer

What is you attitude
of local beer?

Pearson Correlation
Sig. (2-tailed)
N

Pearson Correlation
Sig. (2-tailed)
N

**. Correlation is signifiCant at the O.Ol level (2~tailed).

Reject null hypothesis, as the table 5-9 indicates that the value of the two tailed
significance is .000 ,which is less than 0.01. The value of Pearson correlation is positive
and equal to .477. It means that there is a moderate relationship between attitude of Thai
beer consumers and their behavioral intention toward local brand of beer.
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Hypothesis 4

Ho4: There is no relationship between attitude of Thai beer consumers and their
behavioral intention toward global brand of beer.
Ha4: There is a relationship between attitude of Thai beer consumers and their behavioral
intention toward global brand of beer.
For hypothesis 4, it is conjectures to the test of association between attitude and
behavioral intention of the respondents for global beer brands. For this hypothesis, the
Pearson Correlation Coefficient test is applied to evaluate whether there is a linear
relationship between two variables. The resulted is shown in the table below.
Table 5-10: The Pearson Correlation Testing of Hypothesis 4

Correlations

What is you attitude
of Global beer?

Pearson Correlation

What is you
attitude of

Purchasing
intension of

Global beer?
1.000

Global beer
.543

Sig. (2-tailed)

N
Purchasing intension Pearson Correlation
of Global beer
Sig. (2-tailed)
N

.000
200

.543'

200
1.000

.000
200

200

**. Correlation is significant at the 0.01 level (2~tailed).

Reject null hypothesis, as the table 5-10 indicates that the value of the two tailed
significance is .000, which is less than 0.01.The value of Pearson correlation is positive
and equal to .543. It means that there is a moderate relationship between attitude of Thai
beer consumers and their behavioral intention toward global brand of beer.
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Hypothesis 5
Ho5: There is no relationship between perception of Thai beer consumers and their
behavioral intention toward local brand of beer.
Ha5: There is a relationship between perception of Thai beer consumers and their
behavioral intention toward local of beer.
For hypothesis 5, it is conjectures to the test of association between perception
and behavioral intention of the respondents for local beer brands. For this hypothesis, the
Pearson Correlation Coefficient test is applied to evaluate whether there is a linear
relationship between two variables. The resulted is shown in the table below.
Table 5-11: The Pearson Correlation Testing of Hypothesis 5.
Correlations
Purchasing
perception
Thai beer
perception Thai beer

Pearson Correlation

1.000

Sig. (2-tailed)
N

Purchasing intension Pearson Correlation
of Thai beer
Sig. (2-tailed)
N

**.

intension of
Thai beer
.598'

.000
200
.598*

200
1.000

.000
200

200

Correlation is significant at the 0.01 level (2-tailed).

Reject null hypothesis, as the table 5-11 indicates that the value of a two tailed
significance is .000, which is less than 0.01. The value of Pearson correlation is positive
and equal to .598. It means that there is a moderate relationship between perception of
Thai beer consumers and their behavioral intention toward global local of beer.

71

Hypothesis 6
Ho6: There is no relationship between perception of Thai beer consumers and their
behavioral intention toward global brand of beer.
Ha6: There is a relationship between perception of Thai beer consumers and their
behavioral intention toward global of beer.
For hypothesis 5, it is conjectures to the test of association between perception
and behavioral intention of the respondents for global beer brands. For this hypothesis,
the Pearson Correlation Coefficient test is applied to evaluate whether there is a linear
relationship between two variables. The resulted is shown in the table below.
Table 5-12: The Pearson Correlation Testing of Hypothesis 6
Correlations
perception
perception global beer Pearson Correlation

olobal beer
1.000

Sig. (2-tailed)
N

Purchasing intension
of Global beer

Pearson Correlation
Sig. (2-tailed)
N

200
.366*
.000
200

Purchasing
intension of
Global beer
.366'
.000
200
1.000
200

**.Correlation is significant at the 0.01 level (2~tailed).

Reject null hypothesis, as the table 5-12 indicates that the value of a two tailed
significance is .000, which is less than 0.0 I. The value of Pearson correlation is positive
and equal to .366. It means that there is a low relationship between perception of Thai
beer consumers and their behavioral intention toward global of beer.
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Hypothesis 7
Ho7: There is no relationship between consumption situations of Thai beer consumers
and their behavioral intention toward local brand of beer.
Ha7: There is a relationship between consumption situations of Thai beer consumers and
their behavioral intention toward local of beer.
For hypothesis 7, it is conjectures to the test of association between consumption
situations and behavioral intention of the respondents for local beer brands. For this
hypothesis, the Pearson Correlation Coefficient test is applied to evaluate whether there is
a linear relationship between two variables. The resulted is shown in the table below.
Table 5-13: The Pearson Correlation Testing of Hypothesis 7.
Correlations
Do you drink

Purchasing
intension of
Thai beer
Purchasing intension of
Thai beer

Pearson Correlation

1.000

Sig. (2-tailed)
N

Do you drink Thai beer
Pearson Correlation
when you at home alone? Sig. (2-tailed)
N

200
.632*
.000
200

Thai beer
when you at
home alone?
.632
.000
200
1.000
200

**. Correlation is significant at the 0.01 level (2-tailed).
Reject null hypothesis 7, as the table 5-13 indicates that the value ofa two tailed
significance is .000, which is less than 0.0 I. the value of Pearson correlation is positive
and equal to .632. It means that there is a moderate relationship between consumption
situations of Thai beer consumers and their behavioral intention toward local of beer.
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Hypothesis 8

Ho8: There is no relationship between consumption situations of Thai beer consumers
and their behavioral intention toward global brand of beer.
Ha8: There is a relationship between consumption situations of Thai beer consumers and
their behavioral intention toward global of beer.
For hypothesis 8, it is conjectures to the test of association between consumption
situations and behavioral intention of the respondents for global beer brands. For this
hypothesis, the Pearson Correlation Coefficient test is applied to evaluate whether there is
a linear relationship between two variables. The resulted is shown in the table below.
Table 5-14: The Pearson Correlation Testing of Hypothesis 8.

Correlations
Do you drink
Global beer

when you at
oartv outside?
Do you drink Global beer

when you at party outside?

Pearson Correlation

I.000

Sig. (2-tailed)

Purchasing
intension of
Global beer
.438
.000

N

200

Purchasing intension of

Pearson Correlation

.438*

Global beer

Sig. (2-tailed)

.000

N

200

200
1.000
200

**.Correlation is significant at the O.Ol level (2-tailed).

Reject null hypothesis, as the table 5-14 indicates that the value of a two tailed
significance is .000, which is less than 0.01. The value of Pearson correlation is positive
and equal to .438. It means that there is a moderate relationship between consumption of
Thai beer consumers and their behavioral intention toward global of beer.
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Table 5-15: The Hypothesis Testing.

Behavioral intention
toward local brands of
beer
.710**
Memorv
Attitude
.477**
Perception
.598**
Consumption situation
.632**
** significant at the 0.01 level
Summery

Behavioral intention
toward global brands of
beer
.791 **
.543**
.366**
.438**

The Hypothesis Testing results reveal that there are the relationship between all
the independent variables and dependent variables. And it can be summarized as follows:

•

There is a relationship between memory and Thai beer consumers' behavioral
intention towards the local brands of beer.

•

There is a relationship between memory and Thai beer consumers' behavioral
intention towards the global brands of beer.

•

There is a relationship between attitude and Thai beer consumers' behavioral
intention towards the local brands of beer.

•

There is a relationship between attitude and Thai beer consumers' behavioral
intention towards the global brands of beer.

•

There is a relationship between perception and Thai beer consumers' behavioral
intention towards the local brands of beer.

•

There is a relationship between perception and Thai beer consumers' behavioral
intention towards the global brands of beer.
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•

There is a relationship between consumption situations and Thai beer consumers'
behavioral intention towards the local brands of beer.

•

There is a relationship between consumption situations and Thai beer consumers'
behavioral intention towards the global brands of beer.
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Chapter6
Summary Findings, Conclusions and Recommendations
The research has collected responses of the respondents by using selfadministered questionnaires and subsequently analyzed and interpreted the data received
by this process. This chapter would rather present just the summary of each variables
data. It will also include suggestions for further study on similar or related topics and
specific recommendations based on the findings of this research.

6.1 Summary of results from hypothesis testing

Table 6-1 :Summary of Chi-Square Test for two variables:
Memory of respondents and their behavioral intention toward local and global brands of
beer.
Hypothesis
Ha 1: There is a relationship between

Results

Chi-square test

Level of
Significant
.000

Contingency
Coefficient
.710**

Reject Ho!

Chi-square test

.000

.791**

Reject Ho2

Statistics test

memory of Thai beer consumers
and their behavioral intention
toward local brands of beer.

Ha2: There is a relationship between
memory of Thai beer consumers
and their behavioral intention
toward global brands of beer.
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Table 6-1 shows the result about chi-square test for 2 hypotheses, which should
reject all null hypotheses. It indicates that memory have a quite strong relationship to the
respondents' behavioral intention for both local and global brands of beer.

Table 6-2: Summary of Pearson' Correlation Test for two variables:
Attitude, perception, consumption situations of the respondents and their behavioral
intention toward local and global brands of beer.
Hypothesis
Ha3: There is a relationship between
attitude of Thai beer consumers
and their behavioral intention
toward local brands of beer.
Ha4: There is a relationship between
attitude of Thai beer consumers
and their behavioral intention
toward global brands of beer.
Ha5: There is a relationship between
perception of Thai beer
consumers and their behavioral
intention toward local brands of
beer.
Ha6: There is a relationship between
perception of Thai beer
consumers and their behavioral
intention toward global brands of
beer.
Ha7: There is a relationship between

consumption situations of
Thai beer consumers
and their behavioral intention
toward local brands of beer.
Ha8: There is a relationship between

consumption situations of
Thai beer consumers
and their behavioral intention
toward global brands of beer

Statistics test

Pearson's

Pearson's

Results

Level of
Significant
.000

Correlation
.477**

Reject Ho3

.000

.543**

Reject Ho4

.000

.598**

Reject Ho5

.000

.366**

Reject Ho6

.000

.632**

Reject Ho7

.000

.438**

Reject Ho8

Correlation
Test

Pearson's
Correlation
Test

Pearson's
Correlation
Test

Pearson's
Correlation
Test

Pearson's
Correlation
Test

Pearson's
Correlation
Test
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Table 6-2 shows the results of the Pearson' Correlation Test for six hypothesis,
which should be rejected all six null hypothesis. It also indicates that:
There are moderate relationship between attitude, consumption situations of respondents
and their behavioral intentions toward both local and global brands of beer.
For the perception independent variable, there is a moderate and low relationship to the
behavioral intention toward local and global brands of beer.

6.2 Conclusion
Based on the statement of problem, " what is the relationship between memory,
attitude, perception, and consumption situations of Thai beer consumers toward local and
global beer brands?", there are two main objectives of the research have been formulated
and stated in chapter 1.

Objective 1: To examine whether there is a relationship between memory,
attitude, perception, consumption situations, and behavioral intention
of Thai beer consumers towards local and global brands of beer.
The findings about this objective are discussed as follows:
It has been found that all the independent variables relate to the dependent
variables.
There is a relationship between memory and Thai beer consumers' behavioral
intention towards the local brands of beer.
There is a relationship between memory and Thai beer consumers' behavioral
intention towards the global brands of beer.

79

There is a relationship between attitude and Thai beer consumers' behavioral
intention towards the local brands of beer.
There is a relationship between attitude and Thai beer consumers' behavioral
intention towards the global brands of beer.
There is a relationship between perception and Thai beer consumers' behavioral
intention towards the local brands of beer.
There is a relationship between perception and Thai beer consumers' behavioral
intention towards the global brands of beer.
There is a relationship between consumption situations and Thai beer consumers'
behavioral intention towards the local brands of beer.
There is a relationship between consumption situations and Thai beer consumers'
behavioral intention towards the global brands of beer.

Objective 2: To measure the relationship between identified independent variables:
Memory, attitude, perception, consumption situations, and dependent
Variable: behavioral intention of Thai beer consumers for local and
Global brands of beer.
The findings about identified independent variables measurement are discussed as
follows:
It has been found that almost the independent variables relate to the dependent
variable moderately. However, there is the relationship between two variables: memory
and behavioral intention of both local and global brands of beer at .710** and .791 **
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value of contingency coefficient. It can imply that Thai beer consumers tend to purchase
and consume a particular brand of beer which they can remember the best.
For attitude variable, there are the relationship between attitude and behavioral
intention of both local and global brands of beer at .477** and .543** level of
correlation. It reveals that Thai beer consumers will purchase and consume a particular
brand of beer, which they prefer rather than the other brands.
For perception, it relates to the behavioral intention of the respondents for local
and global brands of beer at .598** and low at .366** level of correlation. It can explain
that respondents will consider the perception factor, when they want to buy or drink a
particular beer brand.
And the last independent variable, consumption situations, the relationship
between this variable and behavioral intention of both local and global brands of beer is
at .632** and .438** level of correlation. Therefore, place and time to consume have
some impact to Thai beer consumers' decision to purchase and consume a particular
brand of beer.

6.3 Recommendation
The recommendation part is based on the data analysis in Chapter 5. The findings
of this research suggests that the marketers of beer manufacturers should consider the
factors as memory, attitude, perception, consumption situations have some impact on the
Thai beer consumers' behavioral intention toward both local and global brands of beer in
Bangkok area. By more emphasis on the memory factor than the others, the
recommendation of each factor for beer manufacturers will be discussed as follows:
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For the beer manufacturer
• Memory Memory is the outcome of prior learning experiences of each beer
consumer. The results of data analysis indicate the strong relationship between
memory and beer consumers' behavioral intention for both local and global
brands of beer. It means that beer consumers have a high probability to purchase
or consume a particular brand of beer, which appears in their mind at that
moment.
Therefore, the marketers should regard the marketing strategy to promote their
beer. In order to create brand awareness and arouse the consumers' attention, pull
strategy should be conducted. According to Philip Kotler, the pull strategy involves the
manufacturers using advertising and promotion to induce consumers to ask intermediaries
for the product, thus inducing the intermediaries to order it (Kotler, 2003). For the fierce
competition as beer the brand of beer should advertise heavily through the effective
advertising media as television, radio, magazine, and out door.
The advertising message should be selected carefully as the consumers always
recall the beer brands, which can convey to them the distinguishable image or attribute of
product. As the message will be stored in consumers' short-term memory and then
through the long-term memory by repetition of the message. Therefore the beer
consumers will recognize this brand, whenever they want to consume a beer.
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•

Attitude The marketers are interesting in the brand attitude of product, as the
consumers tend to evaluate the product in a consistently favorable or unfavorable
way.
For beer industry, the data analysis implies that the attitude relates to the Thai
consumers'
behavioral intention for both local and global brands. It can say that the
consumers' intention to buy or consume a particular brand of beer depending on
the level of favorable of that brand.
Therefore, the brand image of beer is critical. The marketers should work hard to

develop distinctive image for their brands. The brand image, which creates good attitude,
can be occurred through another promotional tool, public relation. The public relation
campaign can significantly contribute towards protecting and promoting corporate image
of beer manufacturers. The manufacturers can achieve this objective by contributing
donations to social organizations and by organizing activities related to sports and games.
They can also sponsor some programs related to social welfare on television and radio.

•

Perception Data analysis describes that there is the relationship between
perception and Thai beer consumers' behavioral intention towards local and
global brands of beer. The perception process is done through the stimuli as
smells, tastes, and bottle designed of beer. These stimuli are selected, organized
and interpreted by Thai beer consumers. It can explain that the perception of each
beer brand attribute will be considered before by Thai consumers desired to
purchase or consume beer.
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As the perception is highlighted as one factor that impacts on Thai beer
consumers' behavioral intention. The beer manufacturers should concern about the
quality of beer produced, especially for taste, smell, and bottle designed. They should try
to satisfy beer consumers' need and want by conducting the marketing research. And they
should also distinguish their product from their competitors. For the reason that the more
Thai beer consumers satisfy taste, smell, and bottle designed of a particular beer brand,
the more they will perceive this beer.

• Consumption situations The consumption situations involve time and place to
consume local or global beer brands. The data results show the relationship
between consumption situations and Thai consumers' behavioral intention for both
local and global beer brands. It means that in different time and place, Thai beer
consumers will purchase and consume different brands of beer. There are two types
of consumption situations: privately consumed and publicly consumed.
For privately consumed, Thai beer consumers relax with home entertainment
while drinking beer alone. In this case, beer consumers will prefer to purchase and
consume the lower price brands of beer. For the privately consumed, Thai beer
consumers will be with their colleagues or friends in public places. They will concern
more about their social position without notice the price of beer.
The beer manufacturers for both local and global brands of beer have to consider
the brand image and product positioning. The image of each beer brand should be
different and clearly defined to the consumers, because people will switch from brand to
brand in different situations. The image of each brand and its position will lead the
consumers to purchase or consume differently.
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For further research
This research studies the relationship between memory, attitude, perception,
consumption situations, and Thai consumers' behavioral intention, by focusing on local
and global beer brands only. For future research, it should be conducted to test the
generality of this research finding for other kinds of beverage brands. Or it can be
conducted to study the other factors that can effect to the consumer's behavioral intention
for these products. This research is also limited in a specific area as Bangkok.
To be more generalized, the future research may choose to test other regions of the
country, such as the Northern, Northeastern, Central, Eastern, and Southern Parts of
Thailand.
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Questionnaire

Dear Sir/Madam
This Questionnaire is designed to study the relationship between memory,
attitude, perception, and consumption situations toward consumer's behavioral
intention of local, and global brands of beer. The data collection from this
questionnaire is purposed to prove the hypothesis only.
Please take a few moments to complete this questionnaire based on your
experience. Your participation is very much appreciated.

I. Do you drink beer?
Yes

No

(questionnaire terminated).

2. Please identify brand names of beer available in Bangkok.
!)_ _ __

2)_ _ __
3)_ _ __
4)_ _ __

3. Which local brand of beer that you can remember the best?

4. Which global brand of beer that you can remember the best?

5. Which brand name of beer you want to purchase most?
Local Beer
Global Beer
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Please circle around the answer that meet your perception, based on the degree of your
agreement.
6. When you want to drink beer, you will always have one brand in your mind.
Strongly disagree

I

Strongly agree

Disagree

Neutral

Agree

2

3

4

5

Normal

Good

Very good

3

4

5

7. Drinking Thai beer brand make you feel
Very bad

I

Bad

2

8. Drinking Global beer brand is
Very damage
personality

I

Damage
personality
2

Normal

3

Improve
personality

4

Very improve
personality
5

9. What is your level of attitude about local brand of beer is comparison of global
brand?
Local Brand
Very Low

Low

2
Global Brand
Very Low

Low

2

Normal

High

Very high

3

4

5

Normal

3

High

4

Very high

5

94

10. What is the level of beer taste of local brand of beer is comparison of global
brand?
Local Brand
Very Low
1

Global Brand
Very Low
1

Low

2

Low
2

Normal

High

Very high

3

4

5

Normal

High

Very high

3

4

5

11. What is the level of beer smell oflocal brand of beer is comparison of global
brand?
Local Brand
Very Low

Low
2

Global Brand
Very Low
1

Low
2

Normal

High

Very high

3

4

5

Normal

High

Very high

3

4

5

12. What is the level of beer bottle designed of local brand of beer is comparison of
global brand?
Local Brand
Very Low

Low

2
Global Brand
Very Low

Low
2

Normal

3

High

4

Very high
5

Normal

High

Very high

3

4

5

95

13. The local brands of beer can satisfy you as same as the global brands.
Strongly disagree

Disagree

Neutral

Agree

1

2

3

4

Strongly agree

5

14. What is your level of perception about local brands of beer is comparison of
global brands?
Local Brand
Very Low
1

Global Brand
Very Low

I

Low
2

Low
2

Normal

High

Very high

3

4

5

Normal

High

Very high

3

4

5

15. You drink different brands of beer in different situation.
Strongly disagree

Disagree

Neutral

Agree

I

2

3

4

Strongly agree

5

16. You choose global beer brands for publicly consumption with your colleagues.
Strongly disagree

Disagree

Neutral

Agree

I

2

3

4

Strongly agree
5

17. You choose local beer brands for privately consumption.
Strongly disagree

Disagree

Neutral

Agree

2

3

4

Strongly agree
5
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18. What is your level of intention behavior to buy and consume of the local beer
brand is comparison of the global brands?
Local Brand
Very Low

Low

2
Global Brand
Very Low

Low

2

Normal
3

High

4

Very high

5

Normal

High

Very high

3

4

5
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Personal Information.
!. Gender

1) Male

2) Female

2. Age
1) Less than 20

2) 20-29

3) 30-39

4) 40-49

5) 50 and above
3. Personal Income (Baht)
1) Less than 5,000

2) 5,001-10,000

3) 10,001-20,000

4) 20,001-30,000

5) 30,001-40,000

6) More than 40,000

4. Education Level
1) Under Bachelor Degree

2) Bachelor Degree

3) Master Degree

4) Doctorate Degree

5. Occupation
1) Student

2) Government officer

3) Business employee

4) Business owner

5) Merchant

6) Others (Please specify .......... )
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I. tl'H'!

2) m1J~

I) 'tna
2.

61~

I) ~ln112011

2) 20-2911

3) 30-3911

4) 40-4511

•

5) 50 lliiuhl
•
3. 1w1li''li'u~1( m'VI Jttfiau

I) ~ln11 5,000 m'VI

2) 5,001-10,000 1Jl'VI

3) 30,001-40,000 1Jl'VI

4) 20,001-30,0001Jl'VI

5) 30,001-40,000 1Jl'VI

6) mnn11 40,000 m'VI

4. 1~'1u011ilnm
I) ~ln111H'll'l11911

2) tl°1'!1'!11911

3) tl°1'!1'!11 l'VI

4) t!°1'!1'lllrnn

5. miif'VI
I ) um1 ~utunilmn

2) t!1'!1'!11911

3) 'Vlum1uu'1'1l''VI

4) t~1~a~~1il~ri1ut'11

5) 111~1~

6)

tu 'l (1tl1~1~lJ .............

.. )
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