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products, and marketing mix related to consumers' decisions in purchasing grape products in PB  

Questionnaire was applied for data collection from seventy grape product consumers in November  
2017. Descriptive statistics was applied to data analysis. The findings revealed that the samples had 

 
 

purchase value of grape products was 638.28 baht/time. There was a growing demand for a wide range of  

favorite packaging style and size were glass bottles and small size because it was convenient to  
consume and also be reused. The marketing mix issues that consumers demand the most were  
distribution channels, followed by marketing promotion, product, and price, respectively. Products  
with quality certification labels and quality certification awards from the Tourism Authority of Thailand 
and the reputation of farm could create credibility for the products.

 Marketing mix, Agrotourism
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Percentage of consumers' grape-based product shopping habits

Items F

     - Self-consumption 41.43

     - Souvenir for others 16 22.86

     - Self-consumption and souvenir for others 25 35.71

28 40.00

17

7 10.00

     - Raisin 4 5.71

6 8.57

5 7.14

     - Others 3

16 22.86

24 34.28

16 22.86

     - More than 1,000 14 20.00

     - Passion fruit products 14 20.00

     - Strawberry products 20 28.56

     - Mulberry products 17

     - Mango products 3

     - No other products have been purchased. 16 22.86
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21.43)

Percentage of consumer demand for grape products 

Items F

28 40.00

15 21.43

     - Pickled grapes 12.86

18 25.71

42 60.00

     - Plastic 21 30.00

     - Others 7 10.00

     - Small size, convenient to consume. 55 78.57

15 21.43
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Average market contribution factors related to consumer purchasing decisions

Items S.D. Description

1. Shops within the farm 4.14 0.36

2. Convenient parking 4.10 0.43

3. The opening and closing hours are appropriate. 4.06 0.62

Average 4.10 0.47

1. Staff are available to advise you. 4.11 0.68

2. There are food products to try at the sale point. 0.42

3. Promotions are held during the festival. 0.54

Average 4.01 0.55
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(continued).   

Items S.D. Description

1. Based on external characteristics, such as the aesthetics of 
the product model.

0.47

2. Packaging clearly shows key components of the product. 0.54

3. The product has a quality certification label from the product 
standard.

0.72

4. The product can be stored for a long time. 0.68

5. Considered the benefits of consumption. 4.00 0.46

6. Convenient packaging to take around. 4.03 0.34

Average 4.00 0.53

1. The reasonable price for the quantity and quality of the 
goods.

2. Easily notice of price tag. 4.04 0.18

3. There are many different levels of price to purchase.

Average 0.52
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