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Abstract: The objectives of this research were to study behavior and demand towards purchasing grape
products, and marketing mix related to consumers' decisions in purchasing grape products in PB
Valley Kao Yai Winery, Pak Chong district, Nakhon Ratchasima province. Accidental sampling was used.
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
behaviors of buying grape products from PB Valley Khao Yai Winery for self-consumption and souvenir
for others. The 100% fresh grape juice was the most purchased, followed by wine. The average
purchase value of grape products was 638.28 baht/time. There was a growing demand for a wide range of
products in stores, including grape ice cream, grape cake, grape jelly and pickled grapes. The most
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.

Keywords: Marketing mix, Agrotourism
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Table 1 Percentage of consumers' grape-based product shopping habits

(n=70)
ltems F %
Behavior of buying grape products
- Self-consumption 29 41.43
- Souvenir for others 16 22.86
- Self-consumption and souvenir for others 25 35.71
The most purchasing grape products
- 100% Fresh grape juice 28 40.00
- Wine 17 24.29
- Grape jam 7 10.00
- Raisin 4 5.71
- Grape pie 6 8.57
- Grape paste 5 7.14
- Others 3 4.29
The value of purchasing grape products (THB)
- Less than 200 16 22.86
-201-500 24 34.28
-501-1,000 16 22.86
- More than 1,000 14 20.00
Other fruit products of your choice besides grapes
- Passion fruit products 14 20.00
- Strawberry products 20 28.56
- Mulberry products 17 24.29
- Mango products 3 4.29
- No other products have been purchased. 16 22.86
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Table 2 Percentage of consumer demand for grape products
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(n=70)
ltems F %

The demand of increasing new grape products

- Grape ice cream 28 40.00

- Grape jelly 15 21.43

- Pickled grapes 9 12.86

- Grape cake 18 25.71
Favorite packaging style

- Glass bottles 42 60.00

- Plastic 21 30.00

- Others 7 10.00
Required packaging size

- Small size, convenient to consume. 55 78.57

- Large size, kept for long time. 15 21.43

dautlszaanianisnainfitaeadasiunis
ﬁmauhLﬁ@nﬁy@)namﬁmsﬁmn@ﬁummﬁuﬁnﬂ

Wud1 AauAaiufifidedoulsan
ManIAateTiReIdeeT NN sFaAL AN Te
nandgianeduresiuzing Tuninsauegly
SLAUNIN (X = 4.02+0.52) IR AUANNAALTILW
aefluszAUNINNNATY Boea1auann fnutes
NWNNITAARWUNEY ATUNITANLATUNNTTNY AU
NARATU LAZANUINAT UINAANTN lulsaz A
WU

AUTBINNINMSARaIULNE NENFIat
fudlna Faonudaiuluniwsanat uszauuan
(x :4.1010.47)Imﬂﬁﬂmﬁuﬁﬁmmﬁmﬁuﬂﬁu
sesun ldur Sanuidededeanuiidnsnming
(F = 4.14+0.36) 70989K1 A LAGASMINd]
flaeasnaYAIN (F = 4.10£0.43) UAZEIAUIAN

HadafuAdaAnsunnzan (X = 4.060.62)
uanslsiudndusinaliranudrAiuaaiuin
deferesanuiidnsming Twmneiviedes
284ls Feuanaliifiuintemnanisdnsming
wazauLdedereddrinaifaadaetunis
ﬁTmqu‘lﬂLﬁﬂﬂ%ﬂmﬁmﬁmsﬁmméummcﬁﬁim
aaAAdediy iayAnn (2553) %qﬁﬂm@mmw
u’?ma‘mmmivimLﬁmlﬁamwm‘mi‘fﬂ\ju WU
dnvieaieafanaiaelaluademiadiuaas
dndefenniige feuuininisimundes
yemssasmirefiansnsadndedsinaldunn
T néewsannsnaieanudesiuredemis
Aananqnaziuasanisa s duiuazaay
mmmmrﬁ’mmammﬁﬁimiﬁmﬂ%u LPlHRN:
i nssRudealadnsldmantssifiunng
20413 1Tush



Agricultural Science and Management J. 5 (3) : 44-51 (2022)

49

AUNTRLETNNITUIE NENFDaENg
gudlna daonuAaiuluniwsanat uszAuuan
(% = 4.0120.55) Tnelsndiu AflauAaidiueg
Tuszaunnn Teiud Iwinauaes A uwzinAui
(X = 4.1120.68) fan fin9daTusludulugag
WANNA (X = 3.97+0.54) uaz AR usilianada
0 AAAMHNE (X = 3.94£0.42) UAASILTIWIINTg
wuzAuAannine i liguilneaulauay
findvladendedudn

ATURARAMY ngustet1euilnng
fanuAaiulun wsanedlussauunn (€ =
4.00£0.53) ?ﬁlaLmﬂﬁl,ﬁudwcliu?‘llmlﬁmmdqﬁm
Autfadefunanduet InalaouAndiugnde
GUISEETS TG Fuann wAnSuaTfaanniuses
Qmmwmnmmgmmﬁmﬁmm‘ (X = 4.09+0.72)
FHIAINN mﬂqﬁmm‘ﬁmmn“lum?ﬁﬁﬂﬁuﬁﬁﬂ
(% = 4.03£0.34) §adilia s lamf 1 45uannnns
13InA (X = 4.00+0.46) WanAnaTamnsauin L3l
WU (X = 3.99+0.68) AANANELLAEUAN LU
ANAVEUBNNARIATUIT (X = 3.970.47) UAZUTIY
Ariuanediulsznavadednian (3.94+0.54)
wanaliidiudn Ju3lnarnieianisiusesnmnin
fidetold uaznnseenuuLLsIqTefiRe Wivane
(ARG ST AR HE LG

AugIA naumetwiuilna SAnu
Aninlunnsane luszAuNIN (X = 3.95+0.52)
Tneiiszdiu AdponuRadiuer luszdumn ldu
Areuanesipdaian (X = 4.04+0.18) fsnAn
vaeszdUldenge (3.93+0.79) LAZINANHAINN
WMHNZANAULTHIUUAZ AN INYBSRAUAT (X =
3.89+0.59) 91903 Lne/ld9n NsdAnnagsA
NSUAAIIIAN UAZMNIRIINANITAN =AU IRUAN TS
fustnasansuls

ANUARINAazilAIN T ANLANGNg
NNANTTINY 184 DIFEAN uazUsans (2561)
AlgAnmwninssunisuiinauaznsindula
L?ﬂfﬂn%@ﬁﬂmﬁmmr:ju?‘[mlummuﬂ@znﬂumi

1
a o

A o 1 e ' L4 ] o o
WU 9aLA¢ L"].IWIMQJI‘JMLWB? AUNDUINTEI AINIA

1
= ¥ o v a

uAIsTRIN Wudn TadeiiAandeatunisiad

laidendenasandndny Aendnsoet Toun
ANBUL ULATIATNATINARATUY 799890
FaaMNaNNsAsIMINY ANEedeTiTAean Y
dszneunis thaunsguilised GAP Audzaln
gaanuRlunssnsIming wazaAsmined
LiguiullindiAssfusandesnann uded

Y oa %
HU3lnAsiaenng

Table 3 Average market contribution factors related to consumer purchasing decisions

(n=70)
ltems X S.D. Description
Distribution Channels
1. Shops within the farm 4.14 0.36 High
2. Convenient parking 4.10 0.43 High
3. The opening and closing hours are appropriate. 4.06 0.62 High
Average 4.10 0.47 High
Marketing Promotion
1. Staff are available to advise you. 411 0.68 High
2. There are food products to try at the sale point. 3.94 0.42 High
3. Promotions are held during the festival. 3.97 0.54 High
Average 4.01 0.55 High
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Table 3 (continued).

(n=70)
ltems X S.D. Description
Products
1. Based on external characteristics, such as the aesthetics of 3.97 0.47 High
the product model.
2. Packaging clearly shows key components of the product. 3.94 0.54 High
3. The product has a quality certification label from the product 4.09 0.72 High
standard.
4. The product can be stored for a long time. 3.99 0.68 High
5. Considered the benefits of consumption. 4.00 0.46 High
6. Convenient packaging to take around. 4.03 0.34 High
Average 4.00 0.53 High
Price
1. The reasonable price for the quantity and quality of the 3.89 0.59 High
goods.
2. Easily notice of price tag. 4.04 0.18 High
3. There are many different levels of price to purchase. 3.93 0.79 High
Average 3.95 0.52 High
Total Average 4.02 0.52 High
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