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Abstract: This research aimed to study the influence of the demographic characteristics as well as the perception of 
alcoholic beverages image on the types of alcohol consumption of Thai undergraduate students in Bangkok Metropolitan. 
The study used the quantitative research. Three hundred ninety out of 403 online questionnaires were completed and usable 
for the data analysis. Statistics used were the descriptive statistics; percentage, mean, standard deviation, and the referential 
statistics: binary logistic regression. The results showed that gender had the statistically significant influence on beer, 
whiskey and cocktail at the level of 0.05. The year of study had the statistically significant influence on the arrack and 
cocktail at the level of 0.05. The perception of the alcoholic beverages marketing’s image on product had statistically 
significant influence on the consumption of wine/ spy wine cooler at the level of 0.05. The perception of the alcoholic 
beverages marketing’s image on promotion had statistically significant influence on the consumption of arrack at the level of 
0.05. The perception of the overall alcoholic beverages marketing’s image had no statistically significant influence on beer, 
red spirit, brandy, whiskey, cocktail and ready-to-drink alcohol at the level of 0.05.  
 
Index Terms: Perception, Alcoholic beverages image, Types of alcohol consumption, Thai undergraduate students 
 
I. INTRODUCTION 
 
Alcohol consumption has generally been accepted 
that is harmful to health and social effects in many 
ways: 1) to destroy internal organs such as liver, 
kidneys, heart, bloodstream, and brain function effect, 
especially in the case of the drunken drivers who may 
not be able to control the vehicle and cause the 
subsequent accidents 2) to bring the obesity, high 
blood pressure, brain disorders (behavior, 
intelligence), risk of sexual behavior, causes of 
alcoholism when entering adulthood, a growing 
tendency for crime and so on, which lead to get 
arrested, prosecuted, and so on. There are more and 
more problems with alcohol beverages consumption 
as the number of alcohol consumers and alcohol 
consumption among youth is significantly higher. 
Office of Alcohol Control (2017) revealed that 
drinking of Thai youth aged 15-19 increased from 
12.9 percent in 2007 to 19.4 percent in 2015 or an 
increase of 50.4 percent.  
Saengow, Vichitkunakorn and Assanangkornchai 
(2016) indicated the main issue about Thailand’s 
situation of the alcohol consumption during the 2014 
– 2015 is "the new drinkers" especially teenagers. 
Their nature of alcohol drinking behavior is an 
occasionally and heavy drinking. They also 
demonstrated that Thai Cabinet has approved a 10 
Year National Alcohol Policy Strategic Plan (2011-
2020) and assigned to the National Alcohol Policy 
Board, Alcohol Control Board and Alcohol Control 
Board in each Province/ Bangkok together with Thai 
Health Promotion Foundation, related government 
agencies and all networks in handling problems, 
situation and follow up the Alcohol Policy Strategic 
plan. Since then, only two goals have been achieved, 

the decrease of the adult’s alcohol consumption (liter 
of pure alcohol per person per year) and the decrease 
of the proportion of regular alcohol consumers. On 
the other hand, the goal of reducing the prevalence of 
alcohol consumption in the population aged 15-19 
and adult aged 15 years up has not been achieved yet.  
The teenagers including Thai undergraduate students 
may not be the main target group of alcoholic 
beverages company and distributors because they do 
not have enough self-sufficient income to buy alcohol 
beverage freely, but they are the crucial prospective 
targets who are in the juncture between youth and 
adulthood, especially in the freshmen and sophomore, 
those are beginning to gain more freedom of thought 
and behavior. Parents who used to be strict when they 
were in junior high school began to relax. Students 
have more activities outside of class and quite often 
activities create the opportunity for alcohol to play 
more important role. Many students are unaware of 
the manufacturers and distributors of alcoholic 
beverages’ marketing strategies and marketing 
communications due to the age and immature, 
endowed with generosity, fear of not being group 
member as well as having a brewery, pub, bar all 
around the campus. This may result in students being 
motivated easily as well as the perception of a variety 
of alcoholic beverages’ activities, which the alcoholic 
beverages manufacturers and distributors have 
positively presented. This may affect the level of 
alcoholic beverages image in their mindset to be at a 
good level, and more importantly, the attitude toward 
the alcohol consumption itself may also be positive as 
well. Students may think that they can be self-
controlled of their alcohol consumption. 
Nevertheless, there are also many students who have 
started drinking and addicted to alcohol beverages 
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until they graduate and enter into the working life, 
leading to chronic alcoholism.  
A study on the perception of alcoholic beverage 
image and the type of alcohol consumption of Thai 
undergraduate students is therefore important to 
evaluate the situation of the image of the alcoholic 
beverages which will lead to the development of the 
awareness campaigns of the relevant agencies, both 
public, private and non-profit organizations, to see 
through the manufacturers and distributors of the 
alcoholic beverages’ marketing strategy and 
marketing communications to create positive image 
of alcohol. Those campaigns that can effectively 
reduce the alcohol consumption and efficiently 
operate the campaigns’ budget in the future.  
The research, therefore, aimed to study the influence 
of the demographic characteristics as well as the 
perception of the alcoholic beverages image on the 
types of alcohol consumption of Thai undergraduate 
students in Bangkok Metropolitan. 
 
II. LITERATURE REVIEW  
 
Several theories and research findings have been 
reviewed and synthesized to be the fundamental 
guideline for this study.  
Demographic Approach  
Benjarongkij (1999) explained that demographic 
approach was the theory based on rationale which 
described that human behaviors occurred because of 
the drive from the external forces. It was the belief 
that people with different demographic qualification 
will behave differently. This approach was relevant to 
the social categories theory (Defleur & Bell-Rokeach, 
1996), which explained that the behavior of a person 
was related to the characteristics of the person or the 
demographics that can be described people as a group 
(individuals with similar behavior are often in the 
same group). Besides, individuals within broad 
subgroups (such as age, classes, sex, social, or 
educational class) reacted similarly to the same 
stimulus. These demographics would affect behavior, 
living and product and/ or service consumption in 
different way.  
The findings of many researchers on demographics 
demonstrated several interesting issues. For instance, 
Ansari, Sebena and Stock (2013) showed factors 
consistently positively associated with all six 
indicators of alcohol consumption were male gender 
and perceived insufficient income while other factors 
such as living away from home, being in 1st or 2nd 
year of studies, having no intimate partner, and lower 
academic achievement were associated with some, 
but not all indicators of alcohol consumption. 
Assanangkornchai, Sam-Angsri and 
RemgpongpanAmata Lertnakorn (2010) indicated the 
gender and age differences in drinking patterns and 
drinking consequences in Thailand. Swendsen, 
Conway, Degenhardt, Dierker Glantz, Jin, 
Merikangas, Sampson and Kessler (2009) 

demonstrated the significant associations between 
some baseline socio-demographic variables (young 
age, low education, non-white ethnicity, occupational 
status) but not others (sex, number of children, 
residential area) and the subsequent onset of alcohol 
or drug dependence.  
The study, therefore, selected the demographic 
characteristics which were gender and education- the 
year of study, the recent GPA (grade point average) 
and the class attendance. Both factors were important 
in Thai society, which may be related to alcohol 
consumption behavior. In Thai context, male is 
generally seen as a sturdy person who gets along and 
accepts with the alcohol consumption. For the 
education aspect, students in the higher year will have 
more opportunity and socialization for the alcohol 
beverages consumption. Furthermore, the lower 
recent GPA and the class attendance may probably be 
the effect of the alcohol beverages consumption. 
These led to hypothesis 1: "demographic 
characteristics, i.e. gender and education, have an 
influence on the types of alcohol consumption of Thai 
students in Bangkok Metropolitan."  
Perception and Image Approach  
Perception was the interpretation of the stimulus and 
individual’s response to the stimulus differently 
depends on the experiences which caused individual 
behave differently (Kast & Rosenzweig, 1985). Each 
person chose to perceive only the information that 
meets his or her needs and preferences. Whereas for 
the image approach, Boulding, (1956) explained that 
"image" was the knowledge of the person's feelings 
toward things, especially the self-made knowledge as 
well as subjective knowledge, which consisted of 
"facts and values that the person determines”. Each 
person would accumulate the subjective knowledge 
about the things that have been experienced and 
believed as the true knowledge. People often got only 
some images or the broad nature of them because 
they cannot always know and understand everything. 
Thus, this may not be clear enough and then often 
interpret or give meaning to something on his/ her 
own. This subjective knowledge was complementary 
to the image of the things that were in the world 
according to the viewpoints and behaviors that the 
person expressed depended on the image of the thing 
in their brain. Kotler (2000) mentioned the image in 
term of marketing that it was the way people perceive 
the company or its products and was what happened 
due to a number of factors under the control of the 
business. Image also referred to the picture occurred 
in the psyche of a person according to the will to the 
organization, institution, person, or operation. The 
images that arose in this mind may be the result of 
gaining the direct experience or the indirect 
experience with the person’s perception. For 
corporate image, it referred to the overall image of an 
organization that an individual experienced or had 
impressive knowledge as well as feelings toward the 
agency or institution by organization’s action or 
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behavior, product management, and publicity which 
would also play a role in the corporate image.  
There are several research findings about the 
perception of alcoholic beverages image. For 
example, SALANŢĂ, TOFANĂ, POP, POP, 
COLDEA, and MUDURA (2017) showed that beer 
and wine were the alcoholic beverages ranked in the 
top of preferences among students from University of 
Agricultural Sciences and Veterinary Medicine Cluj-
Napoca, Romania. Wright et al. (cited in S. Tricas - 
Sauras, A. Kaczmarek, 2015) stated that participants 
rated the beverage industry, internet, and 
advertisements, as the least credible sources of 
nutritional information about alcoholic beverages. 
Wilks (1985) revealed that first year university 
students held several myths about drinking and 
showed a poor knowledge of the way in which the 
body metabolizes alcohol as well as perceptions of 
those people who drank various popular forms of 
alcoholic and non-alcoholic beverages revealed 
stereotypes which parallel images promoted by the 
mass media.  
These brought to the two dimensions of the perceived 
image in this study, the corporate image and the 
marketing image and grounded the hypothesis 2: “the 
perception of the alcoholic beverages image on the 
types of alcohol consumption of Thai students in 
Bangkok Metropolitan.”  
 
III. METHODOLOGY  
 
The study used the quantitative research. Online 
questionnaires via the networking and convenience 
sampling were used for the data collection. 390 out of 
403 questionnaires were completed and usable. The 
questionnaire was consisted of three parts: 
demographic data, the alcoholic beverage’s corporate 
and marketing image data and the types of alcohol 
consumption data. The questions about the alcohol 
beverage’s corporate and marketing image were 
asked for respondents to answer in the Likert scale 
while the question about the types of alcohol 
consumption used multiple choices answer (can 
answer more than one choice). Questionnaire was 
tested for validity and reliability. 30 pretest 
questionnaires showed the Cronbach’s alpha 
coefficient for alcohol beverage 0.962, corporate 
image 0.881 and marketing image 0.959. The 
statistics used for the data analysis were the 
descriptive statistics; percentage, mean, standard 
deviation, and the referential statistic: binary logistic 
regression. 
 
IV. FINDINGS  
 
The descriptive statistics demonstrated that most 
respondents were female between the ages of 18-26 
years and GPA between 3.01-3.50. 330 The types of 
alcohol beverages respondents often drink were beer, 
cocktail, red spirit, respectively as shown in Table 1. 

Respondents who were Thai undergraduate students 
in Bangkok Metropolitan perceived the overall image 
of the alcoholic beverages at the moderate level. The 
perception of the alcoholic beverages marketing’s 
image was at the moderately moderate as shown in 
Table 2. The interesting finding of the highest 
perception of alcoholic beverages marketing image 
was the place image at the good level. 
 

 
 

 
 
For the inferential statistics testing, the binary logistic 
regression analysis had been used to test hypothesis 1 
and showed that gender had the statistically 
significant influence on the types of alcohol 
consumption which were beer, whisky and cocktail, 
while the year of study had the statistically significant 
influence on the types of alcohol consumption, arrack 
and cocktail at the level of 0.05 as shown in Table 3. 
The finding can be interpreted that gender can predict 
the consumption of beer, whisky and cocktail as well 
as the year of study can predict the consumption of 
arrack and cocktail. Respondents who were females 
had an approximately 75 percent of decreasing 
opportunity to drink beer (0.253-1*100, p = 0.000) 
and an approximately 61 percent of decreasing 
opportunity to drink whisky (0.388-1*100, p = .006). 
Respondents who were females had increased 2 times 
more opportunity to drink cocktail. Besides, 
respondents who were in the one level higher year of 
study had an approximately 41 percent of decreasing 
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opportunity to drink arrack (0.599-1*100, p = 0.022). 
Respondents who were the one level higher year of 
study had increased 1.2 times more opportunity to 

drink cocktail. Therefore, hypothesis 1 was partially 
accepted at the significant level 0.05.

 
 

 
 
For testing hypothesis 2, the binary logistic regression 
analysis showed that the perception of alcoholic 
beverages image on product had statistically 
significant influence on the consumption of wine/ spy 
wine cooler as well as the perception of alcoholic 
beverages image on promotion had statistically 
significant influence on the consumption of arrack at 
the level of 0.05 as shown in Table 4. The finding can 
be interpreted that the perception of alcoholic 
beverages image on product can predict the 
consumption of wine/ spy wine cooler, while the 
perception of alcoholic beverages image on 
promotion can predict the consumption of arrack. 
Respondents who perceived the product image of 
alcoholic beverages higher one level had increased 
1.5 times more opportunity to drink wine/ spy wine 
cooler. Respondents who perceived the promotion 
image of alcoholic beverages higher one level had an 
approximately 58 percent of decreasing opportunity 
to drink arrack (.422-1*100, p = 0.014). Therefore, 
hypothesis 2 was partially accepted.  
 
V. DISCUSSION  
 
The finding indicated that gender had the statistically 
significant influence on the consumption of beer, 
whisky and cocktail. The interesting was respondents 
who were females had the decreasing opportunity to 
drink beer and whisky, but had the increasing more 
opportunity to drink cocktail. This may be possible 
regarding the image of cocktail which is colorful, 
mixes with variety ingredients or mixtures, different 
and endless taste- based on ingredients, mixing 

method of each bartender and so on, therefore, 
cocktail represents more female image while beer and 
whisky have a stronger, bitter taste and more unique 
which considered more suitable for male. The result 
was consistent with the study of “Patterns of Alcohol 
Consumption in the Thai Population: Results of the 
National Household Survey of 2007” 
(Assanangkornchai, Sam-Angsri and 
RemgpongpanAmata Lertnakorn, 2010) which found 
that the gender and age differences in drinking 
patterns and drinking consequences in Thailand.  
 
The year of study had the statistically significant 
influence on the consumption of arrack and cocktail. 
One level higher year of study had the decreasing 
opportunity to drink arrack, but an increasing more 
opportunity to drink cocktail. This may be possible 
since students in the higher year of study have had 
more chances to join social activities such as thanks 
to the senior, hang out after examination and others 
that might easier to order cocktail than arrack. The 
finding was not consistent with the results of the 
study by Rattiya Buasorn & Chet Rachadapannatikul 
(2012) on "Alcohol Consumption Behaviors of 
Undergraduate Students in the Bangkok 
Metropolitan", which showed that the demographic 
factors which were age, year of study, grade point 
average, living style, monthly income, knowledge of 
alcohol beverages, and family relationships had no 
relationship with the alcohol consumption behaviors.  
The findings also demonstrated that the perception of 
alcoholic beverages image on product had statistically 
significant influence on the consumption of wine/ spy 
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wine cooler. This could be possible due to wine/ 
spicy wine cooler has been perceived as a generic 
drink for socialization or party which is easy to buy, 
has variety taste with the appropriate packaging. The 
result was in line with the study conducted by 
Polchaeng (2012) on "Factors Influencing the 
Alcohol Consumption of Undergraduate Students in 
Bangkok Metropolis”, which found that factor 
influencing the types of alcohol consumption was the 
product. 
 
The perception of alcoholic beverages image on 
promotion had statistically significant influence on 
the consumption of arrack. This may be occurred 
according to the promotion is the essential tool for the 
product with no difference at all as arrack. Promotion, 
therefore, is a factor that may cause the opportunity 
of the arrack’s consumption. The finding was 
consistent with the results of the study by Buasorn & 
Rachadapannatikul (2012) on "Alcohol Consumption 
Behaviors of Undergraduate Students in the Bangkok 
Metropolitan", which showed that the influenced of 
the media and public relations were significantly 
related to the students’ alcohol consumption 
behavior.  
 
CONCLUSION  
 
The study demonstrated that there were some 
significant influences of the demographic 
characteristics as well as the perception of the alcohol 
image on the types of alcohol consumption. These 
findings could benefit people involved in alcoholic 
beverages policy to prevent the alcohol problems. In 
particular, the management in the educational 
institutions could be aware of the level of the 
perception of alcoholic beverages image which could 
lead to the alcohol consumption behavior of Thai 
students in Bangkok as well as Thailand. The results 
of the study and the knowledge gained could be used 
to formulate a policy agenda to prevent the increasing 
rate of Thai youth’s alcohol consumption.  
 
The study faced some difficulties, especially during 
the data collection. By using online survey was easy 
to reach the samples due to the smart phone was the 
general technology for Thai students, but to have 
them participate was the very difficult task. Samples 
were quite reluctant to participate regarding the 
length of the questionnaire, or the inconvenient time 
and place. Although they may have intention to 
participate later when they were able, most of them 
forgot. Future study may explore on other factors 
expected to be involved in youth’s alcohol drinking 
behaviors such as alcohol beverages consumption 
behavior of family members, values of alcohol 
drinking in the society, and etc. The more factors the 
study can cover, the better implication and feasible 
policy will be in terms of the concreteness and 
pertinent.  

ACKNOWLEDGEMENT 
  
The research for this paper was financially supported 
by Faculty of Social Sciences, Srinakarinwirot 
University, grant no.675/ 2558. In developing this 
article, I have fully received morale support from 
family and friends. I also thank the informants for 
their kindness information and everyone who 
involved in any process of this study until it came out 
to be this article. 
 
REFERENCES  
 

[1] Boulding, K. The Image: Knowledge in Life and Society, 
Ann Arbor, MI: University of Michigan Press, 1956  

[2] F. E. Kast, and J. E. Rosenzweig, Organization 
Management a System and Contingency Approach, 
Singapore: McGraw-Hill Singapore Nation Printer Ltd., 
1985  

[3] C. A. Wright, C. M. Bruhn, H. Heymann, C. W. Bamforth, 
“Beer consumers' perceptions of the health aspects of 
alcoholic beverages,” Journal of Food Science, vol. 73, no. 
1, pp. H12-17  

[4] J. Swendsen, K. P. Conway, L. Degenhardt, L. Dierker M. 
Glantz, R. Jin, K. R. Merikangas, N. Sampson, and R.C. 
Kessler, “Socio-demographic risk factors for alcohol and 
drug dependence: the 10-year follow-up of the national 
comorbidity survey,” Addiction, online June 22, 2009, 
Retrieved on April 22, 2018 from 
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC2794245/  

[5] J. Wilks, “University students’ knowledge of alcohol and 
drink stereotypes,” COMMUNITY HEALTH STUDIES, vol 
IX, no 3, Retrieved on May 2, 2018 from 
https://onlinelibrary.wiley.com/doi/pdf/10.1111/j.1753-
6405.1985.tb00490.x  

[6] K. Polchaeng, Factors Influencing the Alcohol Consumption 
of Undergraduate Students in Bangkok Metropolis, MBA. 
Thesis, Dept. Business Administration, Sriprathum Univ., 
Bangkok, Thailand, 2012.  

[7] L.-C. SALANŢĂ, M. TOFANĂ, C. POP, A. POP, T. 
COLDEA, and E. MUDURA, “Beverage Alcohol Choice 
Among University Students: Perception, Consumption and 
Preferences,” Bulletin UASVM Food Science and 
Technology vol. 74, no. 1, 2017  

[8] M.L. DeFleur, and S.J. Ball-Rokeach, Theories of Mass 
Communication, London: Longman, 1996  

[9] Office of Alcohol Control, Department of Disease Control, 
Ministry of Public Health, Alcohol Control plan Year 2017-
2021, Nontaburi, 2017  

[10] P. Kotler, Marketing Management (10th ed.), Boston, MA: 
Prentice-Hall Inc., 2000  

[11] R. Buasorn & C. Rachadapannatikul. “Alcohol 
Consumption Behaviors of Undergraduate Students in the 
Bangkok Metropolitan,” Ramathibodi Nursing Journal. 
18(2): 259 – 271, May – August, 2012  

[12] S. Assanangkornchai, N. Sam-Angsri, and S. 
RemgpongpanAmata Lertnakorn, “Patterns of Alcohol 
Consumption in the Thai Population: Results of the 
National Household Survey of 2007,” Alcohol and 
Alcoholism, vol. 45, Issue 3, pp. 278–285, May 1, 2010  

[13] S. Tricas - Sauras, A. Kaczmarek, European Alcohol Policy 
Alliance. Overview of published research on consumer’s 
perceptions and understanding standard drinks and 
drinking guidelines, Jan. 2015, Retrieved on May 2, 2018 
from 
http://www.rarha.eu/Resources/Deliverables/Lists/Deliverab
les/Attachments/17/WP5%20Background%20paper%20Co
nsumer%20perceptions%20Eurocare.pdf  

[14] U. Saengow, P. Vichitkunakorn and S. Assanangkornchai, 
FACTS AND FIGURES: ALCOHOL IN THAILAND, 
Songkla: Center for Alcohol Studies, 2016  



International Journal of Management and Applied Science, ISSN: 2394-7926                                                 Volume-4, Issue-9, Sep.-2018 
http://iraj.in 

Perception of Alcoholic Beverages Image and The Types of Alcohol Consumption of Thai Undergraduate Students 
 

74 

[15] W. Ansari, R. Sebena, and C. Stock, “Socio-demographic 
correlates of six indicators of alcohol consumption: survey 
findings of students across seven universities in England, 
Wales and Northern Ireland,” Archives of Public Health, 
Nov. 6, 2013, Retrieved on April 20, 2018 from 

https://doi.org/10.1186/2049-3258-71-
29https://doi.org/10.1186/2049-3258-71-29  

[16] Y. Benjarongkij, Audience Analysis, Bangkok: T.P. Print, 
1999 

 
 
 
 

 


