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Abstract 
        The objectives of this research consist of studying the marketing mix for buying decision of beer products of 
consumer in Bangkok metropolitan and to comparing of the marketing mix for buying decision of beer products of 
consumer in Bangkok metropolitan classified by personal factors, using a sample size of 400 beer consumers in 
Bangkok. The Questionnaires were used to collect data. The statistics used in this study was the percent age, 
arithmetic mean, standard deviation, t-test and the One-Way ANOVA were to test the hypotheses. The results showed 
In overall, the important level of marketing mix for buying decision of beer products of consumer in Bangkok 
metropolitan was at high level. When considering each dimension, all dimension was the high level. Consumer who 
had different gender and education had difference in marketing mix for buying decision of beer products at statistical 
significance of 0.05. 
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