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Introduction 

Liquor Consumption Behavior: Any “exchange of the reasonable effect of promoting on 

youngsters requires a comprehension of the full scope of impacts on their conduct in the 

present condition. Like grown-ups, youngsters are influenced by their physical and financial 

condition: the dimension of availability of liquor drinks and the cost at which they can be 

purchased in respect to different merchandise are both liable to be significant effects on the 

dimensions of utilization by youngsters (Babor, T., Caetano, R., Casswell, S, 2003; Academy 

of Medical Sciences, 2004).  

Stockwell, T., Somerford, P. and Lang, E. 1992;Casswell, S., Stewart, L. and Duignan, P. 

1993) found that promoting assumes a synergistic job in connection to consumption of liquor. 

Numerous spots where liquor is sold give a chance to the usage of showcasing materials 

which produce an outwardly huge effect on the physical condition. So also, a successful 

showcasing technique for certain gatherings of the populace is to give data about cost of 

refreshments; in certain nations print media and deals outlets advance liquor drinks dependent 

on value  

There are, be that as it may, liable to be different effects on youngsters which are more 

extraordinary than those accomplished by numerous grown-ups. Introduction to the broad 

communications has expanded uniquely since the 1960s (Signorelli, 1990) and with it 

presentation to showcasing of numerous kinds.  

Expanded presentation to liquor promoting has followed in numerous spots on the planet in 

the course of the most recent two decades. A profoundly thought industry, especially in 

connection to spirits and brew drinks results in more elevated amounts of publicizing. The 

publicizing to deals proportion for the liquor business is 9 percent contrasted and 3 percent 
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for the normal promoting to deals proportion (Schonfeld & Associates, 1999). In less created 

nations there is likewise expanding presentation to worldwide promoting through web get to, 

video accounts and TV slots gotten to by satellite.  

Notwithstanding the focal job of the broad communications there are different parts of nature 

wherein youngsters are growing up which are likewise important to the feasible effect of 

liquor advertising. Changes in the structure of social orders and the qualities supporting 

regular day to day existence have diminished the impact of family, network and country state 

(Giddens, 1979, 1991; Miles, 2000).  

The extension of shopper products and the expanding dependence of the economy on their 

utilization has encouraged the promoting of customer merchandise as articulations of way of 

life and character (Elliott and Wattanasuwan, 1998; Klein, 2000).  

There has been an expansion in the esteem that young culture appends to mark names and 

images. Liquor refreshments assume a significant job in this, with brands of liquor imparting 

societal position and desires (Jackson, M., Hastings, G., Wheeler, C., Eadie, D. and 

MacKintosh, A.  2000). All the more particularly, shopper conduct is characterized as the 

investigation of the manner by which individuals devour items and in addition 

administrations. This conduct is connected in the writing to three exemplary impacts; to be 

specific, the specific qualities of the individual, and nature which influences the person and 

also the acquired hereditary qualities of the individual. 

At this level, discernment depends on the physical improvements as well as the boosts 

identifying with the encompassing field and conditions which influence and impact the 

person. Thusly, this prompts the fundamental however essential comprehension of the 

relativity of discernments; i.e. recognition can change between people presented to similar 

improvements or reality structure. This is likewise affirmed by Sijtsema et al. (2002:568)  

Taking the broad changeability of observation and the person's tastes and inclinations into 

record, thinks about recommend that a fruitful brand methodology is one that is most 

equipped for making an association with the shopper and which takes 17 cognizance of the 

most vital and fitting factors and factors which have been appeared to influence the 

constructive discernment framework from the client and constructive gathering of the item. In 
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such manner Bloom et al. (2006:174), allude to the reception of an all-encompassing 

advertising introduction; which implies understanding purchaser discernments from a 

thorough and comprehensive point and picking up a broad knowledge into the everyday lives 

of the people, and in addition a general comprehension of the progressions that happen amid 

their lifetimes.  

A more prominent cognizance and acknowledgment of liquor related issues by the overall 

population regarding ill effects of alcohol consumption and control liquor related issues is 

presently evident. Though there are guidelines laws preventing exercises use of alcohol not 

only in Thailand but also in many other countries, also these incorporate, for instance, 

expanded tax collection on particular sorts of mixed refreshments (Cabinet Order, 6 

September 2005), a liquor ad boycott, confined hours for selling liquor and the disallowance 

of liquor deals in instructive settings and religious spots (Alcoholic Beverage Control Laws, 

2008).  

The impact of these measures on liquor utilization must be evaluated through national 

surveys. In Thailand, there is also an increasingly tolerant frame of mind regarding drinking 

alcohol by men, whereas it is limited for ladies. However, this scenario is changing and 

slowly but steadily drinking of alcohol by women is fast getting acceptance from society. 

with this ladies have become more and more open in their drinking habits and are fast 

emerging as prominent sense of revenue for companies researches around the globe have 

concerned this pattern  societal shift. The same is further supporting to the best of our insight, 

to date just a single methodology has concentrated on determining diverse ‘drinking 

societies’ by dissecting pre-adult liquor use 'conduct' exactly. (Bräker AB, Göbel K, 

Scheithauer H, 2015) studied drinking examples and propounded that these can be used to 

establish a nations social standards in regards to alcohol consumption. The spread of a 

conduct (its predominance) may hence be utilized as a marker of a 'norm', that is, the means 

by which basic this conduct is. Thus, when a specific conduct inside a social gathering is 

exceedingly predominant, the individual hazard to take part in this conduct should increment, 

since it is the most remarkable social option. Subsequently, these societal standards explains 

drinking behavior not only in social gatherings but also in other types of gatherings. Doing as 

such, it is accepted that a conduct can spread practically like an irresistible infection. 
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However, in contrast to irresistible illnesses, singular conduct is started by mental procedures 

like inspiration, result desires or inspiration to agree.  

By and by following Blalock (1984), the dispersion of the conduct inside a social gathering 

influences singular conduct notwithstanding the person's view of this dissemination. With 

this investigation we test the insignificant impact of conduct infection without focusing on 

the interceding mental processes. It could be expected that to test the hypothesis 

experimentally, for instance, it should be remembered that the hypothesis isn't sufficiently 

explicit to derivate solid theories (Gmel and Rehm, 2000). Besides, examining the impact of 

social standards as far as pervasiveness rates of issue practices on liquor use has not been 

tended till date.  

This might be on the grounds that the various dimensions of influence (individual 

recognition, pervasiveness rates of gatherings, and so on.) are hard to evaluate commonly. In 

any case, counteractive action intercessions that depend on the social standards approach use 

criticism about commonness rates to sharpen teenagers to the genuine utilization propensities 

for their friends, which they typically overestimate (Perkins, 2002; Gual A, Arbesu JA, Zarco 

J. 2017). 

By utilizing pervasiveness rates as a proportion of social standards, this examination can 

quantitatively evaluate the effect of gathering explicit standards on individual conduct. 

Staggered investigation fills in as a measurable technique to coordinate the hypothetical 

suspicions of the 'collectivity of drinking societies' with respect to youthful liquor   (Susser's 

(1994) examined dangers use of alcohol by juvenile and propagated the concept of various 

factor. Despite the fact that it isn't yet clear whether the collectivity of drinking societies 

hypothesis can be completely adjusted to adolescents (Raninen J, Livingston M, Leif man H. 

2014) this will be tried here by accumulating youthful liquor use information on the nation 

level and utilizing this data to anticipate individual hazardous use. In the interim, we expect 

that the collectivity of drinking societies hypothesis and the idea of conduct virus center on 

similar procedures, yet from various perspectives. 
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Liquor Promotion 

A great part of the exploration center around liquor promoting has been moderately 

unsophisticated endeavors to gauge if an immediate effect on utilization is identified with 

broad communications publicizing. It has, for instance, depended on a hypothetical model 

where presentation to promoting as such was suspected to make a conduct change. All the 

more hypothetically created work has demonstrated the significance of the beneficiaries' full 

of feeling reaction to the publicizing messages (Thorson, 1995).  There has additionally been 

an absence of accessible information to inquire about the impact of publicizing, especially 

where econometric models have been connected, which has prompted the utilization of use 

information as an intermediary for promoting. These use information have been accessible 

just in developed markets with abnormal amounts of publicizing, and this has implied that the 

adjustments in use on promoting have been in the territory of lessening peripheral return, 

prompting a disappointment in this exploration way to deal with show reliable connections 

between publicizing use and utilization (Saffer and Dave, 2002).  

Past examinations that have discovered an impact of liquor advancing promoting on liquor 

utilization have offered the prompt chance to devour liquor amid the investigation. Liquor 

advancing promotions might be progressively striking to heavier consumers (Field and Cox, 

2008), and bound to trigger positive feelings and recollections identified with alcohol use. 

Impetus sharpening hypothesis (Robinson and Berridge, 2001) proposes that more 

noteworthy utilization of liquor may prompt liquor related improvements taking on uplifted 

inspirational centrality, delivering expanded want for liquor when seen.  The liquor business 

contends that publicizing of liquor items is structured just to advance brand exchanging 

(International Center for Alcohol Policies, 2003). Our information propose that such 

publicizing additionally advances positive understood mentalities towards liquor in heavier 

consumers.  The relationship between liquor advancing promotions and brand-explicit 

utilization has been appeared to decrease at elevated dimensions of introduction (Ross CS, 

Maple E, Siegel M, 2014).  There is suggestive proof that utilization of spirits is all the more 

intently connected with bigger amounts of liquor expended per event (Brandish and Sheron, 

2010).  The job of hitting the bottle hard of vodka in changing the impact of liquor on the 
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danger of alcoholic psychoses in Russia has been underlined in clinical investigations. In his 

examination of case chronicles of liquor subordinate men.  

Other “research approaches have utilized both quantitative and subjective techniques to 

gauge the reaction of (dominatingly youthful) individuals to publicizing. Subjective research, 

some utilizing the procedures of economic specialists, has shown the constructive 

enthusiastic reaction of youngsters to the liquor promoting. For instance, an ongoing 

Australian examination researched the reaction to a radio battle for a vodka-based blended 

spirits drink. It found that the principle message of the advert was that the item conveyed 

temperament impacts: both expulsion of negative feelings, for example, stress decrease, and 

inciting positive states, for example, feeling joyful and increasing expanded happiness. 

Utilization of the item was seen to offer 'fearlessness', sexual, relationship and social 

achievement (Jones and Donovan, 2001). A combined “impact of publicizing is likewise 

found in the reactions of the individuals who report more elevated amounts of introduction or 

progressively positive emotional reactions to promoting with regards to populace studies. 

One of the most punctual research programs around there was financed by the US Bureau of 

Alcohol, Tobacco and Firearms (Atkin and Block, 1981, 1984). Hazardous single event 

drinking (RSOD), additionally called gorge or substantial roundabout drinking, is a measure 

of liquor utilization that prompts inebriation and adds to a noteworthy weight of infection 

everywhere throughout the world (Rehmet al., 2004).  Utilization designs differ incredibly 

inside societies. In so called wet countries alcohol consumption is commonly continuous, 

customary and in contended quantities though in 'dry' nations the example is more explosive, 

with overwhelming admission on ends of the week and significantly less drinking amid the 

week (Room and M¨akel¨a, 2000). These distinctions uniquely influence the relative 

unfriendly outcomes of utilizing liquor. More prominent weights coming about because of 

intense drinking, such as wounds, are normal in ‘dry’ nations though progressively incessant 

outcomes in form of many serious diseases. 

Liquor Branding 

Brand capital (Saffer, 2002) “portrays the development of significance and feeling related 

with a brand: this is one of the fundamental components of advancing. The relationship 
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which is set up with a brand through displaying is ideally, from the publicist’s point of view, 

a close-by one and brands are logically conceptualized as characters with which we can shape 

associations (Hanby, 1999). In New Zealand longitudinal research, those youths who had 

developed a relationship with a brand of blend by the age of 18 years were seen to be heavier 

customers and self-declared more alcohol related powerful lead at 21 years of age (Casswell 

and Zhang, 1998). Dynamically, the advancing of brands has transformed into a central bit of 

the customary open exercises of adolescents. Alcohol brands have transformed into a bit of 

the entertainment, shaking and social atmosphere. The Molson Beer appears, for example, are 

conventional music shows held in Toronto, Canada. The force of the brand and its association 

with youth culture is confirmed by the manner in which that the names of the entertainers 

themselves were not plugged. It was sufficient to understand that it was the Molson 

demonstrate all together for youths to ensure that it would be socially fitting to their 

prerequisites and along these lines worth visiting (Klein, 2000).  In another point of 

reference, the dispatch of another episode worked instinctively with various parts of youth 

culture. A progressing displaying advancement which won top distinctions at both the 

International Association of Promotional Marketing and the Cannes International Advertising 

Awards was the 'Smirnoff Half Day Off'. The fight 'asked people to avoid their obligations on 

December 7 and take a half get-away day with buddies to acknowledge Smirnoff at sharing 

bars in New Zealand' (Smirnoff – Best in the World, 2003). This included contenders 

enlisting on the Smirnoff Half Day Off site (www.halfdayoff.co.nz) to go into a draw in to 

win $25 bar tabs. The fight in like manner incorporated a part of viral advancing to multiply 

the message; in order to enter for the free bar tab the applicant expected to enter the names of 

three associates. These three associates got a redid message from their sidekick asking them 

to go to the Smirnoff site for their own special free bar tab. Seventy-five percent of 

registrants sent such a message. On-premise volume extended 14 percent over the past 

December and a couple of bars recorded 130 percent over their ordinary Friday night takings 

(Smirnoff – Best in the World, 2003). Unconstrained brand care similarly extended, from 38 

percent to 57 percent.  

The extent of promoting methodologies utilized in the Half day off campaign is illustrative of 

the displaying mix open to those raising things to the youthful. Smirnoff spread the message 
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with eager announcements, street sees, magazine promotions, Web measures, and flyers 

posted in bars, clubs, and music stores. Clients enrolled at Smirnoff's Web page for a chance 

to get their bar tabs paid (5000 people got checks for $25). Radio DJs left around early 

evening to join the half day from work gatherings, and all registrants got an email teaching 

them to 'turn your PCs off and head for the bar (Smith, 2001).  

Other customarily utilized publicizing openings, for instance, TV and film are essentially 

somewhat less centered on. While these stay noteworthy wellsprings of advancing messages 

for youths, in various domains they are logically enhanced by new procedures. In particular, 

an ongoing report expected that the visual and smart nature of the web put extraordinary 

power in the hands of alcohol sponsors, especially in coming to and affecting the energetic 

(Montgomery, 1997).   

Impact of Brand perception on Purchase Intention 

The 3rd objectives of the study is to identify the impact of brand perception on purchase 

intention of the consumer and to analyze the data collected, chi square test was applied and 

results are depicted brand perception wise, firstly. 

Perceived Quality of Liquor Brand and Purchase Intention 

To test the association between the perceived quality of liquor brand and further purchase 

intentions (tendency to remain with the same brand), following hypothesis was developed: 

H01 There is no significant association between service quality liquor brand and purchase 

intention  

Table 1  Relationship of Perceived Quality of  Liquor Brand and Purchase Intention 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 40.927a 4 .000 

Likelihood Ratio 43.541 4 .000 

Linear-by-Linear Association 3.844 1 .050 

N of Valid Cases 349   

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 15.68. 
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As depicted in Table 1, the chi- square value is 40.92 at 4 degree of freedom and 349 valued 

cases. The p value (0.000) indicate a significant association in perceived quality element of 

brand perception and purchase intention. Hence the null hypothesis is rejected. Therefore it is 

established that perceived quality and decision of staying with the brand are positively 

associated. It means as long as quality of the liquor sustains, the consumer will not think of 

switching to other brand.  

Price Segment and Liquor Brand Purchase Intention 

To test the association between the price segment of liquor brand and further intentions, 

following hypothesis was developed: 

H02 There is no significant association between price segment of liquor brand and purchase 

intention  

Table 2 Price Segment Liquor Brand and Purchase Intention 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 15.223a 4 .004 

Likelihood Ratio 15.353 4 .004 

Linear-by-Linear Association 7.235 1 .007 

N of Valid Cases 349   

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 10.32. 

Table  2  exhibit chi- square value of 15.22 at 4 df and p value 0.004 which less than 

benchmark value of 0.05, hence the null hypotheses is rejected and it is concluded that there 

is a significant association of price segment of brand and purchase intention. In simpler 

words, price is a brand perception element which influences the purchase of the brand. 

Taste of Liquor Brand and Purchase Intention 

To test the association between the taste of liquor brand and purchase intentions, following 

hypothesis was developed: 

H03 There is no significant association between taste of liquor brand and purchase intention 
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Table 3 Taste of Liquor Brand and Purchase Intention 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 25.886a 4 .000 

Likelihood Ratio 25.951 4 .000 

Linear-by-Linear Association 8.683 1 .003 

N of Valid Cases 349   

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 12.38. 

As far as association between taste of liquor brand and not considering changeof favorite 

liquor brand is concerned, chi- square value of 25.88 at 4 degree of freedom is observed. And 

on the basis of p value of 0.00, null hypothesis is rejected. Therefore, it is established that 

there is a positive association between liquor brand taste and purchase intention. Taste is 

found to be influencing factor in purchase of preferred liquor brand. 

Country of Origin of Liquor Brand and Purchase Intention 

To test the association between the country of origin of liquor brand and purchase intentions, 

following hypothesis was developed: 

H04 There is no significant association between taste of liquor brand and purchase intention 

 

Table 4 Country of  Origin of Liquor Brand and Purchase Intention 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 10.753a 4 .029 

Likelihood Ratio 10.831 4 .029 

Linear-by-Linear Association 2.318 1 .128 

N of Valid Cases 349   

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 22.69. 

From the Table 4 it can be seen that chi square value comes on to be 10.753 with degree of 

freedom (4) and p value of 0.029, therefore null hypothesis is rejected. Hence proved a 

significant association in country of origin and purchase intention. Country of origin is an 

important element of brands, which influence the purchase decision of customers. Customers 

buy a specific brand of specific origin. 
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Brand Name Elements and Purchase Intention 

To test the association between the brand elements and purchase intentions following 

hypothesis was developed: 

H05 There is no significant association between brand elements and purchase intention 

 

Table 5 Brand Name Elements and Purchase Intention 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 10.643a 4 .031 

Likelihood Ratio 10.641 4 .031 

Linear-by-Linear Association 2.804 1 .094 

N of Valid Cases 349   

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 17.74. 

When checked the association of brand’s name, logo, character, symbols or jingles and 

remaining with the purchase intention, P value comes out to be 0.31 which clearly rejects the 

null hypothesis and hence positive association is found between the brand name elements i.e. 

brand name, logo color, slogan and brand purchase intentions. This clearly indicates that 

customer liking of preferred brand influence the purchase intention. 

Celebrity Brand Ambassador and Purchase Intention 

To test the association between the celebrity brand ambassador and purchase intentions 

following hypothesis was developed: 

H06 There is no significant association between celebrity brand ambassador and purchase 

intention 

Table 6 Celebrity Brand Ambassador and Purchase Intention 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 17.948a 4 .001 

Likelihood Ratio 18.796 4 .001 

Linear-by-Linear Association .058 1 .810 

N of Valid Cases 349   

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 11.97. 
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From Table 6, it is evident that level of significant value is 0.001 which clearly rejects the 

null hypothesis and alternate hypothesis is accepted. It can be concluded celebrity brand 

ambassador used in brand positioning influence the decision of purchase of favourite brand. 

 

Brand Promotion Promises and Purchase Intention 

To test the association between the brand promotion promises and purchase intentions 

following hypothesis was developed: 

H07 There is no significant association between brand promotion promises and purchase 

intentions 

 

Table 7 Brand Promotion Promises and Purchase Intention 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 8.502a 4 .075 

Likelihood Ratio 8.570 4 .073 

Linear-by-Linear Association 3.698 1 .054 

N of Valid Cases 349   

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 14.03. 

There is found no significant positive association between promises made in brand promotion 

as depicted in Table 7, therefore, the null hypothesis is rejected. Customers are found not 

influenced by the promotional promise as seen in surrogate advertisements and doesn’t result 

in a purchase intention.  
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