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CONSUMER BEHAVIOR IN WINE MARKET
Surat Supichayangkool
'Graduate School of Commerce, Burapha University, Chon Buri 20131, Thailand
ABSTRACT
Customers in each market segmentation are difference in their wants and behaviors. Marketers

must understand their requirements in order to create suitable marketing strategies in order to gain competitive

advantages. Consumers in wine market can be segmented by demographic factors, psychological factors, and cultural

factors.
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