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Abstract

The purpose of this study is to study consumer's buying behavior for bottled mineral
drinking water in Muang District Chiangmai Province.

The data were collected from 120 people who were buying bottied mineral drinking
water from 4 modem retail outlets, which were Tops supermarket at Kadsuankaew Shopping
Center, Taps supermarket at Airport Plaza, Season Plaza, and Carrefour Hypermarket by using
questionnaires. At cach place, 30 samples were collected.  The data collected were
computed by using SPSSAPCT program. The statistics; frequency, percentage, average, Chi-
square and MANOVA were applied to get the foliowing result.

From the study. it is found that, 33.30 % of those interviewed are male and 66.70 % are
female, Most of them, 65 %, are the group of 15-24 years old, and 19.20 % are 25-34 years
old. The majority, 74.20 % , is in bachslor educational level and 18.30 % are in high school or
vocation schooi. Concerning occupalion, mosl of respondenls , 2000 %, are employee in
private company. Besides this, b4.20 % ot them eamn about 6,000 baht or lower per month,
then 20.00 % earn about 6,001-12,000 baht.

Regarding the buying behavior, the main reasons for drinking bottled minerat drinking
water are the need of clean and hygienic water for drink, thirst, and the need of mineral to
restore health, consecutively. Most of the consumers drink non-gas bottled mineral drinking

water and bottled mineral drinking water which is produced in Thailand ,and they buy bottied



mineral drinking water by occasion, not regularly. |he most popular size ot bottled mineral
drinking water is 500 ml., as it is mostly available at any place and suits for one consumption.

Most consumers get to know bottled mineral drinking water from television, and from
getiing for free with other products. The most popular and the best selling brand of bottled
mineral drinking water is AURA. Supermarket is the place where the consumers buy bottled
mineral drinking water most often, then retail store, as both places are convenient in terms of
car parking and chdices of other products to be shopped. Most of consumers buy at
maximum 1 botlle.

Most consumers buy bottled mingral drinking water by chance, for instance; when they
go for shopping, or see movie, or travel etc., and then buy at every 2-3 days consecutively.
However, they prefer buying the brand they used to buy.

The consumers gives importance o four marketing factors as followed. For product
factors, the importance of the preduct brand guarantee from formal sanitary ministry and the
quality and cleanliness of the product are considersd at the highest jevel, and that of
reputation of product brand is considered at @ high level.

For price factors, 83.30% of consumers agree that in general the price now is
appropriated. Nevertheless, there is 35.00% of them thinking that the price of hottled mineral
drinking water is stiff too high. The rescarch result shows that the consumers think that an
appropriated price of bottled mineral diirking wafér is more motivated than cheap price of
bottled mineral drinking water.

As for place factors, convenient selling places with car parking, various products for
shopping, and availability of bottled mineral drinking water (no product shortage) for
consumers are most important,

Concerning promolion factors, lhe research result shows thiat advertising, aespeciaily
television, plays a greatest role in promoting. Then giving bottled mineral drinking water tor
free with other products is the second most important. To propagate the usefuiness of boftled
mineral drinking water by leafiet and to reduce the product price as well as to have sellers at
selling points are also important, conseculively.

Regarding the hypothesis testing result, the consumer's buying behavior for boitled
mineral drinking water in Muang District Chiangmai Province are different due to personal

factors which are sex, age, education, occupation, and income as followed ;



1) Selected types of bottled mineral deinking water are ditterent due to education and
occupation. 2) Selected types of procedures are different due to sex, education, occupation
and income. 3) Purposes of bottled mineral drinking water consumption are different due to
occupation and income. 4) The size of bottled mineral drinking water, which consumers buy
most often, is different due to age and income. 5) The brand of bottled mineral drinking water,
which consumers buy most often, is different due to occupation and income. 6) The repetition
of brand buying behz‘avior on mineral drinking water is different due to sex. 7) The selling
sources of bottled mineral drinking water, which consumers buy most often, is different due to
sex and occupation. 8) The frequency of bottled mineral drinking water buying behavior is
different due to cccupation. 9) The quantity of boitled mineral drinking water buying behavior
is different due to age and occupation.

Fxcept for the consumers' opinion towards price of bottled minerat drinking water and
the consumers' reasons for consuming bottled mineral drinking water, there are no difference
due to personal Tactons.,

As for the consumers' opinion in respect to the importance of marketing factors in
buying bottied mineral drinking water, they are all different according to personal factors as

followed |

whille importance of promotion factors are different due to education, occupation and income,



