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ABSTRACT

This study investigated purchasing behavior towards bottled drinking mineral water of
consumers in Mueang Chiang Mai District. The questionnaires were used for data gathering and
distributed to randomly-selected 400 consumers who purchased the bottled drinking mineral
water. The data obtained was then analyzed and organized in term of frequencies, percentage and
means with corresponding descriptions.

The results showed that most of the consumers were female with the age range of 23-30.
They were single and completed Bachelor’s degrees. They worked for private companies and
earned 10,000-20,000 Baht on a monthly basis.

In regarding to the purchasing behaviors aforementioned, the respondents preferred Aura
brand the most. However, they purchased and consumed Minere brand at the most frequent due to
the appropriate pricing. Mineral water without bubbles and domestically produced were
generally preferred among the consumers. The product was purchased based on the belief that the
mineral water would fresh them up. The main reason of purchasing the frequently consumed
product was due to the reasonable price. The majority of respondents made the decision to
purchase the products by themselves. The information regarding the mineral water was obtained

from friends and distributors. The price aspect was taken into consideration of making the



purchasing decision in accompanying with the nutritional facts on the label of mineral water.
Most of the respondents purchased the mineral water from convenient stores and Tesco Lotus.
The popular bottle size was 0.50 liter which was purchased 1-2 bottles each time. They were also
preferred to buy the same brand.

The results derived from marketing mix that could affect the purchasing behavior of the
consumers showed that pricing factor played the most important role while some other factors
that also had important roles included clear pricing label. The factors which were valued at the
medium range could be ordered in the following sequence. On the distribution aspect, the
continuous availability of the product was prioritized. As for marketing promotion, the most
important thing was advertisement through various media. The information regarding the
nutritious value of the product was prioritized on the product aspect.

As for problems associated with decision making aforementioned, the problem which
related to the product aspect the most was dissatisfied taste. On the pricing problem, the limited
price range was listed at the highest level. Problems which regarded to the distribution and

promotion aspects were inadequate parking space and the unavailability of direct sales.



