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 ABSTRACT

The objective of this Indepeﬁdent research was to study marketing factors resulting In
buying the water filter of the consumer in Phayao province, The sample consisted of 150
consumers and questionnaires were used to collect the data then frequency, percentage and mean
~ were used to analyze the data,

In general finding, it was found that most of the sample were female, civil servant
occupation, age of 24 to 35 years old, monthly income of 5000 to 10000 Baht, having 3 to 6
family members, consuming drinking water from portable water with a filtered water machine.
The most respondents had only one filtered water machine branded Lux used for 1 to 5 years.

The main reasons in buying the brand were quality and cleanness of water. The most respondents
bought the machine from the dealers. Furthermore, they received information about the machine
from the dealers, and bought the machine which its price is not over 5,000 Baht. For the paying
method, they paid by cash. Normally, they decided to buy a machine when it has special discount.
The main influencer in the buying decision included their couple. The post purchase situation, it

found that they are quite satisfied but do not sure about repurchase in the future.



The priority of marketing mix factors in buying the machine were classified as following;
The factors received high level of importance are namely product factor , price factor , promotion
factor and distribution factor respectively,

According to the factors affecting the buying decision, the high mean score in the
product factors was quality of clean and pure water filter , the high mean score in the price
factors was product price, the high mean score in the promotion factors was product

demonstration , the high mean score in the place factors was availability of product.





