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Drinking Water : The Case of Consumers in Luksi District, Bangkok Metropolis.
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Abstract

The objectives of the research titled "Markering Mix and Consumen' Behavior in iheir

Consumption of Botded Drinkhg Water : The Case of Consumers in Luksi District, Bangkok

Metropolis." were to study 1) personal factors of respondents 2) their consrunption behavior 3)

their opinion on marketing mix( product, price , channel of distribution , marketing promotion) 4).

the relationship between personal factors and marketing mix. Size of the sample was 200 .

Questionnaire was used to collect the data . Statistics used in this study included percentage ,

mean, standard deyiation. t-test, F-test

Outcome ofthe research revealed that the majority of respondents were female , single, 21-

30 years of age , bachelor degree graduates ,working for private company with monthly salary

between

10,001-20,000 baht. Study of marketing mix showed the following outcomes:- the score on the

product was high ( highest scores were on label registered with Food and Drug Administration

.NSF, purity and taste ) ,- the score on packaging was high ( highest score was on convenience in

consumption) , - the score on price was higlrest ( price commersurate with volume) ,the score on

sale and marketing promotion was high ( highest scores on shopping convenience and sales

pmmotion in terms of price reduction) . Study ofthet consumption behavior showed that the most.

popular brand was pure life . The reasons given were reliability and reasonable price . They

bought the product from convenience store ranging from l-3 botdes. They made the decision to

purchase themselves . They bought the product.daily and drank between 1-2 botdes per day. The

most important attribute inlluencing &eir decision was convenience in consumption . The study
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different personal factors did not differ in their consumptionshowed that consr:mers with

behavior.


