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Abstract 220797

The purposes of this study were to investigate the consumers’ behaviors and factors
affecting decision to buy bottled drinking mineral water in Bangkok. The informants of this
study were 400 people with the age of 15 years upward, living in Bangkok Metropolis.
Questionnaires were used to collect the data. Frequency, percentage, arithmetic mean,
standard deviation, Chi-square, t-test, ANOVA, and Scheffe analysis were used to analyze
the data via SPSS software. The statistic significance level of this study was set at .05.

It was found that most informants were female with age range from more than 25 to
35 years, having bachelor’s degree background, working as government employee and state
enterprise employee, living in the 4 — 6 member family; and their monthly income was
10,000 - 20,000 baht per month.

The analysis of the data revealed that mineral water without bubbles was popular
among consumers. The favorite bottle size was 500 milliliters. The informants bought the
mineral water less than 5 times a month and only one bottle per time. The package that the
informants chose was made of plastic. Convenience stores (such as Seven - Eleven, Family
Mart) were their favorite place to buy the products. Most consumers learned about the
products from televisions. The most popular brand was “Aura” and the frequency to
consume was 2 — 3 time per week. The industrial standard control such as The Food and
Drug Administration, Thai Industrial Standard Institute, HACCP and GMP etc was most
taken into consideration.

The analysis of the significance level of factors affecting decision to buy bottled
drinking mineral water indicated as a whole, by aspects, and by items that it was at a high
level except for the items related to the volume, the import of the products causing the high
price, and gifts, were rated at a moderate level.

With respect to the analysis of relationship between the consumers’ consuming
behavior with their personal status, it was found that 1 item was found related to sex and
age, 2 items to education, 1 item to the number of members in the family and 4 items were
found related to the informants’ monthly income.

The comparison of the significance level of factors affecting consumers’ decision to
buy bottled drinking mineral water with regard to their sex, age, number of family
members, and monthly income revealed, as a whole, no differences. However, the detail
investigation yielded no differences in the aspect related to sex while one aspect and five
items related to age were found different. Regarding educational background of consumers,
the study showed that factors differently affected their decision to buy, as a whole, in two
aspects, and in five items. Only two factors related to the number of family member and
one factors related to monthly income differently affected the consumers’ decision to buy

the products.





