UNARYD

T160996

=£ < o d'l as d'd t @ a P Av :’ 4' 9y =a
MIANHIIVLTON i]i]%U‘VINW'(W\ﬂﬂﬁﬂﬂﬁu‘l‘dlﬁﬂﬂ%ﬂuTﬂUUiii}‘ll’)ﬂ‘llﬂﬁﬁj‘ﬂiiﬂﬂ

o @ d‘ %Y ' o o dy A o - 4" :’ A
1”%0“3ﬂﬂ52uﬂ5ﬁ56q501 ujﬂQﬂizﬁQﬂﬂﬂu lWﬁﬁﬂ‘H'lW(]ﬂﬂiﬂJﬂ'ﬁmﬂﬂ"h'fJu‘\ﬂll‘U?i'i!'\l')ﬂ

% U

& o« o v a a4 24 & o o o
maﬁnm‘ﬂ%iltmuNaﬂammﬂﬁulmaeﬂmamﬂnmﬁz*\nﬂ wodSounouszauns

’
v A - @

A g :’ @ Y a A @ o o &
ﬂﬂﬁu'lﬂtﬁﬂﬂ‘]fﬁu‘lﬂu‘lﬁi%‘ﬂlﬁﬂﬂﬁﬂ%%ﬂﬁﬁuuﬂﬂﬁ‘\lﬂﬂPjﬂiiﬂﬂtmzl‘W'ﬂﬁﬂH1ﬂ’J13JﬁllW1Jﬁ

» L )
sEnInngAnssumiiendethanussyvaaiuiledodiuynnavesduilan lusinda

L4
=1

WszuAsAsaysen laslafaene $1u7u 400 510 agilnamisitelddail

9/

a ' [~ ) P} 3 T @ <1
U3 Inadmngdumemas ogszniie21 -30Y dwmSvaomnn Taounin

Q

laa dszneusr@wminauysimensu szdumsinut lusedudSying H5wld iy
10,000 maBiAeY uazlidnyurinnofuutunsothue
1 4 b ]
WoANIIUMSINFANYIIYVIa daulvgszidensiiavesnisusyssquuy

a ] a a < a aa
vawaadnla daumsidenviiaussy 4us Inatlvudenvuiai@n (500-600 adans) u1n

I )
o A

4 \ - &y a4 'f] o a3 A a ¢
N AIUNTABNATIHDIUIANUTIFVIAN T DL uYsed1 wun RDNUIANUITYVIA ATIAIH

L A
o A

[ b4 .
lasaunaimididondoridnussyvransidednarniiulsedr mszaunimuazaiu
oy ' d,dy o Ay Y ' A aan o o o Y N d’
[tk A GRATR Llﬁﬁﬂ'ﬂ%@ﬂiz‘l}'l 1D 31U T‘mmvmanums‘n Tﬂﬂﬁ'\lﬂﬂ'ﬂ"’n‘lﬁmﬂﬂ“ﬁﬂ
Vo 0 o a ] ] o H v
INUNAIAINAD LﬂutWi"Zﬁﬂ‘luﬂﬁzﬂ'}ﬂ VOATONY “lﬂt’fﬂ'm muanym:mnﬁ@ﬂ% [34P)"

] [} : Vv T
Tnyez Wiaulvasioveuduannuazain

b IS 1Y

« 14 ¥V
Joduniinanenisaadulufendoriauussguia wuii dus Inalseduns

o

b

e
3

< 9 a @ o a o 1 a <
aduly ludwndadust vinfigqe sesaswuiudwaouidimionasdiumsuins 3
duilan Hszdunidaduleegluszivinn daudwsmunsdumsdaasunisama fuslna
) [ % o = 1) ar < b ] = Y -~ o
wszaunsdaduleegluszduiunars Tasdunmsdualunisaaia fuslnnafiszduns
o o a & 24 ¥ oy A
aaduludenderiduussyviaosniidiudy
<t = o v o P 4}’ : & ° @ !

ramsliouisuseaumsaaduladendoihauussyviasuunamieivau

3 a J Y o a‘ s w [ 3 -
YANAvRRLT 1na wui1 QUIINATT A 81y @0A 913N sTAUMIANY AT ANy RINN



T160396

911y LANAIINY ﬁszé’vmsﬁﬂﬁuimﬁaﬂ%mfﬁumsi_:mﬂ'lﬁsmmhaﬁu aginiudSam
afatseay 005 Fuiuldnwmudgnmaniaely dudus Inafifiswld uans1eiy Ssedy
msﬁﬂﬁuimﬁaﬂc"n”éﬁ'ﬁuussi‘;mﬂ Tudunsduaiumsamauandaiy 9 Tidhlday
ﬁuu?@mﬁﬁﬂﬁéﬂ%
ramsmanuduiussensiladoduyanafunginssumsdaduledenso

AuussywanuesdusTnn wuh me hifanuduiusiunginssumsdaduludentiaves
m%uznisgﬁyﬁu xwmmzé’nym:ﬁﬁﬂmﬁa hiiauduiusfungdnssumseadule
Lﬁaﬂmmﬂmﬁp‘;ﬁu mrazszaumsAnet hilanudniusfunganssumsaaduladon
mdaﬁcﬁ'y@fwéumigmmﬂuﬂszﬂ"w wenNuINg e 91 AOIUAIW DIFW ITAUMIANY

Y a o o ' v o do o 3 oy 4 a
wlduazdnuaizivine s hifisnuduiusfudnuazmsifendoiduussyrravediilan



ABSTRACT

TE160996

The purpose of the study was to examine factors that affect the decision on purchasing
bottled drinking water of consumers in Phranakhon Si Ayutthaya province. It also aimed to study
the purchasing behavior and to compare the levels of bottled drinking water purchasing
preferences as well as to explore the relationship between consumers’ purchasing behavior and
other personal considerations. With the samples of four hundred consumers, the results revealed
the followings :

Most consumers, holding bachelor’s degree, were single, female, aged between 21-30
years old. They worked for companies with monthly income of less than 10,000 baht. They stayed
in their own or rented houses.

Most consumers purchased small sized PET bottle (500-600 millilitres). The most
favourite brand was Singha because they believed that it was clean and high in quality. The places
where they purchased those drinking water were shops or minimarts because those places were
nearby, and convenient with enough parking lots. They were not interested in certain brands.

Most consumers primarily paid attention to product quality, store locations and their
services, while the cost was considered as an important factor at a moderate level, and marketing
promotion was found at a low level.

The findings also showed that consumers with different sex, age, occupation,
educational background, and residential type had a similar level of purchasing preferences with
statistical significance at 0.05. However, consumers with different monthly income had different
levels of purchasing preferences regarding marketing promotion.

It was also found that no relationship existed between purchasing behavior and sex;

purchasing behavior and sex & residential type; purchasing behavior and sex & educational

background; and purchasing behavior and sex, age, marital status, occupation, educational

background, monthly income, and residential type.





