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The three objectives of the study were 1) to find out the behavior of purchasing
bottfed fresh water of people in the Tambon Muang Dej Municipality, Dej-Udom District,
Ubonratchathani Province ; 2) to identify the factors related to their purchasing behavior
; and 3) to reveal the problems about bottled fresh water consumption. The sample
group of 150 people were selected by accidental sampling from there buying geods in
the fresh market of the Tambon Muang Dej Municipality, Dej-Udom District,
Ubonratchathani Prov;nce. A questionnaire was used to collect the data. Frequency,
percentage, mean and standard deviation were used to describe the data.

The findings were summarized as follows :

1. About 52.7 percent of the samples were female. About 63.3 were not older
than 30. About 36.0 percent were school/university students. About 38.7 had a
Bachelor’s degree. About 54.7 percent were single. About 45.3 percent earned not
more than 3,000 baht a month. About 59.3 percent had 3-5 family members and about
82.7 percent lived in their cwn houses.

2. The source where the buyers bought bottied fresh water most was grocery
stores, followed by 7-Eleven. The samples who were wage-earners bought bottled fresh
water from 7-Eleven and grocery stores at more or less the same quantity. Those who
were single bought bottied fresh water from 7-Eleven and grocery stores at more or less

the same quantity. Those who were single bought bottled fresh water from 7-Eleven most

and the cther groups did so from grocery stores.
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3. Quantity of bottled fresh water bought in a month. It was found that most
bought 1-10 bottles per month. An average was 9.5 bottles per person per month.

4. The most important factor that a buyer considered when buying bottled fresh
water was the price. Those who considered the price first were male samples aged not
more than 30 and those aged 41 or more, thcse engaged in agriculture, and those
finishing primary school and secondary school.

On the contrary, the samples who females aged 31-40, those working for the
government, private companies and their own businesses, including wage-earners,
those with an Associate degree and a Bachelor’s degree, and those who were
married/widows or widows/divorced considered sale promotion the most.

Recommendations

1. The bottled fresh water producers shoulid promote their sales at grocery
stores more than ever and should use 7-Eleven as another channel to sell their products.

2. Infixing the price, the producers must consider the product worthiness to the
customers as well as competitiveness of the price.

3. The distributes should choose a single bottle or a package of about 10
pottles for sale.

4. The producers should adjust their market promotion strategy to attract
customers, making them see that it is more worth while to buy their products. For

examples, face gifts should be given to the customers.





