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The objectives of this study were to investigate the following : 1) factors
influencing bottled drinking water consumption of people based on psychological, social, and
marketing aspects ; and 2) data on bottled drinking water consumption behavior of the people.
‘Respondents in this study consisted of 385 bottled drinking water consumers obtained by random
sampling from infinite population. A set of questionnaires was used for data collection which
passed the content validity test. Obtained data ware analyzed by using the Statistical Package.

Results of the study revealed that most of the respondents were female,
elementary school graduates, and 41 — 55 years of age. They had 3 — 5 family members. Most of
them were hired workers with an average monthly income of 5,001 -10,000 baht. Based on
psychological factor, it was found that the respondents decided to consume bottled drinking water
by themselves and most of them perceived that bottled drinking water had a high level of
necessity for their daily life. For social factor, the respondents stated that bottled drinking water
had a reasonable price. However, they tended to consume tap water if the price of bottled drinking
was increased. Besides, the producers of bottled drinking water should hold the importance of
quality development of bottled drinking water. For marketing factor of the product, most of the
respondents held the importance of cleanliness, reasonable price, availability, and social based
benefits.

With regards to bottled drinking water consumption behavior, the respondents
preferred to consume bottled drinking water of “Srikaew” brand, and the 950cc. be — off white
returnable bottle. It was also found that the respondents preferred to buy 2 barrels and 1 case of
drinking water each time of purchase. Besides, the producers had delivery service for
convenience of the consumers. As a whole, the respondents preferred to buy bottled drinking

water because they held the importance of the quality of drinking water most.





