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The study of the attitude of the consumers on a drinking water from the coin
inserted automatic water selling machine in Mueng District, Chiangmai Province. The
Data was collected from 400 persons which indicated that most of the consumers were
female, between 25-34 years old, graduated with Bachelor Degree, occupied as
employees in the private companies, in a group of 10,001-20,000 Bahts/month of average
income, and lived in the dormitory or apartment.

The scope of knowledge and understanding, the study result showed that the
consumers had the overall knowledge and understanding about the coin inserted
automatic water selling machine in the high level. Which the consumers had the
knowledge and understanding for the first three orders as following: The good quality of
drinking water was clean, colorless, good taste, pathogen free and routine quality
checking. The water from the water selling machine had to be free from pathogenic
microorganism. And the quality of the water from the water selling machine was good or

not, depended on the production process.
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The scope of opinion, the study result showed that the consumers had the overall
opinion about the coin inserted automatic water selling machine in the level of agreeable
level. Which the consumers had the opinion in the agreeable level for the first three orders
as following: The water from the water selling machine had to be free from pathogenic
microorganism. The quality of the water from the water selling machine was good or not,
depended on the production process. And the coin inserted automatic water selling
machine had to show the brand name of the water, registration number, formulation or
food registration number, address of manufacturer and net volume.

The scope of the behavior, the study result showed that most of the consumers
knew the GOOD DRINKS brand by the sight of this machine. The reason to consume this
product was its convenience for purchasing. The consumers had an experience on
purchasing the water from the Reverse Osmosis and UV System which was the most
preference. The consumers preferred Reverse Osmosis and UV System because it was
clean, pure and higher quality than the other system. The frequency of purchasing was
about 6-10 times per week, with the volume of 5-10 liters per week in the range of 2.50-
10.00 Bahts expense. The purchasing site was at the dormitory or apartment.
The purchasing would not be continued if the taste of water changed, the drinking water
volume was less than usual even the amount of inserted coin was constant and if the
record of the maintenance checking date was not indicated. The consumers insisted to
purchase the drinking water continuously in the future. The level of importance of the
factors which impacted the purchasing decision was evaluated and the result showed that
most of the consumers gave the level of importance at a high level on every factors. The
factors which had the highest level of importance in each scope were described as
following: the most important sub-facter was marketing, followed by price, product and

promotion.





