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Abstract

The results showed that the comparative analysis of consumers' decision to buy bottled water in
Nakhon Pathom Province classified by personal factors such as gender, age, educational level, occupation,
and income that different, has no significant differences in consumers' decision to purchase bottled water
in Nakhon Pathom Province. Therefore, in formulating marketing strategies, entrepreneurs should focus on
product quality over other aspects. As for the analysis of marketing mix factors affecting consumers' decision
to buy bottled water in Nakhon Pathom province, it was found that marketing mix factors were marketing
promotion, product and price aspects had a statistically significant positive effect on consumers' decision
to purchase bottled water in Nakhon Pathom Province.

All three marketing mix factors can predict the variability of bottled water purchasing decisions.
Therefore, it is important to focus on marketing promotion strategies such as advertising through various
media. Product strategy, such as developing a product's appearance or packaging that is portable. Pricing
strategies such as pricing by size of the product provides a reasonable price for the quality and quantity of

drinking water.

Keywords: marketing mix, purchasing decision, bottled drinking water
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6.6.2 mIlaneiszdunisinaulatedu uarszdudulszamamnanlngldaiads (mean) way
daulﬁmwummgm (standard deviation) Mntiuthasiuwadsnulan Mg
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ysnsnan (X = 3.97) kaznmslinnzissdunsiaduladeiiifuussgunvesiuslaaluminuasgy nms
agluszduann (X = 3.94) uazdlefinsanduseiy Bosradsanunnlumidesnudidiu fie sunsasewings
P (X = 4.02) sosaaniie sunginssundiniste (X = 3.99) fumsinaulate (X = 3.95) fumsusuidu
madien (X = 3.91) uagmumsAumdeya (X = 3.83)

3. namslnsgiidiieiUiouiisunisiadulatethinussgunvesuilnaludminuasgy Suuna
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M597l 2 LanINaNTIATIEiNITRaDUT

msindulede e

t Sig

1. gunseszntnaedgm -1.04 90
2. funsAumtaya 1.18 13
3. punsusziliunaden -2.06 39
4. frumssinaulede -1.78 31
5. FrungRnssundanisge -2.53 19
25 -1.54 .59

NNA15NN 2 WU nAkandsiuinnsinduladeinnuussyrinvesfuilaaludmiauasugy ldunnsn
AuegilydAYINEDA NN INTINLAZTIBAY
A1599 3 LAAIHANITIATIZAANUWUTUTIUTN G

e a1l SEAUNNSANY 21N el
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F Sig F Sig F Sig F Sig
1. sunmsaszntndelgm 65 59 142 24 164 18 153 21
2. funsAumteya 4.80% .03 119 31 351 01 294 .03
3. sunsUszdiuniaden 1295 76 52 162 .19 42 74
4. éjﬂumiﬁﬂaﬂﬂéﬁ) 39 76 .69 .56 1.88 .13 21 .89
5. ﬁﬂquﬁﬂiiwé’dmieﬁa 33 81 12 .95 37 78 13 95
AINTF 91 44 .48 .70 2.01 A1 .23 .87

*seautlodAgyneanai .05

NA199 3 WU 81 SEAUNSANYY 018 51ele uaneeduinsdnduladeunnuussguinvesuilag
Tudwminuasugy laduansneiu sgelidedAgneeada asuanuwansndlanannsei 4
M13199 4 agunanisilieuiisunisandulateunnuussariavesuinialufminuasugy Suunaudadediu

UAAa
nsdadulade LA 218 STAUNSANEY @AW 518ld

1. gunseszntnaelgm x x x
2. fumsAuteaya x v x v v
3. gunisuszdiuniaden x x x x x
4. Frunsinaulate x x X x x
5. ﬁﬂquaﬂiiuﬂﬁdmi%ﬁ) x x x x x

ATNTIU X X X X X

v=RtudAgmeada x=ldfidedAgmnisada
4. MIATeRianneeny (multiple regression analysis) ldwensalfuusmudsdmaunaindiuysdase
aanadesull Tnansldnisinsgiiuudunau (stepwise)
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dofarsananuduiusserinafandsdasests 4 fu danuduiusulnefianegszuing 28 - 60
wuddymanzsandunsen (Multicollinearity) Inesauusdassiimuduiusiuedinsgnit 80 famauan
wazay aghdulumudonnaadosuiiddlumsinszinmsannsenvg Jehmssunanisiinszinisannos
Wyee3s stepwise M7 5
15797l 5 uaRHaNATIEiNITDRRRYNY

Aauus b StdError P t sig
FrAsil (Constant) 1.08 20 547 .00
AIUNTALETUNITAAN (Xg) 27 .03 45 9.74% 00
PURARSUIN (X1) 28 .05 28 529% .00
AN (Xp) 15 .05 18 332% .00

R=.695 RSquare =.483 Adjusted R Square = .478  Standard Error = .286

v o o

* syautlodAgneatan .05 ** szutisdfgnieainn .01

15197 5 WU Padedndszaunisnisnann liuA sudaaiunisnain sundade wagdu
s dwavandenisinaulatetifsussymnvesiulaaluforauasugy ednedideddgmaadi
Haduduuszauynanisnainia 3 fu mmmﬁmwmiﬁuwwmmﬁﬁmEuia%aﬁwﬁmmiagmmfuad
fuslanludsniaunsugu Id¥esar 48.30 TneSesdidurdvsnanionnudidyanunlumiesaudidu fil fo
AIUNITARATUNITNAIN (X4) = .45 ATUNEASUIN (X1) = .28 A1UTIAT (X5) = .18 lneileuaunisnsuuufuinug
mfindulatornfuussquanesuilaalusmiauasugy 9l
Yeot = 108 + 27(Xg)™ + 28(X1)** + 15(Xp)*
Weuaunsnensalluguiuuazuuuinsgiu Lol
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