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Abstract

The purpose of this study was to study consumer’s buying
behavior for bottled water in Chiang Mai Municipality.

Questionaires were used to cdllect information from 100
samples which divided equally by occupation into 4 groups, student,
government official, private company’s émployee and general people.
The data were computed and interpreted by using SPSS/PC pfogramming
the percentage, table of fréquency distribution and chi - square leaded
to the following results. _

From the study of coﬁsumer buying behavior féund that the
consumer bought the bottled water for used in different ways. Most of
them used bottled water in their resident, some of them used only they
wore out side. The brand that they usu#lly used were Polaris, Glazia,
Dew Drop respectively. The reasons in buying specific brand were the

quality, and convience in buying.



Most of the consumérs who used the bottled water in their
resident always bought the same brand as they used. They bought 500
CC plastic bottled and 5 - 10 liters tank size, because all of the
store had those two size and other reason was they don’t have to buy
often. The place that they usually bought was retail shops, and
bought once & week or two - three day a time. They had been using
bottled water since last 2 years.

The brand of bottled water that the consumer who used the
only out side their resident was the brand that place offer.

The market factors that effected the.‘consumer’s buying
behavior were product which related to biand guréntee, clean water
without rediment and good package. The channel of distribution factor
was the convenience place to buy and home delivery service. The
promotion factor that effected consumer to buy was advertising. But
the price factors didn’t effected the consumer’s buying behavior.

The result from testing hypothesis : the consumer’s buying
behavior were different according to income and education level.
Except. the buying behavior in selected product size, place, brand, the
reason to buy and frequency of buying were not different among the

size of the family.




