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ABSTRACT

The objective of this independent study was to study marketing communication which
affected consumers’ decision in buying bottled water in Mueang Chiang Mai District. The
samples were 300 bottled water buyers in Mueang Chiang Mai District. They were selected by
convenience sampling. The data was collected by questionnaire and was analyzed by descriptive
statistics, namely frequency, percentage and mean.

The results of the study showed that most respondents were single females, 25-30 years
old, with Bachelor’s degree. They were corporate employees with monthly salary of 5,001-
10,000 baht. They lived with their family or with relatives. Their residence type was a house.

The study of their media consumption revealed that most questionnaire respondents
watched television between 20:01-22:00 hrs. and their favorite television program was daily
news. They listened to the radio between 06:00-08:00 hrs. The newspaper they liked to read was
Thairat. Their favorite magazines were travel magazines. They used the Internet more than 6
hours per day and their favorite website was social network (Facebook). The bottled water they
were familiar with the most and bought the most was Singha water. The reason for buying this
brand was hygiene.

In terms of advertisement, the type of advertisement that reached the consumers the most

was television advertisement. The advertisement that induced consumers’ action the most



according to AIDA Model was interesting packaging (nice-looking bottle).  Television
advertisement affected buying decision at the high level.

In terms of Internet marketing, the most effective strategy was information about bottled
water posted on web sites. The most effective Internet marketing was posting information and
images about drinking water on Facebook or web boards, and this strategy affected buying
decision at the medium level.

In terms of marketing promotion, the most effective strategy was free gift of bottled
water at gas filling. The most effective marketing promotion that induced consumers’ action
according to AIDA Model was discount and this strategy affected buying decision at the high
level.

In terms of public relations, the most effective strategy was that drinking water
companies launched new products that were environmentally friendly. The most effective public
relations that induced consumers’ action according to AIDA Model was the launching of a new
product based on high-tech manufacturing, hygienic, and up to standard, and this strategy affected
buying decision at the high level.

In terns of sales staff, the most effective strategy was the staff’s uniform and the hygiene
of water delivery truck. The most effective use of sales staff that induced consumers’ action
according to AIDA Model was staff volunteering at charity events, and this strategy affected
buying decision at the medium level.

From the study of marketing tools which affected buying decision at each step of
consumers’ response towards marketing communication according to AIDA Model, it was found
that each step of AIDA Model featured different mean and that the mean increase with the steps

of decision making.



