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ABSTRACT

This study aimed to explore customer’s satisfaction towards the marketing mix
factors and other problems found in Kinnarree drinking water product in Chiang Dao district,
Chiang Mai. Data collection was conducted through the distribution of questionnaire to 280
customers. The data was then analyzed by descriptive statistics using for frequehcy, percentage,
and means. '

Based upon the studying results, most respondents were female whose ages over
than 40 years old. They mostly graduated from the primary school level of education and earned
less then 5,000 baht for monthly income. Most of them were employees and had 2-4 family
members.

The findings on the consumption of Kinnaree drinking water were shown
hereafter. Most respondents consumed only the Kinnaree brand for drinking water product. They
consumed 1-2 dozen boxes a week for a net content 950 cc. per bottle, and 1-2 buckets a week for
a net content of 20 liters per bucket. According to the study, respondents who bought a bottle of
water with a net content 950 cc. consumed 1-2 dozen boxes/bucket a.week, and the ones who
bought a bucket of water with a net content 20 liters consumed 1-2 dozen boxes/bucket. In

addition, the expenditure for Kinnaree drinking water was in between 51-200 baht. It was found




that these respondents had been Kinnaraee’s customers for 4-6 years. The payment would be done
at the time that the drinking waters were delivered. The most reason that customers mentioned for
selecting Kinnaree drinking water was about the delivery service. They, also, mentioned that they
bought Kinnaree drinking water for drinking.

According to the study on customer’s satisfaction towards the marketing mix
factors of Kinnaree drinking water, the respondents rated their satisfaction at the high level for
place and service, and product factors, and at the moderate level for price, and promotion factors.

In term of product factor, the respondents rated their satisfaction at the high level
for purify of water, the mark of certification issued by Ministry of Public Health shown in afl
bottles, and taste of water.

In ferm of price factor, the respondents rated their satisfaction at the high level
for appropriate price comparing with its quality and other drinking water brands.

In term of place or distribution factor, the respondents rated their satisfaction at
the high level for people’s manner, delivery via cars, and regularify for delivery, respectively.

In term of pmmoﬁon factor, the respondents rated their satisfaction at the high
level for the given information of drinking water, and the given information for the change of

delivery or the change of production process.




