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ABSTRACT

This independent study aimed at studying about retailers satisfaction towards
marketing mix of Minere mineral water in Mueang Chiangmai District. The data were collected
from 210 retailers and were analyzed by applying the descriptive statistics, e.g., frequency,
percentage, and mean.

The result of the study showed that most of the respondents were female business
owners, with age between 21 to 30 years old and with the average monthly sales under 50,000
BahtThey had been running their business for 3 to 5 years. The location of their business was in
the community area. They mostly sold drinking water and still mineral water. Aura mineral
water was the best-selling brand. A half liter bottle was the most popular size for sales. Minere
mineral water had been sold for 1 to 2 years. The water would be reordered when the stock was
out. The water was received immediately after being ordered. Each order was less than 1,000
Baht. The order of the water was paid with no credit term. The reason for selling the water was
the provision of store-delivery service. The person who decided to order the water was the
business owner himself. The information from salesperson supported the retailer decision in
ordering the water. The information from television advertisements affected the decision of

buying the water.



The result of the study on the retailer satisfaction towards marketing mix of Minere
mineral water showed that the satisfaction was at high level with place and product aspects.
Their satisfaction was at moderate level with price and promotion aspects.

For product aspect, the study found that the first two sub-factors which the
respondents were satisfied with the most were that Minere brand was well-known and widely
accepted and that Minere mineral water came in various sizes.

For price aspect, the study found that the first two sub-factors which the respondents
were satisfied with the most were that trade credits and many payment methods were available
and that the wholesale price of Minere mineral water was reasonable.

For place aspect, the study found that the first two sub-factors which the respondents
were satisfied with the most were that there was delivery service and that the delivery was fast
and reliable.

For promotion aspect, the study found that the first two sub-factors which the
respondents were satisfied with the most were salespersons were polite, paid attention to the
retailers, and regularly visited the retailers and that there were advertisements on television and

in magazines.



