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Abstract

This study aimed to 1) study the marketing mix factors of bottled
water in Surat Thani Province, 2) analyze the decisions of purchasing bottled
water in Surat Thani Province, and 3) explore the impact of marketing mix

factors on the decisions of purchasing bottled water in Surat Thani Province.
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The sample consisted of 400 bottled water consumers in Surat Thani, and
the data were collected using a questionnaire. Statistical analyses included
frequency, percentage, mean, standard deviation, and multiple regression
analysis.

The study revealed the following findings: 1) Marketing mix factors
for bottled drinking water in Surat Thani Province were overall at a high level,
with price being the most important factor. 2) The decision to purchase
bottled drinking water in Surat Thani Province was overall at a high level,
with the most important factor of the perception of needs. 3) The marketing
mix factors affecting the decision to purchase bottled drinking water in
Surat Thani Province indicated that the marketing promotion aspect had
the highest weight. The aspects of product, price, distribution channels,
and marketing promotion had a statistically significant effect on the decision
to purchase bottled drinking water at the .05 level, with a predictive power
of 39.6%. A predictive equation can be formulated as follows:

Y = 1.303 + 0.118(X1)* + 0.94(X2)* + 0.216(X3)* + 0.247(X4)*

The research findings can serve as a guide for planning strategy
formulation. Entrepreneurs should clearly define target groups to use the
findings to develop the marketing mix for bottled drinking water in Surat

Thani Province in alignment with the purchasing decisions of each group.

Keywords : marketing mix, decision to purchase, bottled water
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faudshu

Audsnnu

nsanaulaza

daudszauninisnana (4Ps)

1.0UNARTUN (Product)

2.91us1a1 (Price)

4.5’]Uﬂ’ﬁﬂlx‘llﬂ%&l N1INARN
(Promotion)

fan: Kotler (2000)

3.91UYIN19NN5INIUUE (Place)

2T 1 ATBULLIAANTTINY

1.115503 feanusiaans
(Need Recognition)
2.nsAumdeya
(Information Search)
3.msUseiliunamaaen
(Evaluation of Alternative)
4.mssinaulede

(Purchase Decision)

5 arw§Anmendsnisie
(Post-Purchase Evaluation)

fn: Kotler & Keller (2012)
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TnelduurAnineldeeiudlulseaun1an1snainued Kotler (2000) kaglhui@n

\Aenfunszuiunisenauladeves Kotler & Keller (2012)
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wqanssumseﬁa‘uawﬁﬁbﬂ (Consumer Buying Behavior)

Wqﬁﬂiiumi%aﬁuméﬁim (Consumer Buying Behavior) #1184
wofnssn matevesfuilaaaugaiine lidnesfuyeeravionsaouiivinnisde
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£

i onoudaulildingusTnndoosls (What) Tofilnu (Where) Fooagnsls
wazdeivinla (How and How much) Zeid ola (When) was@ovily (Why)
(Kotler & Armstrong, 2014)

1. Tastseglunaiaidinane (Who is in the Target Market) iJufnu
W olsinsuiadnuazngudavung (Occupants) 4 #1u Ae Uszwinsaians
nlifnans InInemise INIATIEA LarngRAnTIuAans

2. Q’U%Iﬂﬂé’fmmi%aaﬂi (What Does the Consumer Buy) 1Juf1a1u
iielnsuiisdsiiguilnadeanisanadniag (Object) Ao Foansnaaudivie
druusenouves nansSaet (Product Component) WagANLANGST T N3
AWYs (Competitive Differentiation)

3. v lugu 5Tnndaldfndulade (Why Does the Consumer Buy)
Husoudiofasnismauinguszaslunisie (Objectives) fuslnntodudiito
AUDIAIINABINTITAUTWNYUATAUIATING

4. Ipsthaiidausaalunsinaulade (Who Participates in the Buying?)
nsaduladeresuilnadesenoudediisu §idvina dindulate fiouay
Hl
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nsinaulatiodud Kotler & Keller (2012) Usznoudae 5 tunou fail

1. n3¥uiAUseINTs (Need Recognition) w3e Suihatayy (Problem
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1. mAuduazAnSesay (Frequency and Percentage)

2. fnade (Mean :X)

3. ﬁ’uﬁmwummgm (Standard Deviation : SD)

4.M7IATERANNanneeanYa (Multiple Regression Analysis)
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Falimsuiuiulsznnsudeussnnsiliansadusuildldgns Cochran
(1977) nquiregslunsifendad fo Juilaailidendorduussqualudmin
gaugisnddnu 400 au Tnefvuasedudnnuideiudesay 95 wagszdue

ANMUAAIALAZDUSBEAY 5



302 CAECAEEAL T GEAN DR 1 11 atiufl 2 (hangnaw - Sunau 2567)

Suratthani Rajabhat Journal Vol. 11(2) July — December 2024)

e n = AWNAYRINGURIDLN
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a. msaavdlate $1unu 3 Fe SagRnsumendinisde S 3 4o
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o
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£
v a

ALLUUYDILUUADUDN (Wanichbuncha & Wanichbuncha, 2022) asu

nstirguuunsindulassaunmsdnduladounnuussguin ldunsin
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sEfuInTian fAviriv 5 Azuuu
JEAUNIA dawyindu a AZLUU
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sedutiosiign dAviiu 1 Aghuy

Tnsfuamarfidoianarmiugasmssuindisvessunsnndu
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Arunisesdunsniady = (ﬂsLLuuqaqm-ﬂzLLuuﬁwqﬂ)/ﬁ'hmu%u’u
= (5-1)/5
=0.8
mﬂﬂguﬁwmm%mitlimﬁuwaLLwaaummLf“{mﬁ’mzﬁummﬁﬁzymm
nsfiansan lasaruuu fldduninneiniaied savadaldaunmsives
(Wanichbuncha & Wanichbuncha, 2022) Fasoluil
AadesEning 4.21 - 5.00 FRIGN sEusnTian
AaAyTEIing 3.41 - 4.20 NUBD FZAUNIN
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ALRRYTENIN 1.81 - 2.60 wnells  szRutley
ALRRYTENIN 1.00 - 1.80 e sautioeiian
FRlaAnwtiuvasunuiasidu luasivaeumaAInuiiemsves

Ny oA °

wuvaauaIu (I0C : Index of item objective congruence) TagdlilTE YT IUIY

U

3 vi1u U39n991 wanseuamal 10C fa1vafu 1.00 Faddu1nnin 0.50
wansindasanuiudauasandesaiuisai luldld (Wanichbuncha &
Wanichbuncha, 2022)

{3delfvinismaaeuLuvasuaLLi onaaauAd LT B99Ta (Validity)
Lagn1sNAFUAINLLT aslu (Reliability) v@auuvasunulaguiwuvasunmly
naaesld $1u2u 30 A 9nHANITMAGBUAIANLT o UNUIY ATNTINAN
AuLd e uiniv 0.958 Yadudrudszannienisaain fawiniv 0.929
waznsindulade dewindu 0.938 Fefiduinndn 0.7 egluseiuiveusuld

(Wanichbuncha & Wanichbuncha, 2022)
NaN15398

M15197 1 TeyanilUuarngAnssunisPeunfuIIIvINTeNEna UL UUABUAIY

LI MUY foway
Hney 250 62.50
N 150 37.50
21 1Y Souay
10-21 ¥ (Gen 2) 136 34.00
22-38 U (Gen Y) 214 53.50
39-53 U (Gen X) 49 12.30

54-72 U (Baby boomer) 1 0.30
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el U Sovaz
STAUNSANY MUY fowaz
Uszaudnw 17 4.30
HspuAnw 113 28.20
aulsaN 95 23.80
Usey ey 168 42.00
Usgyaly 5 1.30
Usgygyeen 2 0.50
s1ela U fowaz
TailAiu 15,000 U 193 48.30
15,001 — 25,000 um 190 47.50
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(Constant) 1.303 179 7.267 .001*
Xﬁ’mmﬁmﬁm% .118 .035 .148 3.424 .001* 817 1.224

X,AUTIA .094 .039 122 2400 .017* 698 1433



M3AINVAYF U Tonil 311

Yadedindszaunensna1nfidmasen1seouInNUIT VIR v ings 1wy 5511

Unstandardized Standardized Collinearity
Coefficients Coefficients Statistics
Model t Sig.
B Std. Beta Tolerance VIF
Error
X AUT09919N1
o . 216 .040 272 5.425 .001*  .608 1.644
INITNUY
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247 .039 292 6.256 .001* 704  1.420
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R = 0.629 R* = 0.396 Adjusted R* = 0.369 SE., = 0.33955 F = 64.750
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* Sig < 0.05
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