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ABSTRACT

Abstra~t of thesis submitted to the Graduate| Schodl of Maejo University in partial
sulfilment of the requirednents for the degree okf Mast%r of Business Adnininistration in

Business Administration

MARKET OF BOTTILED DRINKING WATER IN CHIANG MAI MUNICIPALITY

By
CHAIPRASERT NATE-ANONG
OCTOBER 2000

Chairman: Ptofessor Yanyong Sitdhithai
Department/Faculty:  Dlepartment of Business Adminigtration. ‘aculty of Agricultural

Business

Objectives of the study on market of botfled drinking water|in Chiang Mai
municipality were as follpws
Market|conditions of bottied drinking Water in Chiang Ma} municipality

2. Market|ng factors affecting consumdr's decision on cénsumption of
bottled drinking water in|Chiang Mai municipality.

The study pf market conditions of bottled|drinking water waq to investigate
the producers' view of market conditions and td identify the marketing mix to which the
producers offered the market. The source of |information were 60 proflucers whose
plants located in the arel along both sides of the Ping River. The data wds collected by
scheduled interviewing nethod

The study] of factors affecting consumdr's decision on chnsumption of
bottied drinking water Was to investigate how the mafketing mix offered to the narket
affected the consumptidn decision making of tﬁe consﬁ:mers. The source| of information

were the 382 multi-stage selected consumers ffrom 4|precincts in the rjunicipality
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Nakornping precinct, Kaweela precinct, Meng Rai prolacinct and Srivtche!i precincl, The
data was collected by questionnaire correspond tr:n|the research nquctiues and for
descriptive statistics, t—Lle and F-test by SPSS/IPC’. Tr‘e findings were as! follows:

1, Marketiconditions of bottled drinking water. |

The pmd-]?lcers estimated tremendous }narkel cnmpetitimin in the future
while insisting on their standard of production. Th'F marketing mix '[::Ifered lo the
consumers composed of:

a. F‘ruc!uc:t Each producer offered tL produce dﬁnkinL water at the

quality standard declarﬁ*d by the Ministry of Health. |

b. Price’f: Most of the producers did nlbt analyze the cos: of production
prior to the price setting. Price decision was done and fluctuated in a:Jpord'mg to the
market prices. ' |

c. Disiriltrutinn: Most of the producers 1!:ieliuereci their pmc'fuct to the

CONSUMErs.

d. F'rur#m'u‘nn: Most of the producers :T:rmrided their prnJ_natinn through

the direct distributors. | |

2. Marketﬁng factor affecting consumer's|consumption dec:Tiun making:

Factors aﬁ_‘ecting consumption decision |ma1-ung of the consumers could

be divided based on market factors as follows:
|

a Pmd;uct affected consumption decision moderately. Tkm consumers
considered the hygienic quality and source of the water for their decision.

b. Price affected consumption decision moderately.

C. Distr%butian channel affected cunsul‘ner decision only rLuderately,

I .
The consumer purchased their own brands at the interval of once a week ikhmugh direct
[

d. Promotion affected consumption decision moderately. |

distributors.

Test of hwi:mthesis revealed that personal factors cnmposin}g of sex, age,
slatus, occupation anc‘ education had no effect 411 the decision rﬁwakmg of the
consumers in the municipality of Chiang Mai, |

| |
| | |



