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ABSTRCT

The objective of this research is to study the purchasing behavior and opinions towards
marketing mix factor (4 P’s) and the relationship between opinion to marketing mix factor (4 P’s)
with Singha Bottled drinking water purchasing behavior of working age population in Bangkok
district male and female which are in working-age (15-60 years old) and are Singha bottle drinking
water purchaser living in Bangkok district. The statistic used in this research is descriptive statistic
by analyzing frequency, percentage, mean and standard deviation. This analysis of hypothesis
assessment uses chi-square to test hypothesis number 1 and T-Test value and One-way Anova

analysis is to test hypothesis number 2.

The result of this research found that Singha bottled drinking water purchasing behavior of
working-age population in Bangkok district. Mostly are female of 24-32 years old, single, bachelor
graduate, employee of private company. This average monthly income of 30,001 Baht. And live in
town home with 3-4 family member. Consumers pay important to marketing mix factor in 4 aspects

i.e. product/service, price, place and promotion in highest level.

The result of this hypothesis assessment found that Singha bottled drinking water
purchasing behavior of working-age population in Bangkok district in terms of size of purchasing
product, reason to purchasing, an influential person of purchase, consuming frequency, purchasing
frequency are associated with demographic factors such as gender, span of age marital status a

education level, occupation, income level, housing type and number of family member. Opinion
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towards marketing mix factor (4 P’s) of Singha bottled drinking water of working-age population in
Bangkok district are difference depending on personal factors such as gender, span of age, marital
status, educational level, occupation, income level, housing type and number of family member

except opinions toward marketing mix factors in aspect of product are not different by gender

Keywords: Consumer behavior, Marketing Mix, drinking Water Bottle
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lemain.
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