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ABSTRACT

The objectives of this research were 1) to study the behavior of consumers buying
Love Like drinking water in Thanyaburi district, Pathum Thani province, 2) to study the
personal factors related to the behavior of consumers buying Love Like drinking water
in Thanyaburi district, Pathum Thani province, and 3) to study the marketing mix factors
related to the behavior of consumers buying Love Like drinking water in Thanyaburi
district, Pathum Thani province. The population of this study was all the buyers of
Love Like drinking water in Thanyaburi district, Pathum Thani province. Because of the
unknown size of the population for a one year period, William Gemmel Cochran’s formula
was used to determine the sample size, which was determined to be 385. The instrument
used was a questionnaire. The data were analyzed using frequency, percentage, mean,
standard deviation, and the Chi-square test. The study results revealed that the consumers
who decided to buy Love Like drinking water in Thanyaburi district, Pathum Thani province
were predominantty;woemen aged 20 =30-yearsymarried, holding an-undergraduate degree,
employed by private companies and had a monthly income between 10,000 - 20,000 THB.
The study on the buying behavior. revealed that the frequency of purchasing was mostly
1 - 2 days / week. The bottle size bought each time was mostly 600 ml. The reason
for buying Love Like drinking water was its cleanliness. The person that had the most
influence on the purchase was mostly the spouse, and the water was bought for home
consumption. The sources of information considered by the consumers were the
advertisement signs and the cost of each purchase, it being between 10 - 100 THB.

The results of the analysis can be summarized as follows:

1. The results of the analysis of the relationship between the marketing mix and
the personal factors e.g. gender, age, status, education level, occupation, and monthly

income showed that all aspects were related.



2. The marketing mix factors were related to the purchasing decision behavior
of the consumers in Thanyaburi district, Pathum Thani province. The research found

that all of the aspects were related.
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