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ABSTRACT

The objectives of this research are: To study the purchase decisions of bottled water by
consumers in Sriracha District, Chonburi Province, categorized by demographic factors. and to
examine the marketing mix factors (4Ps), including product factors, price factors, distribution
channel factors, and promotion factors, affecting the purchase decisions of bottled water by
consumers in Sriracha District, Chonburi Province. The sample group used in this research
consists of 402 residents in Sriracha District, calculated using Taro Yamane's formula and
selected through convenience sampling. The research tool is a questionnaire created by the
researcher, divided into five sections. The research results indicate that the marketing mix factors
affecting the purchase decisions of bottled water by consumers in Sriracha District, Chonburi
Province, vary according to personal factors, including gender, age, marital status, education
level, monthly income, occupation, number of family members, and housing characteristics.
These factors significantly influence the purchase decisions of bottled water at a 0.05 statistical
significance level. Specifically, the marketing mix factors related to the product, the choice of
bottled water, and the price significantly affect consumer purchase decisions at a 0.05 statistical
significance level.
Keywords: Marketing mix, and purchasing decision
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