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Marketing Mix and Brand Value Affecting the Decision-Making Process for Drinking

Water Consumption Among the Population in Hat Yai District, Songkhla Province.
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ABSTRACT

This research aims to 1) study the importance of the marketing mix of drinking water in Hat
Yai District, Songkhla Province. 2)To study the brand value of drinking water in Hat Yai District,
Songkhla Province. And 3) study the decision-making process for drinking water consumption
among the population in Hat Yai District, Songkhla Province. The research instruments were
questionnaires. The statistics and data analysis including percentages, means, standard deviations,
T-tests, F-tests, and multiple regression analysis. The research results found that, the sample group
had the opinion in the marketing mix factor on the whole at highest level. When considering each in
terms was found that, the promotions had the highest mean, followed by the products and last was
the service, respectively. For the brand value factor was found that, the sample group had a opinion
level in the brand value factor on the whole at high level. When considering each in terms was
found that, the product loyalty had the highest mean, followed by the brand awareness, and the last
was in terms of brand image, respectively. For the results of the hypothesis testing 1) marketing
mix was found that the marketing mix factor in terms of the price, had the greatest influence on the
decision making among drinking water consumptions, followed by the distribution, physical
characteristics, and personnel, respectively. And 2) brand value factors was found that, the brand
value factors in terms of the product loyalty had the greatest influence on the decision making

process for drinking water consumption, and the brand knowledge, respectively.

Keywords: Marketing Mix, Brand Value, Decision Making Process
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