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Abstract

The purposes of this research are to study the opinions of Suranaree
University of Technology’s staff and students about SUT drinking water consumption
also to study the marketing mix factors 7Ps such as the factors of product, price,
place, promotion, people, physical evidence and process affecting buying decision
of SUT drinking water by using the questionnaire in order to collect data from the
samples which are 390 staff and students who are studying in Suranaree University of
Technology. The statistical methods used in data analysis were descriptive statistics
which are frequency distribution, percentage, mean and standard deviation and

inferential statistic which is multiple regression analysis.

Research findings were as follows: Most respondents are female, age range
between 18 to 21 years old, studying in Bachelor’ s degree, having the average
income of lower 10,000 baht and living in a house/apartment/ dormitory on campus.
The amount of drinking water consumption was 1 to 2 times per a week. The
preference product was a 600 cc transparent plastic bottle. The amount of bottle
used at a time was 1 bottle. For buying SUT drinking water consumption on campus,
most of the respondents bought the bottle of drinking water to drink in a classroom.
For buying SUT drinking water consumption outside campus, most of the
respondents bought the bottle of drinking water to drink in a restaurant. The
significance of marketing mix factors 7Ps was at a high level in every factor. From
multiple regression analysis can forecast that factors influencing the decision to buy
SUT drinking water were 61.90 percent including distribution factor (B =0.272),
physical evidence factor (B = 0.251), process factor (B = 0.206) and product factor

(B = 0.197) at significant Level of 0.05.
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