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ABSTRACT

The objective of this research is to study consumer information, perceived social support
activities of Singha Corporation Company Limited in Ban Phai District, Khon Kaen Province and
to study marketing mix (4Ps) affecting the decision to buy bottled water under the Singha brand.
The influence of social responsibility on the intention to buy water products Singha brand bottled
drink in the sub-district in the town of Ban Phai District, Khon Kaen Province, is a quantitative
survey. Questionnaires were selected and randomly selected by 400 people. The quality of the
questionnaires was used to check the basic content and to check the confidence from the
Cronbach's alpha coefficient. Standard deviation and mean were used for multiple regression
analysis at the statistical significance level at .05 Test the research hypothesis.

The results showed that most of the samples were women aged 31-40 years, civil
servants / state enterprise employees with average monthly income 15,001-25,000 baht, drinking
bottled brand Singha. Size of 0.60 liters, 2-5 times per month, bought at convenience stores and
buy by yourself. Perception of information about drinking water from Singha brand from the
television media group.

The society of Singha Corporation Co., Ltd. is at a medium level.

The sample group is satisfied with the marketing mix (4Ps) in the distribution area, with
the level of extremely agreeing.

The perception of social assistance activities and marketing mix had an effect on the
decision to buy bottled water in Singha brand in Khon Kaen province. The (4Ps) affect the

willingness to buy drinking water, the most important.

Keyword : Social Assistance, Marketing mix.
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