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Introduction. 

Topic of research 

-study about behavior among UiTM student towards buying and choosing 

the types of mineral water. 

History of mineral waters. 

-the first mineral waters bowl was played over 50 years ago, on 

thanksgiving Day 1948 at Excelsior Springs High School defeat Mexico, 

Missouri, High.School 48-18. 

-a mineral water which is tasteless is usually considered to be of a high 

quality. Some people think that really good bottled water should taste of 

nothing. Others think it should taste of something-but not much. Just as 

purity is the absence of sin, good water is often defined by its absence of 

taste-by the fact that there's nothing wrong with is, by far, the fastest-

growing drink on the market. 

1.0 Objective of Research 
In general the survey is carried out to determining consumer's preference 

towards mineral water products, but the specific objectives has been developed 

by follows; 

-to determine consumer's perception towards mineral water product and 

the between buying and drinking habits of these products, 

-to access consumer's knowledge and opinion about a mineral water and 

its purity is the absence of sin. 

-to determine the consumption pattern of a mineral water. 

-to evaluate publics' awareness towards the existence and availability of a 

mineral water products in the market. 
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2.0 Scope of research 
Geographical scope 

The research will conduct in the boundaries of UiTM Sabah. 

Demographic scope 

This study only focuses only on Sabah full time students. This is because staff 

comes from different age and they also have work and have their own salary. 

Therefore, they can fit to be the sample in this study. 

Purchasing Behavior 

The behavior of the student in terms of pricing, money spends what types of 

mineral water brand usually purchased. This is because every student has 

different behavior in purchasing power. 


