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ABSTRACT

‘The purpose of this research is to explore marketing mix factors affecting
consumer behaviors on purchasing organic vegetables at Rim Ping Supermarket in
Chiang mai. The sample group consists of 405 Rim Ping supermarket customers.
A set of guestionnaires was used for data collection and analyzed by using
percentage, frequency, mean, standard deviation, one-way analysis of variance (One-
way ANOVA) and pair comparison with Seheffe’s method.

The results of this research show that most of the respondents are female,
20-29 years old, and bachelor’s degree graduates. They mostly work for private
companies with an average monthly income of 15,000 - 20,000 baht which has the
importance to marketing mix on product price and place at a high level. The major
reason of organic vegetable consumption is for good health. The popular organic
vegetable is the vegetable needed to be cooked before consumption such as
Chinese kale, Choy, etc. The frequency of purchasing is 3 -4 times per week, mostly
in the evening and each costs 101 - 200 baht. The respondents themselves have an
influence in purchasing organic vegetables.

The different age of consumer is important to marketing mix on place and
the different educational attainment of the respondents is important to marketing

mix on price and promotion.
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The different age of the respondents has an effect on the different behavior
in purchasing organic vegetables interms of frequency of consumption. The different
educational attainment of the respondents of has an effect on different behavior in
purchasing organic vegetables in the aspect of personal factor. The difference in an
average monthly income of the respondents has an effect on the different behavior
in purchasing non-toxin vegetables most. This was followed by frequency of non-
toxin vegetable consumption and the difference in an amount of non-toxin

vegetable consumption each time.
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