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Marketing Factors Affecting the Decision to Buy Organic Vegetables

of People in Nakhon Pathom Province
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Abstract

The study of this research was a quantitative research. With the objective of researching for general
consumer information Marketing factors and the decision to buy organic vegetables Including the relationship
between marketing factors and the decision to buy organic vegetables of people in Nakhon Pathom Province.
The research found that Most consumers are female. Accounting for 56.25 percent, aged between 26-35
years, accounting for 36.75 percent, having a Bachelor's degree 29.75 percent, single status, 49.00 percent,
have a civil servant / state enterprise employee 38.80% with monthly income 15,001-20,000 baht, equivalent
to 37.00 percent. There is a decision to buy organic vegetables in the overall picture and the aspect is at
the same level in every aspect. The level of opinion on the overall marketing factors and the aspects
are at the same level. When analyzing one-way variance, it was found that there was no statistically
significant difference at .05 except education. The relationship between marketing factors, the overall
picture and the decision to buy organic vegetables, had a low positive relationship (r = .213) with statistical
significance. When categorizing marketing mix factors individually, it was found that all aspects had a

low positive relationship with the purchase of organic vegetables, with statistical significance.
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