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      This research was aimed to study marketing mix factors of pesticide free 
vegetables and to compare factors affecting purchasing decision towards pesticide free 
vegetables of consumers and non-consumers in Bangkok. The study was carried out during 
July 4

th
, 2009 to August 2

nd
, 2009 by using questionnaire. The total number of samples was 

440 consumers 220 persons consumed pesticide free vegetables and 220 the other did not 
consume. The questionnaire was developed. The data was analyzed in terms of percentage, 
mean and standard deviation and Independent-Sample T Test. 
       From the sampling, it was found that most of samples were female (65.7%) and 
aged between 30-50 years (51.2%). 58% of samples were single and 29.1% of samples 
worked as the government officers or state enterprise employees. 78% of samples had 
average monthly family income less than 50,000 Baht. 54.1% of samples had the highest 
education level of Bachelor’s degree. 77.7% of samples had family members ranged from 1 to 
4 and 84.5% of samples’ family members had no congenital disease. 79.3% of samples had 
no congenital disease. 
       The study of behavior of pesticide free vegetables consumption revealed that 
99.1% of pesticide free vegetables consumers have ever eaten pesticide free vegetables and 
75.5% of consumers reasoned the purchase for his/her health and family member’s health.  
82.7% of consumers were not happy to pay at higher cost for pesticide free vegetables than 
that of regular vegetables. However, consumers were willing to buy if the cost of pesticide 
free vegetables is cheaper or about the same as that of regular vegetables. 72.7% of 
consumers had no regularly-bought brand of pesticide free vegetables. 88.2% of consumers 
stated that purchasing decision was mostly influenced by television media. 90.5% of 
consumers had information and knowledge about pesticide free vegetables.
       58.2% of pesticide free vegetables non-consumers had ever eaten pesticide free 
vegetables. 19.5 of non-consumers were willing to pay at higher cost for pesticide free 
vegetables than that of regular vegetables and non-consumers were willing to buy if the cost 
of pesticide free vegetables is cheaper or about the same as that of regular vegetables. 
18.1% of non-consumers stated that purchasing decision was not affected by television 
media. 77.3% of non-consumers had information and knowledge about pesticide free 
vegetables.
       The comparative study of market mix factors affecting purchasing decision 
towards pesticide free vegetables of consumers and non-consumers brought out that 4 
factors including product, price, place and promotion had significantly different influences on 
purchasing decision of pesticide free vegetables with 0.05 statistically confident level. 
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