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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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 ( .4/2552)  17  2552 

 1. 

 1 

      2.  6 

 3.  440 

 2  2  1 

 “

”

 4.  2 

 9.00 . -14.00 .  4  2552 - 2  2552

     5.
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 .05

 1. 

 2. 

 3.  (Hypothesis testing) 

 2  Independent- Sample T Test 

 .05 



4

 440 

 1 

       2 

 3 

 4 

       5 

 1 

       65.7 

51.2  30-50 30 43.6  33.74±8.92 

58.0  29.1 / /

78.0  50,000 

49374.13±43171.03  54.1  77.7 

 1-4  79.3  20.7  84.5 

  (  7 ) 

74
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 7 

(n=440)

 151 34.3 

 289 65.7 

30  192 43.6 

  30-50  225 51.2 

50  23 5.2 

=33.74 , S.D.=8.92,  = 18 ,

= 66 

 255 58.0 

 171 38.8 

/  14 3.2 

/  26 5.9 

 116 26.4 

 54 12.3 

/ /  128 29.1 

 41 9.3 

/  75 17.0 

 50,000  343 78.0 

50,000-100,000  74 16.8 

100,001-150,000  9 2.0 

150,001-200,000  10 2.3 

 200,000  4 0.9 
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 7 ( )

(n=440)

=49374.13  S.D. =43171.03  , 

=7500 ,  =350000 

/  20 4.5 

/  74 16.8 

/  58 13.2 

 238 54.1 

 50 11.4 

1-4  342 77.7 

5-8  95 21.6 

 8  3 0.7 

Mean =3.36   

 349 79.3 

 91 20.7 

 372 84.5 

1-3  63 14.3 

 3  5 1.2 

Mean =.64   
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 2 

/

 99.1 

 75.5 /

/  78  61.3 

/

 60.9 

 61.4  82.7 

 0.5-1 

 72.7   87.7  

 88.2  11.8 

 9.5  5.5 

 90.5 /

 58.2  80.5 

19.5  18.1 

 0.5-1  77.3 

/  (  8) 
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 8 

    

(n=220) (n=220)

    

 218 99.1 128 58.2 

 2 .9 92 41.8 

 ( 1 )         

/  166 75.5     

/  78 35.5     

29 13.2 
    

/  9 4.1     

     220 100.0 

     

 12 5.5   

2-3  51 23.2   

1  22 10.0   

/  135 61.3   

   220 100.0 

        

/  134 60.9   

 52 23.7   

 28 12.7   

 6 2.7   

   220 100.0 
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 8 ( )

(n=220) (n=220)

 135 61.4   

 80 36.4   

 5 2.2   

   220 100.0 

    

 38 17.3 43 19.5 

 182 82.7 177 80.5 

    

 0.5-1  160 72.7 40 18.1 

 1.1-2  50 22.7 3 1.4 

 2.1-3  8 3.7   

 3  2 .9   

   177 80.5 

    

   193

27

87.7

12.3 220 100.0 

( 1 )
26 11.8 

21 9.5 

12 5.5 

 194 88.2 

 220 100.0 
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 8 ( )

(n=220) (n=220)

/

/  199 90.5 170 77.3 

/ 21 9.5 50 22.7 

 220  3 

/  (  9) 

 9

   

                (n=220) 

 1  2  3 

( ) ( ) ( )   

 132(60) 26(12) 11(5) 169 77 

 1(0.5) 19(8.6) 19(8.6) 39 18 

 7(3.2) 61(28) 33(15) 101 46 

/  32(15) 42(19) 26(12) 100 45 

 10(4.5) 25(11) 35(16) 70 32 

 3(1.4) 12(5.5) 28(13) 43 20 

internet 5(2.3) 4(1.8) 7(7.7) 26 12 
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/

 440  9.5 

 22.7 /

/ /

 (  28.2)   (  20 ) 

/  (  2.3) 

/

/  (  26.4)  (  17.7)    Internet 

/  (  1.4) (

10)

 10 /

      

 (n=440) 

21 9.5 50 22.7

41 18.6 39 17.7

/ 62 28.2 58 26.4

37 16.8 29 13.2

44 20 35 15.9

5 2.3 6 2.7

internet 10 4.5 3 1.4

220 100 220 100
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 3    

       

 (Marketing Mix) 

 4  (  11)

 (Product) 

 (Product) 

1. 83.6

2.

82.3

3. 78.2

 34.5

(Price)

 (Price) 

1. 85.9

2.  65.0 

3.

60.5

4.

 49.5 

5.  40.0 

(Place)

(Place)
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1. 71.8

2.  67.7

3.  60 

4.  55.0 

5. /  54.5 

 (Promotion)

(Promotion)

1.

78.6

2.  74.1 

3.

74.1

4.  “ ” 73.2

5.  ( ) 52.7

 11 

      

 ( n=220)

1 163

(74.1)

57

(25.9)

0

(0)

2 184

(83.6)

31

(14.1)

5

(2.3)

3 163

(74.1)

45

(20.5)

12

(5.5)
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 11 ( )

4 76

(34.5)

91

(41.4)

53

(24.1)

5
103

(46.8)

70

(31.8)

47

(21.4)

6 126

(57.3)

59

(26.8)

35

(15.9)

7 85

(38.6)

97

(44.1)

38

(17.3)

8 161

(73.1)

58

(26.4)

1

(.5)

9 181

(82.3)

38

(17.2)

1

(.5)

10 172

(78.2)

46

(20.9)

2

(.9)

11 109

(49.5)

85

(38.6)

26

(11.8)

12 88

(40.0)

90

(40.9)

42

(19.1)

13 133

(60.5)

76

(34.5)

11

(5.0)

14 143

(65.0)

63

(28.6)

14

(6.4)

15 189

(85.9)

29

(13.2)

2

(.9)
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 11 ( )

16 158

(71.8)

60

(27.3)

2

(.9)

17 132

(60.0)

86

(39.1)

2

(.9)

18 / 120

(54.5)

97

(44.1)

3

(1.4)

19 121

(55.0)

92

(41.8)

7

(3.2)

20 149

(67.7)

68

(30.9)

3

(1.4)

21 ( ) 116

(52.7)

87

(39.6)

17

(7.7)

22  “ ” 161

(73.2)

50

(22.7)

9

(4.1)

23 173

(78.6)

46

(20.9)

1

(.5)

24 163

(74.1)

52

(23.6)

5

(2.3)

25 163

(74.1)

49

(22.3)

8

(3.6)
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 (Marketing Mix) 

 4  (  12) 

 (Product) 

 (Product) 

1.  50.9 

2.

47.7

3. 36.8

15.5

(Price)

 (Price) 

1. 93.2

2.  42.3

3.

 20.9 

4.

 13.6 

5.  13.2 

 (Place)

(Place) 

1. 67.3

2.  50.5
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3.  49.1

4. / 42.8

5.  39.1

(Promotion)

(Promotion)

1. 84.1

2.  “ ”  68.1 

3.

52.3

4.

 47.7 

5.  ( )  40.5 

 12 

        

( n=220)

1 46

(21.0)

120

(54.5)

54

(24.5)

2 112

(50.9)

62

(28.2)

46

(20.9)

3 81

(36.8)

78

(35.5)

61

(27.7)

4 35

(15.9)

91

(41.4)

94

(42.7)
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 12 ( )

5 105

(47.7)

65

(29.5)

50

(22.7)

6 70

(31.8)

62

(28.2)

88

(40.0)

7 34

(15.5)

111

(50.5)

75

(34.1)

8 60

(27.3)

70

(31.8)

90

(40.9)

9 71

(32.3)

113

(51.4)

36

(16.4)

10 62

(28.2)

121

(55.0)

37

(16.8)

   

11 30

(13.6)

126

(57.3)

64

(29.1)

12 29

(13.2)

110

(50.0)

81

(36.8)

13 46

(20.9)

123

(55.9)

51

(23.2)

14 93

(42.3)

74

(33.6)

53

(24.1)

15 205

(93.2)

14

(6.4)

1

(.5)

16 148

(67.3)

62

(28.2)

10

(4.5)
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 12 ( )

17 108

(49.1)

99

(45.0)

13

(5.9)

18 / 94

(42.8)

98

(44.5)

28

(12.7)

19 86

(39.1)

107

(48.6)

27

(12.3)

20 111

(50.5)

92

(41.8)

17

(7.7)

   

21 ( ) 89

(40.5)

93

(42.2)

38

(17.3)

22  “ ” 150

(68.1)

56

(25.5)

14

(6.4)

23 115

(52.3)

61

(27.7)

44

(20.0)

24 185

(84.1)

35

(15.9)

0

(0)

25 105

(47.7)

64

(29.1)

51

(23.2)

 4    

 (  13 ) 

 1. 
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 2. 

 3. 

 4. 

 13 

 Independent Sample t-test 

.05

 :  10  10 

 220  10  1 

 6.43

 193  9  0 

 3.07 

 p value  .00 

   

    0.05 

 :  5  5 

 219  5  0 

 3.01 

 215  5  0 

 1.83 

 p value  .00 

 0.05 

 :  5  5 

 214  5  0 

 3.09 

 195  5  0 

 2.49 

 p value  .00 



91

   

    0.05 

 :  5  5 

 211  5  0 

 3.53 

 218  5  0 

 2.93 

 p value  .00 

   

    0.05 

 13

       

df t p

 (n=220) (n=220) 

95%

   S.D.  S.D.     

 6.43 1.95 3.07 2.23 430 16.78   .00 2.9 3.7 

 3.01 1.27 1.83 1.08 427  10.47   .00 .96 1.4 

 3.09 1.49 2.49 1.59 438  4.12   .00 .32 .89 

 3.53 1.41 2.93 1.26 433  4.70   .00 .35 .85 

                  

 5 

X X
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45  10.3 

 1.

 2. /

 3.

 4.

 5.

 6.

 7.

 87  19.8 

 1. / /

 2.

 3.

 4.

 81  18.4 

 1. /

 2. /

 3. 1-2

 4.

 5.  ( 1 )

 6.

 7.  7-eleven 
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 92  21 

 1. 

 2.    

 3. 

 4.  presenter 

 5. 

....

 6. /

 7. 

 8. 

 9. 

 10. 

 11. 

 12. 

 13. 

 19  4.3

 1. /

 2.  /

 3. 

 4. 

 5. " "
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 5 

 (Survey Research) 

 440 

 3 

   1) 

 19 

   2) 

 25 

   3) 

 440  220 

 220 

 1 

 2  4 

2552 - 2  2552.

Independent- Sample T Test  .05 
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 1.

 65.7 

51.2  30-50  58.0  29.1 

/ /

50,000  78.0  54.1  77.7  

 1-4  79.3 

 84.5 1-3

 14.3 

 2.

 99.1 

 75.5 /

/  78  61.3 

/

 60.9 

 61.4  82.7 

 0.5-1 

 72.7   87.7  

 88.2  11.8 

 9.5  5.5 

 90.5 /

 58.2   80.5 

19.5  18.1 

 0.5-1  77.3 

/

 3.

 220  3 
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/

4. /

/

 440  9.5 

 22.7 /

/ /

 28.2  20 

/  2.3 

/

/  26.4  17.7    

Internet /

 1.4 

 5.

 Independent Sample t-test .05

 1.  

 .05 

 2. 

 .05 

 3.  

 .05 

 4.  

 .05 
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 30-50 

/ /

 50,000  1-4 

 1.  (Product)

 54.5 

 (2546) 

 (2546:90)  
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(2548: 88) 

2. (Price)

 0.5-1 

/

/

 (2546: 86) 

 (2543: 75 ) 

 3.  (Place)

/
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(2543: 70) 

(2548: 78) 

/

/

 4. (Promotion)

 ( )

 “

” ( )
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 (2542:78) 

 (2546: 78) 

1.  

 “ ”  “ ”

 2.  

 3.  

.

 4.  
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 14

 (  31  2550) 

( )

( . .) ( / . .) ( )

1 192,597 90,746 101,851 44.456 4,332 72,865

2 182,335 88,115 94,220 42.123 4,329 78,738

3 173,076 82,367 90,709 44.615 3,879 73,839

4 166,581 79,070 87,511 32.908 5,062 76,733

5 165,070 79,415 85,655 26.265 6,285 57,323

6 163,080 81,230 81,850 36.803 4,431 60,154

7 150,139 68,691 81,448 28.523 5,264 83,042

8 149,883 71,323 78,560 52.490 2,855 58,700

9 147,797 70,465 77,332 11.545 12,802 46,443

10 145,172 67,359 77,813 24.311 5,971 59,114

11 144,800 69,755 75,045 123.859 1,169 60,414

12 144,423 69,130 75,293 110.686 1,305 52,287

13 141,765 66,822 74,943 8.354 16,970 48,714

14 141,698 67,894 73,804 120.687 1,174 56,287

15 138,667 67,884 70,783 236.261 587 45,386

16 135,554 63,728 71,826 35.825 3,784 48,696

17 134,407 63,965 70,442 17.834 7,537 45,243

18 132,034 62,850 69,184 8.551 15,441 43,885

19 130,540 62,448 68,092 11.944 10,929 44,345

20 127,727 61,022 66,705 63.645 2,007 46,404

21 120,417 55,522 64,895 21.857 5,509 46,022

22 119,909 58,052 61,857 12.994 9,228 51,027

23 117,867 62,462 55,405 10.665 11,052 29,637

24 116,293 54,200 62,093 23.678 4,911 48,435
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 14 ( )

( )

116,055 55,946 60,109 ( . .) ( / . .) ( )

25 116,055 55,946 60,109 22.841 5,081 45,145

26 114,984 53,171 61,813 19.565 5,877 48,561

27 111,621 52,849 58,772 30.741 3,631 41,490

28 107,812 51,649 56,163 29.479 3,657 34,901

29 105,347 49,307 56,040 11.360 9,274 37,361

30 103,391 49,784 53,607 10.921 9,467 36,734

31 101,360 47,953 53,407 18.789 5,395 46,819

32 101,263 48,857 52,406 34.745 2,914 46,093

33 98,496 45,859 52,637 13.986 7,042 36,101

34 97,747 47,393 50,354 7.126 13,717 33,764

35 92,929 44,953 47,976 15.782 5,888 32,529

36 92,021 44,005 48,016 9.326 9,867 33,976

37 88,061 42,294 45,767 16.662 5,285 41,465

38 86,043 39,904 46,139 28.124 3,059 27,639

39 85,027 40,017 45,010 25.980 3,273 29,046

40 84,821 40,032 44,789 6.051 14,018 28,660

41 80,744 38,189 42,555 12.565 6,426 48,170

42 79,637 37,992 41,645 6.180 12,886 25,754

43 77,202 38,419 38,783 9.595 8,046 32,232

44 77,033 35,786 41,247 15.033 5,124 39,476

45 70,196 32,757 37,439 50.219 1,398 28,316

46 64,356 31,043 33,313 5.536 11,625 18,434

47 61,040 28,584 32,456 8.369 7,294 24,284

 14 ( )
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( )

116,055 55,946 60,109 ( . .) ( / . .) ( )

48 57,461 28,081 29,380 1.931 29,757 19,250 

49 49,124 23,205 25,919 5.536 8,874 24,257

50 30,646 15,030 15,616 1.416 21,643 13,264

5,716,248 2,727,574 2,988,674 1,568.737 3,644 2,207,454 

 : , , ,

. .2550 ( :2550), 25.
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 15  149 

1

2

3

3 73 .

4 .

163 .

4

5

6

7

 3 

 1 

 4 .

.

.

.  4 

8 1 39/4 .  71 .

9

10

11

12

13

 5 238/46 .  34 

2088/11 .

2145 .

99/171-175 .

101 .

14

15

16

17

18

19

20

 7 43/1526 2 .  2 

11 . .

29/30 .

525/121  13 .

473/10 .

103 .

36/16 .  69 

21

22

 3 291/31 3 .

100/103 7 .

23

24

 6 .

208/84 .
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 15 ( )

25

26

27

28

. .

. . -

. 26

9/388 . . -

29

30

31

32

33

 5 131 .

464/11 .

1444/19 .

90/15 .

.

34  1 81/87  9 .

35

(  61) 

 1 574/13  1 . 61

36

37

38

39

40

41

42

( )

 7 1087 .

.

27/13 .

154 .  34 .

1336 .

1004 .

.

43

44

45

46

47

48

7 453/60 .

463/1 .

356/43 .

261/108 .

280 .

566 .
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 15 ( )

49

50

51

52

53

4 294/1 .  3 

201/10-11 .

116 .

495 . .

54

55

56

57

58

59

60

61

3

( 123)

 1-2 

 8 202/19 .  68 

52/123 .  101 

146/13-15 .  121 

12/12 . 24

146/38 .

1/1 .  101 

144/207 .  127 

4928 .  101 

62

63

2 88/2655 . 2

75/60 .

64

65

66

67

 4 259/2 .

30/4 .

9/534 .

9 .

68 1 2831 .  107 

69

70

71

 3 185  4 .

37/20  4 .

176/171  4 .
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72

73

74

( )

 3 .  1 

.

.

75

76

77

78

79

80

81

82

 2000 

. . .2

 8 900/6 .  101/1

40/21 . .  103 

4/3 . .  103 

40/1 .

47/69 .

24/22 .  105 

18/9-10   9 .  105 

555,557,559 .  105 

83

84

85

3 81/23 .
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