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The objectives of this study were to investigate: 1) factors affecting consumers’
purchasing behavior of the Doi Kham Royal Project shop and 2) problems encountered in product
purchasing of the consumers. The tool used in this study was a set of questionnaires which had
been tested for validity in which the advisory committee helped check and improve the
consistency, content validity and the reliability of the questionnaires was also checked. The
questionnaires were then distributed to test with 20 customers of the Doi Kham Royal Project
shop for data collection. Obtained data were analyzed for finding reliability by using Alpha
coefficient of Cronbach (0.983). The questionnaires then distributed to 333 customers of the Doi
Kham Royal Project shop. The data providers in this study consisted of 333 customers of the Doi
Kham Royal Project shop.

Results of the study showed that most of the respondents were female, their age range
was 21-30 years old and Bachelor’s degree graduates. They had an average monthly income of
10,001-20,000 baht and they had an average family members of 1-2 persons. They regularly
purchased salad vegetables. They purchased organic vegetables for household consumption. They
preferred to purchase organic vegetables at the shop having Doi Kham label at Talard Thai
market. They purchased organic vegetables on weekends or holidays, during 06.00-12.00 am.
They purchased the organic vegetables twice a month. The respondents had a highest level of
holding the importance on social and cultural factors. They had a high level of holding the

importance of the factors on technology, product, politics and laws, price, distribution channel,
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service, marketing promotion emphasized on shop assistance, and economy. Marketing
promotion of the Royal Project and advertisement were found in a moderate level.

For an analysis on factors affecting consumers’ purchasing behavior and their behavior
on organic vegetable purchasing, it was found that there was a relationship between sex and types
of organic vegetable regularly purchased bicolor sweet corn. The purposes of purchasing it were
to participate in the promotion of the Royal Project and to maintain good health. Also, there was a
relationship between types of organic vegetables like cherry tomatoes/ bicolor sweet corn and
purchasing time, purchasing frequency, purchasing amount, people influencing in the purchase of
organic vegetables, and age. There was a relationship between marriage status and the purpose of
organic vegetable purchasing. There was a relationship between occupation and types of organic
vegetables regularly purchased. There was a relationship between types of organic vegetables
regularly purchased and the purchasing purpose, selling place, purchasing time, purchasing
amount, and people influencing the purchase of organic vegetables. There was a relationship
between an average monthly income and types of organic vegetable always purchased, purpose of
purchasing, selling place, purchasing amount and people influencing the purchase of organic
vegetables. There was relationship between educational attainment and types of organic vegetable
regularly purchased like baby carrot and cherry tomatoes, purpose of purchasing, purchasing
frequency, and purchasing amount. There was a relationship between family members and types
of organic vegetables always purchased, selling place, and purchasing amount.

For problems encountered in product purchasing, the respondents stated that there were
few types of organic vegetables, selling out within a short period of time and the shop was far. It
was recommended that the amount of organic vegetables should be increased to meet the need of
customers. Also, the Royal Project should provide more selling pleases or branches for the

convenience of the selection of organic vegetable purchasing of the consumers.





