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FACTORS INFLUENCING CONSUMERS’ PURCHASING BEHAVIOR ON
NON-TOXIC VEGETABLES IN NONTHABURI PROVINCE

Thanatnan Sukchoknitipoekin'

Abstract

The purpose of this research was to study factors in terms of personal factors and
marketing mix factors affecting consumers’ behavior on purchasing non-toxic vegetables in
Nonthaburi Province. The samples were of 400 consumers living in Nonthaburi Province. The
questionnaire was used as data collection tool. Statistics used for data analysis included
frequency, percentage, mean, standard deviation, independent sample t-test, One-way
ANOVA, and multiple linear regression analysis.

The results showed that most respondents were female, aged between 31 - 40 years
old, were single, graduated in Bachelor’s degree or equivalent, earned 25,001 - 35,000 baht
per month, and had 3-5 family members. Furthermore, they had opinions about marketing
mix factors affecting consumers’ behavior on purchasing non-toxic vegetables: products,
place, price, and promotion, consequently, in high level. Hypotheses testing indicated that
different personal factors in terms of income and number of family member affected
consumers’ behavior on purchasing non-toxic vegetables differently. In addition, marketing
mix factors in terms of product and place aspect affected consumers’ behavior on

purchasing non-toxic vegetables at the significant level as of 0.05.

Keywords: Non-toxic Vegetables, Purchasing Behavior, Consumers
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