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GREEN MARKETING MODEL OF FOOD INDUSTRY AMONG THE YOUTHS PEOPLE
Wannapa Thititananont" Sirilak Meksang®

Abstract

The purposes of this research were to 1. study general information of youths, 2.
investigate the youths’ opinions on green products in food industry, and 3) propose a green
marketing model on the food industry for this target group. The sample was 900 students of
Rajabhat universities in Ratanakosin group and 8 strategy experts. The instrument for data
collection was a five-point rating scale questionnaire. The data were analyzed by using
percentage, means, standard deviation, and Exploratory Factor Analysis (EFA).

The findings revealed as follows. The EFA found that the green marketing strategy
on the food industry for the youths constitutes three major components or 3 M’s: mind,
marketing, and mastery. These three components were made up of 8 variables. The mind
component comprised three variables: trust, attitudes, and reference. The marketing
component was composed of three variables: pushing, product, and promotion. The mastery
component consisted of two variables: legal knowledge and environment as well as
technology.The in—depth interviews with the 8 strategy experts revealed that all of these
variables were suitable to be embraced in the green marketing model formulation, targeting at
the youths. Thus, the researcher developed a strategy called 3 M’s strategy consisting of mind,

marketing, and mastery.
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