M3szguITIMIsEAUTIA UNIINeEo59da 1J52511) 2559 (RSU National Research Conference 2016) AU 29 U 2559

v 4
=

L% v A I~ a
PYadeaudszaumamsnaanawademsnaauloreairsnauvesguilan

TwangannaazSuama

Marketing MixFactors Affecting the Decision Making to Purchase Clean Food of Consumers in

Bangkok and Vicinity
I'd
9350ANT ananaNnIy’ uay unua suNSaw’

Athasit Sakonkanapongl* and Nakamol Chansom’

1* o =2 o o o a a 3 P a a a v v Aa
uﬂﬁﬂyn/?tyzyﬂw Wﬁﬂgﬁil@iyiy"lﬂ"lﬁ)ﬂﬂ?iﬂﬁ"lﬂm‘WW ﬁ'?"l/"l?‘?f"lﬂ"lﬂi/u&li/i&‘ﬂﬂilﬂ"li AMEVUITHITFIND WH1INY1QYTIAR
nuuwna lesu shwanannn dunewlod 39uIarus i 12000
2 L4 o @ @ v A a & Y a a a v v A
0191561529 Wﬁﬂgﬁil/?iyiy?ﬂ?iﬂﬂﬂ?illﬁ”lﬂmCWW ﬁ'”l"ll?f]?f"lﬂ"lﬂilu@]i/i&‘ﬂ@ilﬂ"lj ANSUITHITHIND VW 1INYIAYTITA
auuwna loFu dwandnin suneiod JamdaL s 12000
" Graduate student in Master of Management in Entrepreneurship of Business Faculty, Rangsit University,
Phahonyothin Rd., Lak-hok, Patumtanee, Thailand 12000
*Lecturer in Master of Management in Entrepreneurship of Business Faculty, Rangsit University,

Phahonyothin Rd., Lak-hok, Patumtanee, Thailand 12000

*Corresponding author,Email: souIsiety.o p le @gmai l.com

UnAage
Y 2.

Ao S A= = ' Y A = = o 1
M358 UNINgUssaInRAN I NUIANA VoI ITedIUYARaLazWO AN IR Idaa U
d' 1 1 v A 4’{‘ = Y a
Uszaunumsaaandeyanon1sfadnla®oe1msnau (Clean Food) ¥03613 InaluwanyunwauaziFuama

av o Aa =3 o auv a ) 9 Id A A <
ms3vel s lugdupumsmmsIsusediste Taslduuuaeuamiunsolo lumsnusiusiu

9 'ow

] = o a 4
doya ngualed i Ao Yszanwuluwangunnauazisuama $1191 400 A MsAATIZHTRY Ysznoudie
MImImANuRievaz Aundo AudouuuaTgIu Myaazianuulslsiu uagdniizinnuoanooi
° o o w aad @ aw 1 T W ] 1 1 g a A
nypal Tagnmuaigd Ay naadanszay 0.05 kansIdenuNngualsgd U naumanqe Ja1901g 20-
2 A o =2 ] o a a A = I aa v K A Y Y '
209 fszavmsanwiegluszavisynes Tanwnmlaa Taowziuidaindnymazisie lddesnin

15,000 309 taziladed Il seauNIINITNaIA NEAIURAAN N NNAIUIIN LAz EAIUMTd a5 uNTAaIA

'
aad @

¥
Tnagemsdadulagoomisnauuesdus Inaluwangunwanazdsuuma edniivedidynivadanszay

'

% o % Q 1 § 1 v Aa lfi, L3 1 a 3
Wodadgy 0.05 Tasvdrutlsyaunemsaaraniinasemsdaduledell 3 Tado 1dun Hnsupdasu

-advy

]
o a A

dszneunamsasdiisneiagaunldludlsznevenis nazislunmsidszneueinis ieamnsaiilding
a I 1 a ) ] 1 a

U5z Tomi a3 Wlunadaedus TnavazawnsmbuindluTavanldunnsioms 1donde 2@ ms

MruasInveseImsaaY glsznouninmsadsmmuasin ldmuz aunugunIw 1azANNAZAINA DA

Q L A ! Yy a o A A X a v Y 1 a v
LWﬁ'lgﬁlglﬂuﬁ?u‘ﬂqui]g“ﬁ?ﬂiﬂﬂﬂjIﬂﬂﬁ’]ll'lﬁﬂﬁﬂﬁualﬁllﬂ@ﬂ“]fﬂ@’]ﬂ’]iﬂﬁuvlﬂ 1ag 3)AUFUAIUNITAA 4]

1169



M3szguITIMIsEAUTIA UNIINeEo59da 1J52511) 2559 (RSU National Research Conference 2016) AU 29 U 2559

Usgneufimsnsmilsnemsadnagniieduasumsnainuesnuedeaiaye ey liuasdudy

9 9

U ] 9 I A Y o a =
guaelduazidumadonIinudus Tnadndae

mdny: auszaunimsaaa, msaaauls, e15nau

Abstract

The objective of this research is to study the difference of personal factor and research q/marketing mix
factors affecting the decision to purchase clean food of consumers in Bangkok and vicinity. The research is in the
form of quantitative research survey by using questionnaire to collect the consolidated data. The research samples
were 400 internal security operations command officials. The questionnaires were used as the tool of data collection.
The data was analyzed via descriptive statistic which are frequency, percentage, mean.standard deviation analysis of
variance and multiple regression analysis. Statistical significance was set at 0.05.
The results showed that most of the samples were female, aged 20-29 years old, undertakingundergraduate degree
education, and single with low income of less than 15,000 baht:" It was found. that personal factor related to the
decision to purchase clean food of consumers in Bangkok and in vicinity is product price and promotion. Marketing
mix factors that influence buying decisions are consisted of three factors: 1) Product, entrepreneurs should take into
considerationthe ingredients used in cooking and good practice of food preparation steps. It is for the benefits of
consumers and, likewise, entrepreneurs and as a.form of positive advertisement 2) Price, the pricing of the clean
food, entrepreneur should set reasonable price for the qualityand ease of access as it is the part that will allow
consumers to make deeision to buyrclean food. 3) Promotion, entrepreneur should consider marketing strategy to

promote in order to compete with competitors and make a choice for consumers as well

Keywords: marketing mix, decision, clean food
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