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ABSTRACT: This research aimed 1) to study demographic factors: gender, age, status, educational level, occupation,
and monthly income, 2) to study marketing mix factors affecting purchasing pesticide-free vegetables in Surat Thani
province, and 3) to study the relationship between the demographic factors and consumers' purchase behavior with
the marketing mix factors affecting purchasing pesticide-free vegetables in Surat Thani province. This study was
survey research. The samples consisted of 400 consumers who had the experience of purchasing pesticide-free
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vegetables in the Mueang district of Surat Thani province. The questionnaire was used as a tool for collecting data.
The research showed descriptive statistics (frequency, percentage, mean, standard deviation) and inferential statistics
(Chi-Square). The research findings showed that most of the samples were females aged between 24 - 33 years
who earned a bachelor’s degree and private employees with an income of 10,001-20,000 baht monthly. The majority
of consumers bought the edible leaves from an onsite store. Tesco Lotus was the most popular store. The
consumers purchased pesticide-free vegetables 2 - 3 times weekly from 3.01 p.m. — 6.00 p.m. The significant reasons
for choosing pesticide-free vegetables are the product's quality and pesticide-freeness. The consumers decided to
buy the product by themselves. The quantity of purchasing products was less than 1 ke. The consumer decision to
use pesticide-free vegetables was at the highest level among all factors in the overall marketing mix. Product, price,
and place factors were also at the highest level, with promotion being at a high level. The finding from the hypothesis
testing showed that the demographic factors and consumers' purchase behavior had a relationship with the
marketing mix factors, namely product, place and promotion statistically significant at the 0.01, 0.05 level.
Keywords: purchasing decision; consumer behavior; marketing mix; pesticide-free vegetables
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Table 1 Summary statistics of survey participants

(n=400)

Demographic Factors Number Percentage (%)
Gender

Male 92 23.0

Female 308 77.0
Age

Under 24 years 123 30.8

24-33 years 160 40.0

34-43 years 80 20.0

Over 44 years 32 9.3
Status

Single 226 56.5

Married 161 40.3

Separated, and Life After Divorce 13 3.3
Educational Level

Senior high school and less 65 16.3

Undergraduate or equivalent 282 70.5

Postgraduate 53 13.3
Occupation

Student 101 253

Private employee 119 29.8

Government officer 103 25.8

Business owner 64 16

others 13 3.3
Monthly Income

Below 10,001 Baht 118 29.5

10,001-20,000 Baht 176 44.0

20,001-30,000 Baht 53 13.3

30,001-40,000 Baht 26 6.5

Above 40,001 Baht 27 6.8
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Table 2 Purchase behavior of survey participants

(n=400)
Purchase Behavior Number Percentage (%)
1. Parts of a plant
1.1 Aerial stem 30 75
1.2 Edible leaf 275 68.8
1.3 Underground stem/Root 95 23.8
2. Shopping channel
2.1 Online 12 3.0
2.2 Offline/Store 388 97.0
3. Store type
3.1 Tops market 83 20.8
3.2 Tesco Lotus 176 44.0
3.3 Big-C 84 21.0
3.4 Health Store 48 12.0
3.5 Others 9 23
4. Frequency of purchasing
4.1 Once a week 106 26.5
4.2 2-3 times a week 120 30.0
4.3 More than 3 times a week 75 18.8
4.4 1-2 times a month 99 24.8
5. Time to buy
5.1 06.00-09.00 a.m. 35 8.8
5.2 09.01-12.00 a.m. 33 8.3
5.3 00.01-3.00 p.m. 18 4.5
5.4 15.01-18.00 p.m. 225 56.3
5.5 18.01-21.00 p.m. 89 22.3
6. Rational decision making
6.1 Product quality and pesticide free 220 55.0
6.2 Used to buy 59 14.8
6.3 Easy to buy 71 17.8
6.4 Value 50 12.5
7. Purchase motivation
7.1 Myself 197 48.5
7.2 Relative 73 18.3
7.3 Parents 35 8.8
7.4 Friend 98 24.5
8. Purchase volume
8.1 Less than 1 kg 233 58.3
8.21kg 133 33.3
8.3 More than 1 kg 34 85
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Table 3 Overall importance of marketing mix factors (4Ps) affecting to pesticide-free vegetables purchase

(n = 400)
4Ps X S.D. Level of Importance
Product 4.30 0.424 Very High
Price 4.26 0.529 Very High
Place 4.24 0.514 Very High
Promotion 4.12 0.587 High
Overall Marketing Mix Factors 4.23 0.416 Very High

Table 4 Importance level of each marketing mix factors (4Ps) affecting to pesticide-free vegetables purchase

(n = 400)

4Ps X S.D. Level of Importance
1. Product
1.1 Physical characteristics of vegetables such as fresh, 4.21 0.698 Very High
color, and flavor
1.2 Put a pesticide-free label on the packaging a.27 0.696 Very High
1.3 Utilization 4.49 0.617 Very High
1.4 A variety of vegetables 4.26 0.763 Very High
1.5 Given necessary information about vegetable on 4.28 0.708 Very High
packaging clearly
2. Price
2.1 A reasonable price 4.32 0.677 Very High
2.2 Put a price tag on the product 4.46 0.670 Very High
2.3 A similar price comparing with other vegetable 4.00 0.876 High
which is not eliminate pesticides
3. Place
3.1 Well-known stores 4.19 0.697 High
3.2 Available at the desired time 4.32 0.774 Very High
3.3 Adequate parking space 4.20 0.717 High
3.4 Available in online store 4.26 0.863 Very High
4. Promotion
4.1 Service quality by salesperson 3.98 0.851 High
4.2 Persuasive advertising posters in store 4.24 0.740 Very High
4.3 Given enough information about product 4.01 0.844 High

4.4 Discount coupon 4.27 0.912 Very High
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Table 5 Association between demographic factors and purchase behavior with marketing mix factors affecting of

purchasing pesticide-free vegetables

(n = 400)
Variables Product Price Place Promotion
xz p-value xz p-value xz p-value xz p-value
1. Demographic factors
1.1 Gender 0.206 0.902 0.370 0.831 0.174 0917 0.122 0.941
1.2 Age 18.532%* 0.005 6.626 0.357 14.560* 0.024 18.067** 0.006
1.3 Status 12.560* 0.014 2512 0.642 6.057 0.195 0.298 0.990
1.4 Educational level 6.289 0.179 1.552 0.817 3.693 0.449 8.498 0.075
1.6 Occupation 18.988* 0.015 9.064 0.337 22.082** 0.005 9.516 0.301
1.7 Monthly Income 17.878* 0.022 4.625 0.797 12.038 0.150  2.905 0.940
2. Purchase behavior
2.1 Parts of a plant 6.664 0.155 4.301 0.367 11.246* 0.009 13.486** 0.000
2.2 Shopping channel  21.107** 0.000 4.600 0.100 5.052 0.080 1.134 0.567
2.3 Store type 3.858 0.870 2414 0.966 7.825 0.451 22.931** 0.003
2.4 Frequency of 12.884* 0.045 12.427 0.053 11.477 0.075 12.223 0.057
purchasing
2.5 Time to buy 15.530 0.050 11.093 0.196 20.253** 0.009 21.721** 0.005
2.6 Rational decision ~ 16.257* 0.012 8.818 0.184 7.776 0.255 12.705* 0.048
making
2.7 Purchase 9.193 0.163 4.900 0.557 10.442 0.107 17.242%* 0.008
motivations
2.8 Purchase volume  3.184 0.528 2.527 0.640 5.476 0.242 11.158* 0.025

**5<0.01, *p<0.05
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