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Abstract

Research on the confidence of consumers in MuangChiang Mai District, Chiang Mai, to
buying organic vegetable. The objective is to study the confidence of consumers in Muang
District, Chiang Mai, to buying organic vegetable. Using questionnaires collected method to
collec the data from purchasing organic vegetables in Muang District of Chiang Mai about 400
sampling. Analyze data using descriptive statistics including frequency, percentage, mean and
standard deviation.

Most respondents were female, with ages between 36-55. Professional trade/ personal
business, income about 5,000-10,000 baht per month and the highest education is bachelor's
degree. The majority of family members are three people. Most respondents are always
purchased. Cilantro, Onion, Cabbage and kale, cabbage, cucumber, moming glory, the reasons
for buying organic vegetables is. Concerned about the health/consumption for good health and
places to buy organic vegetables is Food.

Respondents are confident in the marketing mix to buying organic vegetables, with
confidence at a high level in 1) Distribution 2) Product and 3) pricing. For the promotion of
market has confidence in the medium level. There the following details are.

Subheadings of products factor that confidence in the high level is the vegetables are
fresh and clean, label of manufacturers and manufacturing facilitics, in price factor that
confidence at a high level are clearly on price displayed, appropriate in quality and quantity and
variety of prices in distnbution factor that confidence at high level is placed vegetables in a
regular and readily to choose, has a parking lot, easy to buy, separately with organic vegetables
and vegetables. In the promotion factor that confidence in the medium is using organic vegetables
at the sign advertising, the sale of recommended vendors about organic vegetables and organic
vegetables advertising through radio ads, brochures, the knowledge and benefits of organic
vegetables through newspaper ads.

Hypothesis using Independent T-testing (singnificance =0.05) was found.

Consumer’s sex differences are believed to cause the marketing mix and buying
vegetables, organic products differ in terms of price. And the promotion of market. , Consumer’s
age difference makes a confident marketing mix and buying vegetables, organic products vary in

price. Its distribution and marketing promotions. , Consumer’s with different income levels are



believed to cause the marketing mix and buying vegetables. , organic products vary in price. lts

distribution, and marketing promotions.



