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ABSTRACT

The purposes of this research on the marketing mix factors affecting the Royal
Project’s hydroponic vegetable consumption needs in Moeng District, Chiangmai were to study:
1.) the marketing mix factor affecting needs to consume the Royal Project’s hydroponic
vegetable; and 2.) the Royal Project’s hydroponic vegetable consumer’s behavior in Moeng
District, Chiangmai. Data were collected from 324 consumers who shopped for products at
Doikhum shop in Suthep branch, airport branch and the shop of the Faculty of Agriculture,
Chiangmai University, analyzed by SPSS for Window,

It was found that most of the customers for the Royal Project’s hydroponic
vegelables were single women with 21 - 30 vears of age. They were students and private
company employees with an average monthly income of 5,001 - 10,000 baht with Bachelor
degree education. Most of them bought fresh vegetables from the health shops, once or twice a
month with about 100 baht spending each time.

The study revealed that the most marketing mix factor affecting the Royal
Project’s hydroponic vegetable consumption needs from high to low were, product, price,
promotion, and distribution factors, respectively. The researcher accepted hypotheses that
product, price and the promotion related to the need to consume the Royal Project’s hydroponic
vegetable significantly. The respondents wanted more vareties of vegetable prices and sales in

the supermarket with information given by salesperson, and advertisement on television.



