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ABSTRACT

The study on “The Factor of Market Opportunity Affecting the Decision Making
of the Consumers in Buying Chemical-free Agricultural Products at the Royal Project Foundation
Branch Stores in Sutep, Agricultural Market Organization in Bangkok and Hua Hin” had the
following objectives: (1) to study the personal and socio-economic characteristics of customers
who chose and bought products at the Royal Project Foundation (RPF) branch stores, and (2) to
know the factor of market opportunity affecting the decision making of consumers in buying
chemical-free agricultural products at the three RPF branch stores. The 300 respondents in this
study were divided into 100 respondents per RPF branch store by non-probability sampling or
random sampling using the quota sampling. Using a questionnaire, data were collected and
analyzed by SPSS/PC program. Statistical parameters were frequency, percentage, average, and
standard deviation.

Respondents or consumers that decided to buy chemical-free agricultural
products at the RPF branch store in Suthep, in majority were single females, aged 37 years in
average, status - single, bachelor degree holders, students and people in Chiang Mai.
Respondents or consumers that decided to buy chemical-free agricultural products at the RPF
branch store Agricultural Market Organization in Bangkok, in majority were single females,
aged 39 years in average, bachelor degree holders and employees of private companies.

Respondents or consumers that decided to buy chemical-free agricultural products at the RPF
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branch store in Hua Hin in majority were married females, aged 40 years in average, bachelor
degree holders, employees of private companies and government enterprises, and residents of
Hua Hin.

Concerning the market opportunity factor affecting the decision making of
consumers in buying chemical-free agricultural products at the three RPF branch stores in Sutep,
Agricultural Market Organization in Bangkok and Hua Hin, the study showed that majority of
the respondents gave importance to their decision making on the product factor at high level
especially to the point on a wide variety of chemical free agricultural products. This was followed
by products that passed chemical free standardization tests. Some points that were given moderate
level of importance were environment friendly packaging, while low level importance went to
prices that could be bargained.

The factor on place, way of arranging the stores, the respondents gave
importance on their decision making at moderate level, but there were some points that the
respondents gave more importance to such as categorized showing of products. The market
support factor was given low importance by the respondents. Factors given more importance
were advertisements in many media forms, promotion of products on special occasions or
expositions and inviting atmosphere shows with music playing, lectures on popular products. The
factor on services which was an additional item of market support was given moderate
importance, especially fast service, followed by many modes of payment. As to the sales
employees which was an additional point of market support was given high or most importance
especially their good manners, politeness in giving suggestions. However, the points on
knowledge or expertise on the products and number of employees giving suggestions were given

moderate importance by the respondents.



