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ABSTRACT

Abstract of thesis submitted to the Graduate School Project of Maejo University in partial

fulfillment of the requirements for the degree of Master of Scicnce in Agricultural Economic

FACTORS AFFECTING PURCHASING DECISION FOR HYGIENIC VEGETABLES
OF CONSUMERS IN MUANG DISTRICT, CHIANG MAI PROVINCE
By
RACHAN BUNMARK

MARCH 2003
Chairman: Dr. Ratana Pothisuwan
Department/Faculty: Department of Agricultural Economics and Co - operatives,

Faculty of Agricultural Business

The objectives of this research were to find out 1} marketing mixed, cultural, social, personal and
psychological factors affecting purchasing decision for hygienic vegetables of consumers
in Muang district, Chiang Mai province, and 2) problems conceming thcir purchasing of
hygienic vegetables.The data were collected by means of questionnaires from 400 participants in
16 subdistrict, Muang district in Chiang Mai province, and analyzcd by using the SPSS for
Windows. The findings were as follows:

The research showed that product and psychological factors affected their purchasing decision at
a high level, while price, distribution channel, promotion, cultural, and social factors at
a moderate level.

Problems concerning their purchasing decision were lack of quality assurance of vegetables,
highly cost comparing to other general vegetables, low numbers of dealers or agencies,
insufficient advertisements, and insufficient public relations on such vegetables.

Investigating from 53 respondcnts who used to buy hygicnic vegetables, the research found
that distribution channel, and promotion factors affected their decision not to purchase at

a high level, while product and price affected at a moderate level, respectively.



(®)

Sex, occupation, level of education and price were found to be correlated with
the respondents’ product choices, while age, average household income per month, status,
a number of household members, product, distribution channel, promotion, cultural, social, and
psychological factors were not.

Sex, age, average household income per month, level of education, a number of household
members, product, and cultural factors were found to be correlated with the respondents’ brand
choices, while status, price, distribution channel, promotion, social, and psychological factors
wcre not.

Occupation, status, a number of household members, product, social, and psychological
factors were found to be correlated with the respondents’ dealer choices, while sex, age, average
household income per month, level of education, price, distribution channel, promotion, and
cultural factors were not.

Sex, age, occupation, level of education, status, product, distribution channel, and
psychological factors were found to be correlated with the respondents’ purchasing timing, whilc
average household income per month, a number of household members, price, promotion,
cultural, and social factors were not.

Occupation and a number of household members were found to be correlated with
the respondents’ purchase quantity, while sex, age, average household income per month, level of

education, and status were not.



