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ABSTRACT

This survey research aimed to : 1) study marketing mix factors that affected organic food purchasing

decision of Thai health conscious consumers 2) study factors element of purchasing decision of Thai health



conscious consumers 3) study relationship of marketing mix factors and factors element of purchasing
decision of Thai health conscious consumers 4) compare purchasing decision factors element as classified

by personal data 5) compare attitude of Thai health conscious consumer as classified by personal data

The research study employed Likert scale questionnaire with reliability of 0.886 as a tool for
collecting data. The sampling respondent of 400 were calculated by Yamane equation and convenient
sampling were applied. The data analysis employed both descriptive statistic such as frequencies,
percentage, means, and standard deviation, and inferential statistic consist of t-test, ANOVA, Pearson

Correlation and Multiple Regression Analysis.

The research findings revealed the following : 1) The factor element of marketing mix consisted of

4P which indicated the overall acceptance value at high level (x =4.18) 2) The factors element of purchasing
decision in overall indicated the very good rating (x- =4.25) 3) The correlation between marketing mix factors
and factors element of purchasing decision of Thai consumers revealed the high positive relationship
(R=0.847) with the predicting power of 71.7 percent (R?=0.717) 4) As per comparison of purchasing decision
factors as classified by personal data, the finding revealed the significant differences at 0.05 on gender, age,

education, and monthly income. 5) As per comparison of attitude as classified by personal data, the findings

revealed the significant differences at 0.05 on gender, age, education, and monthly income.
Keywords: Organic Food, Purchase Decision, Marketing Mix
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