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RESEARCH ARTICLE

Marketing Mix Factors Affecting Green Products
Purchasing Decision of Customer in Mueang District

Nakhon Ratchasima Province

Ajcharapan Tangjaturasopon’

Abstract

The research aimed to study personal factors and marketing
mix factors that influence consumers’ decision to purchase green
products in Mueang District, Nakhon Ratchasima Province. An online
questionnaire was used to collect data from a sample group of 400
using non-probability sampling and purposive sampling and the data
were statistically analyzed: One-Way ANOVA, pairwise difference
test, and multiple regression analysis stepwise method.

The results of the study found that personal factors, such
as different income and different occupations have different effects
on purchasing decisions for environmentally friendly products.
Marketing factors promotion, distribution channels, and products
have an effect on consumers' decision to buy green products. Three
factors predicted the decision to buy green products by 15.60
percent. The results of the study can be applied by entrepreneurs

to manage the marketing of green products in order to develop and
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improve products, to create satisfaction and respond to consumer

needs, and for business competition in the industry.

Keywords: Marketing Mix Factors, Purchasing Decision, Green

Products, Mueang District, Nakhon Ratchasima Province
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