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ABSTRACT

This independent study aimed to explore the opinion of customers in Amphoe Mueang
Chiang Mai to marketing mix factors toward organic soap from Chiang Mai Organic and Spa Co.,
Ltd. Data collection was conducted via the distribution of questionnaire to 365 samples whose
domicile or resident in Amphoe Mueang, Chiang Mai and who were currently customers of
organic soap products. The data was analyzed by descriptive statistic using frequency, percentage,

mean, and one way analysis of variance.

Based upon the studying results, most respondents were female in the age between 35-44
years old. They mostly held the government service or state enterprises of career and earned for
20,000 — 30,000 bath monthly income. Their highest graduate level was Bachelor’s degree. The
most important factor to used organic soap was quality. The top reason of buying products was
mentioned that the respondents for healthy. Moreover they were willing to buy that organic soap

for the cost to more expensive than 10-20 percentages.



From the study opinion of customers to marketing mix factors affecting consumer buying
decisions of organic soap, respondents paid agree level of concern respectively towards the

factors namely promotion, place/distribution channel, price, and product.

In term of product factors, the respondents paid concern on the first three sub-factors
namely the product has beautiful packaging which can present characteristic of them, the product

quality certified, and impressive in brand logo.

In term of price factor, the respondents paid concern on the first three sub-factors
namely various rates of price, reasonable price comparing with their quality, and explicit price

label.

In term of distribution channel factor, the respondents paid concern on the first three sub-
factors namely grouping type of product and product availability, appropriate of shop and modern

style of decoration.

In term of promotion factor, the respondents paid concern on the first three sub-factors
namely free sample to test product, promotions such as price reduction for attractive the
customers, and the given documents introduced and the given advertising or brochure for product

attraction in the same level.

The hypothesis testing revealed that factors which could be related to the opinions of
consumers toward marketing mix factors of organic soap included age, education level,

occupation, and income at significant level (p<0.05)



