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ABSTRACT

The purpose of this research was to investigate the marketing mix factors affecting
decision of Chiang Mai University personnel towards purchasing of hydroponic vegetables. The
data were collected by questionnaires from 361 respondents. The data were analyzed statistically
with frequency, percentage, and mean. The study indicated that the marketing mix factors which
were rated on the overall basis at high level included product factor (mean of 3.90), price factor
(mean of 3.67), and distribution venue factor (mean of 3.98). The service marketing mix factors
which were rated on the moderate level included market promotion factor (mean of 3.47). The
product subfactors which affected the purchasing of hydroponic vegetables at high level included
the existence of price standard (mean of 4.01) and the presence of clear labeling (mean of 4.00).
The distribution venue subfactors that influenced the buying decision of hydroponic vegetables at
high level were cleanliness (mean of 4.29) and variety of vegetable types (mean of 4.12). The
market promotional subfactors which affected the purchasing hydroponic vegetables at the high
level included service speediness of sales persons (mean of 4.22) and the ability to look after the

customers (mean of 3.98).



