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Abstract

This research has objective as follows 1) To study about demographics factors
affecting purchase decision toward non-toxic vegetables of consumers in Bangkok 2) To
study about Marketing Mix that affecting purchase decision of toward non-toxic vegetables
of consumers in Bangkok province 3) To study about consumer behavior factors affecting
purchase decision of toward non-toxic vegetables of consumers in Bangkok province. The
amount of population is 400 persons toward non-toxic vegetables of consumers in
Bangkok province as frequency, percentage, mean, SD, T-test, F-test and Multiple
Regression Analysis result. The result shows that the most of them are female, age 25-
35 years of age, status single, education level a Bachelor's Degrees, most of them work
as officer, income between 10,001-15,000 baht per month.

Demographic factors: sex, age, status, education level, income not affecting
purchase decision of toward non-toxic vegetables of consumers in Bangkok province,
occupation affecting purchase decision toward non-toxic vegetables of consumers in
Bangkok province. For Marketing Mix factor Product, Place, Price, Physical Evidence,
People, Promotion not affecting purchase decision of toward non-toxic vegetables of
consumers in Bangkok province, Process affecting purchase decision toward non-toxic
vegetables of consumers in Bangkok province. For consumer motivation that affecting
purchase decision of affecting purchase decision toward non-toxic vegetables of
consumers in Bangkok province are not different, statistically significant at the 0.05 level.

Knowledge or findings from this research It can be used as a guideline for
entrepreneurs and those interested in the grilled buffet restaurant business for use in

planning marketing strategies to be more accurate, appropriate and more targeted.

Keywords: Marketing Mixed, Purchase Decision, non-toxic vegetables
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