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SONGVUT THIENCHAROEN : DECISION MAKING BEHAVIOR OF THE 
CONSUMERS IN PURCHASING THE HYDROPONICS VEGETABLES FROM THE 
MODERN RETAIL CONVENIENT STORES IN THE AREAS OF PATUMWAN AND 
WATTANA, BANGKOK.  INDEPENDENT STUDY ADVISOR : ASST. PROF. DOWLOY  
KANJANAMANEESATHIAN. 108 pp. 

This research aimed to investigate the factors affecting the customer decision to 
purchase vegetables grown hydroponically from the convenient stores in Pratumwan and 
Wattana areas in Bangkok. The subjects were 400 customers who had purchased this 
vegetable before. They were solicited to respond to a questionnaire and the data was 
subjected to analysis using frequency, percentage, mean, and standard deviation. The 
relationship between marketing factors and psychological factors were also analyzed. The 
results showed that:

1. The majority of the subjects was female (at 69.0%), with the age between 31-
40 years old. They are office workers (at 47.75%), with at least the Bachelor Degree (at 
51.75%). They earned 20,001-30,000 Baht/month for a salary (at 38.25%). They owned an 
accommodation (at 43.25%) and had a marital status (at 54.75%). 

2. The marketing mix contributing to the purchase of the hydroponic vegetables 
was at the medium level ( = 3.10 and S.D. = 0.15). Price played the most important role ( =
3.65 and S.D. = 0.49), followed by product quality ( = 3.53 and S.D. = 0.25) and convenient 
store’s staffs ( = 2.41 and S.D. = 0.47), respectively.

3. The psychological factors attributing to the purchase of this vegetable was 
atthe high level ( = 3.59 and S.D. = 0.26).  The attitude came first ( = 3.66 and  S.D. = 0.47) 
as the main factor affecting the decision to purchase the produce, followed by awareness ( =
4.08 and S.D. = 0.47)  and learning ( =3.39 and S.D. = 0.45), respectively.

4. There was no relationship between marketing mix and psychological factors in 
making a decision to purchase the hydroponic vegetables. However, only price was lowly but 
positively correlated with the psychological factors (r = 0.101) with statistical significance at 
0.05.
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