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Abstract

This study aimed to 1) investigate the demographic characteristics and purchasing
behavior of organic dried rice vermicelli consumers, 2) =discover opinions on marketing
mix factors important to consumers’ purchasing decision of organic dried rice noodles,
and 3) analyze factors that affect consumers’ purchasing decision of organic dried rice
noodles of Sanamchai Khet Organic Agriculture Community Enterprise, Chachoengsao
Province. The data were collected from a sample group of 144 followers of the Sanamchai
Khet Organic Agriculture Group’s Facebook by using an online questionnaire via a Google
Form. The data were then analyzed by using descriptive statistics and binary logistic
regression.

The study of the target consumers' demographic characteristics revealed that
majority of sample group were female, aged between 50-59 years old, working as company
employees, holding a bachelor's degree, with a monthly income of more than 50,000
baht. Regarding consumer behavior, the result exposed that most of them bought organic
dried rice noodles through online sales platforms, such as Shopee, Lazada, and modern
trade stores for 1-3 times per month on average, and spending less than 100 baht per
time. The reason for buying them was because they were convenient to cook, and it was
local food that they preferred to eat. They received information about dried rice noodles
via social media, such as Facebook pages.

Regarding the study of opinions on marketing mix factors important to purchasing
decisions, the study exhibited that consumers give importance to the 4 Ps marketing mix
factors (Product, Price, Place, Promotion) at different levels. Most of them prioritized the

product first, followed by price, promotion, and distribution channels. When considering

fl



the product sub-factors, the results showed that consumers give importance to clearly
the display of the manufacturing and expiration dates, along with safe quality products
and received certificate from the Food and Drug Administration (FDA). As for the price sub-
factor, the result indicated that price must be clearly displayed on the packaging, and the
price must appropriate with the amount contained. As for distribution channels, there
should be a variety of distribution channels and home delivery services. Meanwhile, the
promotion factor exhibited that sales must be promoted by presenting nutritional
information about the product and providing samples for tasting to allow consumers to
test before making a purchase decision.

The analysis of the 4Ps marketing mix factors affecting buying organic dried rice
noodles using Binary Logistic Regression indicated that only the product factor had a
statistically significant effect on purchasing organic dried rice noodles (p < 0.10). Other
factors, including price, distribution channels, and marketing promotion, did not affect
buying organic dried rice noodles. The study results are essential information for
community enterprises to plan the production of dried rice noodles to meet consumer
demand, especially the marketing factors relevant to the product by taking the provision
of clear information on the production date and expiration date, the quality and safety of

the product, and the certification of standards from the FDA into account.

Keywords: Keywords: Dried rice noodles, Consumer behavior, Marketing mix, Factors

affecting purchase decision
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Kotler and Amstrong (2014) ﬂ'ﬁﬂﬂ‘b"]Wﬂ@ﬂﬁillﬂ\l‘U{LﬂﬂWWIWUﬂﬂqﬁmaqﬂmiﬂl‘UﬂﬂﬁﬁlL‘VW]
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Kotler and Keller (2012) luwnangAnssuguslaa (Model of Consumer Behavior) Foly
ufausagdlaiviliuilaafineusdonis sufunssuiunsiadulate TneEuannisgnnsedu
9ndsnszdunelu (nside Stimul) #3edsnszdunisusn (Outside Stimul)) garudnAnyes
HUSIAA (Buying’s BlackBox) azganigiindnszuiunisandulavesduslaa (Buying Decision
Process) %uﬂizﬁﬂQU%Iﬂﬂﬁﬂﬁﬂﬁ]sﬁjaﬁuﬁ’l (Purchase Decision) fsn i 2.1 luinang@nssy
AUSLAA
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A 2.1 lanangRnssuguslaa
U1 : AOMLADS LazlAaLans (2012)
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23.1.1 Asnseumenisnain (Marketing Stimul) Wudsnseduiidnnisnainaing
Fuan Fearildruieadesiudiulszaumenisnain (Marketing Mix) Lt 1A $1A7 Y9N3
1NN NITAETUNTVNE

2312 %qaazéju?ﬁu 9 (Other Stimuli) Lﬁu?aﬂizﬁuﬁﬁfﬂmwmmiﬂmmmmuqu
16 19 Asnsedumaasugie sumalulad n1slos waskinmsssy 1udy
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232 anwianiinAnvesiiuilan (Buying’s Black Box) Wisuaiioundesiiiguanmie
tnnseanliannsansuld esnniidnswainandadenisiuinine uasandnvuzved
Auslaa fadl

2.3.2.1 39 INe1weaguilam (Consumer Psychology) Usenausie 5 Usewau
- m39sla (Motivation) Wunsairsasnszduiitelifuslnainanudesnis
Tngituguinnismanazdoninamiudila lunnudesnmsduiiuguvesuilnaifionussgdled
ANUITONBUANBIANIUABINTVBIRUTINALA
- m33u¥ (Perception) iudunaunisdu wasuvaniudeyavesiuslan g
eilmnuwanaiuluusazyana uliiazegluanunisalifediu
- matdeug (Leaming) asiiintudlofuilnaldsuuszaumsnifuinntu ud
\NAn1siseus LLazLﬁmm5Lﬂ?iwuﬂawq&maﬂumﬁaﬂ%u’qffmlﬂ
- 91310 (Emotion) uenmilaannisdndulalagldivanauas n1snevaues
VoI UTLnAIEIAULANA1 T UAINANIEVRIRTUALAZ AN ANENAIY ATIEUAMTEAUAIUN
Ussion o1l lnaineusAnatila fud vieidnaushiladiuty
- A1191 (Memory) {ustamvziinudily 2 dnwue laud anudilusses
&u (Short-term Memory) {udnuaizvasdoyatan uanidlofuilnaldfudoyarmn vio
Iesudszaunmsaiannmsldam axgniufinumiudiluszezen (Long-term Memory) datinnns
panaazeainsnssusliuslnaansaandlunsdudviedud Wislianaudluszozen
5]
232.2 Audnuuzyes{uilana (Consumer Characteristics) W udnuwnzi le¥u
§wﬁwamm\nﬂﬂﬁlé’aﬁhm el
) Uademedansssu (Cultural Factors) Hudedeiifinnuddyuazdima
mawqmﬂﬁimaqmﬂmamqmm 3&1&LﬂGﬁl'lﬂﬂ’]ﬁmEJVIE]GWI’NWZ]G\ﬂﬁﬂJmﬂ‘Suaiu dunenfiuin 1wy
A Tausssuitugiu (Culture) Tdud aﬂwmuuawmﬂulmawmmmmamaamEmaﬂu TausIsy
nauelan (Subcultures) Faupndrstumuiiugtunsgiimans wagiugiuanged Ssazumnsnann
nauduluinmssTIAeIty Wy Fowd maundudu uasdudiau (Social Classes) 1lun1suts
aundnludsnundussdugusiuandaiuei inasinisine endn udu
) Yademedanu (Social Factors) Wudadeiildsuainnislddinusdriu
FalizvEnanmnansuaznedeuronisindulade Usenaudis nquseds (Reference Groups
ATOUATI (Family) unummsdaau (Social Rules) Lazanugveuslan (Statuses)
3) Jadudruynna (Personal Factors) lawn 81guag393597m (Age and
Stage in the life cycle) ;ﬁu‘%‘[mﬁﬁmqsﬁqﬁ’u %ﬁwqﬁmimmi%aﬁLmﬂsmﬁ’umuﬂizaummi
warn1zSeusluofn uenanisuuvunisduiiuTinuazamuen (Life style and Values) fidiuaste
ViruaR waznginssuvesuilaalimioudu wiiduslanazunaindiaunaz Sausssudeaiu A
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o19vwiingAnssunislinfiumndnaiu uviaiinmuawidn (Core Values) Fofimunfinazaruide
fintiolimiloutu
233 ﬂizmumié’mﬁﬂﬁasﬂaa@uﬁm (Buying Decision Process) Usgnausig 5
Fupou fsil
2.33.1 n3¥udaym (Problem Recognition) Aetfugais uduveanszuIunig
dndula Taoiifuslansuidym vioaudesnisvosmuies enainainnisldsudnszduain
meluideneuen wdmereumnaudmiauinisfiensvaussmnudosnsdenidym
2.33.2 m3fumdeya (information Search) ieffuslnasuiistiym AoziBudng
mMsfumteyaifdfududvieuing Tnsazdumdeyaanuvasdeyaiivannuaisiiieliilsdeya
filisanasionisanduls Kotler and Keller (2012) Ifuiasziuvesnisdumdoyaidu 2 sedu
Loun
1) M3AUMSEAU Heightened attention fe fuslaaldanunerenuluns
Aunndeyaroudnsies manunasdeyafiiidldieniedudeyaifegnanguedudivie
UINT Ly
2) MIAUMTEAU Active information search fia fuslaaldaiuneigy
Tumsdumdoyauniu 1y nisaeunuainaudin mamdeyasaulal vidensdnluiidudide
vinaesuaydoyaiafuAuAL AL
2.3.3.3 msUszlluniadien (Evaluation of Alternatives) Lﬁaﬁum%’agaﬁau%’aa
uds Juslamaziunisusziiumaden Tnsthdeyadile andmuanasinisiiansan ng
Wivuiisuted deide uazmaudieuinsfinevaussnufeinsvioaunsauitymiianian
2.33.4 mafnaulaie (Purchase Decision) levin1sussifiumaieniFouosudn
fuslamagyinnisinaulade Welrldindadudmieuinig
2335 wofinssumdanisie (Post Purchase Behavior) fuslnaagl@suszaunisal
ndanlunarldauiuazuinisnd fuslarazdsufiunruioelalududwiouinig dadu
pouiitnnsmanazdediaruddyifuanufimelavdinsdevesiuilnaame iesnanudis
nelavdinstovrdmarnonisinauladendadaluvesuilan
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A 2.2 Taea 5 Tunuvenszuiunsiindulavesiuiing
47 : PEALARS WAz LAawes (2012)

234 mifndulaife (Purchase Decision) Wudunougaievedumanginssuguslan 4
azdndulalulseidiu n1sidendum (Product Choice) n1sidonns1@uAn (Brand Choice) n1siden
Bgfuw (Dealer Choice) Usinalunisde (Purchase Amount) nalunsie (Purchase Timing)
LaN5UNTERU (Payment Period) 1udiu

2.4 wuIAANg s duUsTHINITRAIN

druvszaumsnainduind osflonisnismaiaiiesdnsldlunisujdiii enovausaniny
Fosnsvaanguiimung McCarthy (1960) lduisfanssumsnsnataeenidu 4 nauiluansaiy
158077 4P’s Usgnaunieg winsinei (Product) 51A1 (Price) ¥09M14n159AMMU"Y (Place) N3
daiaiun1snan (Promotion) fas1 Booms Wag Bitner (1981) éfinsufuusaiisifudnyszan
N19NIARINAINTUTINIUINT Usenaunde Uyaaa (People) NS¥UIUNIT (Process) Wazau
nenN (Physical Evidence) Asal Luus (2559)

duuszann1snatn mnes mstidud fnevausinudesnisvesgninguitimineg Tu
seiisensuls uazguslansoudiomsizAninduel saudedinsdndimung nszaredudile
aonndastunginssunsdenn ilelienuazmnuignéidesauneneugsdlaliin ruvouly
AufuaziiangAnssy egsgndesiifonin daudszaunisnain aatiml ndane (2562 §1991n
WS J9WUUNT, 2553)
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A58 WINIUS (2559 819970 TTes WAdYINa wazang, 2550) lalinuningves

(%
)=

iespsloduuszanvnanisnann P’s eazideadail
2.4.1 sundnias (Product) udmieuinig iudsiilausvioiiionsvaues
anudeInsvesnguthming useenilu 2 dnwvauzde wansumindudesls (Tangible Products)
WU uA1(Goods) Lazdunedlila (Intangible Products) WU n15U3N1S (Services) AINUARA
(Ideas) 1udu & eudnFneiiUszaunnudusavsdedisuuuy dnvae AanIm ATIMILAINL
Aoinsvangutivang
242 $usia (Price) Tandeindudsirmunnueivesdudmiouinislugy
YDIIUNT Lﬂumam‘waausﬂummmnLﬂaaumﬂmimmua mwmsfjmwmmamamimvmm
1101 1 nsmimAdeuzaniuduy Aaunsalunsteresnguiimineg uardunadon
Juqmenisnan Wy quasiu nguinetetsdusineg Wusu fuilaregshnsiieuiiousia
(Price) siosdnefunme (Value) fldsuanndudviouinms sauramslvidiuansiainisimun
souMstsziu warnslfasinnistissuunduilonde weviliuslnadnaulatodudnie
Uimslédedu
2.4.3 futowansiadine (Place) n13dndnue WWunszuiunislunis
\ndoudhedudvieuimsnninanlugiuslnavidenanatimineg Tnsazdifanssudiieatos laun
Msvuds Msadsdud nmsifuinwaud msuinisaudiaande 1Wudu swfenisiedeude
Auduaruimakiuaunaeviewev eldsdaamineaudatey
2.4.4 FUNTELETUNIIAGIN (Promotion) N13ANLETUNITNAIANT BN TAUATY
nsdmne Wunsindedeansnanismatnseninafuieiuddeniogndngudmanelasd
Snqusrasidfgiiefiounnunssdr udainamstegdaliiAnmnudesnis Usznoufefanssu
winitandey 5 Aanssulaun
1) mslawan (Advertising) Lunsudainauetoyay a1 sn19ved09AnNTwaY
wanSaumlaesiude 1wy ng nevimd wilsdofinst dnvans Wud
2) nsvelagldnidnaiueie (Personal Selling) LUumiLmsunmﬂamaLLavm
Tansmaneliiinnisdoredud Tnsdunmsiadedenefunuundyminssninsviowasdie
dielaunsndnauladeldiitusasnunanisiasaidesasnig
3) MsdaEiunisue (Sales Promotion) uAanssufitrensedulifiAnainy
aulanaasdld viotoduduaruinislutiinaiinnduuaniiiu Tnserdeianssumienisman
#1998 LU N15AATIAN NITWANVBILANVBIYITIE N15HINAYDY N15lndela nslvidiuan vie
msuandedudfiveslusafivs Husy
4) mshiinuwarnsuseadusius (Publicity and Public Relations) 1unisuda
Fmasdoyamnumdeulmvieianssusinsqesiants ieidunsairesnmmarivieanuidnda
TifuRansuarAudniinanstuldnaniy
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5) N139181AN19839 (Direct Marketing) Bunefie A99n1anantun1sandnming
wan St el dagnénguidane viengugniamaniddaenss defdesldiunisaas
nansafiannane Wi nsldanmnenianss wanandon Insdndt duweside donszateides de
Avfiant nsdaedudnsiuing viededuq Wy thelawannaruds Wudy

MNMIMUFBULIANEIUUTTAININIRanIsasUliInTussdusznauddy iaumuls
wazdinasiensmmuangugndtuaziuImienisaniugsnefiazussqilinee dmnadaded
ANNdfuazuanan Ul nvE AR Az UINISININE Aundnsiuet (Product) Anu
59A1 (Price) FULBINIINITINAMUNEY (Place) AUNITALEIUNIIMAIA (Promotion)

2.5 WUIRAANISWRAILINENN U L1idd
Wain wanuudl (2558) Luaqmaﬂivmﬂlmammmu uag mamammqmimwmmmnamwm
wildonaiusnuldun uasiianindeundelfisy ildeenddmansenudewrsugia & Frasl
miwmmmamﬂmmwmmmﬂmmﬂiumiquuuaﬂﬂuﬂumamammqmimwm
2.5.1 MISWaIUIRAAAMEl (Product Development) #1889 n1svinuandasilng w3e
auinlminfaudnuny waznsmevaussnNfiosnIsgnmAnIdy visenaduddysidlsainnis
T¥nnug mnuAnaisassaniinulsslovidodsnnaziasugia Jenuantidfyvewan s
Tl (New Product) pasilsietl
25.1.1 finsssuviaduendnuel (innovated Product) Aewdundnfauifidanwes
L.mﬂﬁmmﬂmwmaguaa ﬁa'mWiamauauaammmaamimwsam’mmamﬂﬁmaqmaléf
2.5.1.2 NARAMUNIAUTANWULUANANAINHAANUTAL LHFIUNTONALNUNER T UNLAL
#38in15UFUUTe (Modified Product)
2.5.1.3 wanAalasuLUY (Me-too) Anumanede undnsueilndveseannsuaini
dmsunanndudnii
anudsvasdlunmstiauondafusilnigvemanntu elindndusilnlaiieiuis
walarfiugnen ﬁw?{uﬁ’]ﬁﬁﬂmquq LRSI BnvTaEnInTaaderuldUSeUNIaNIIRaIn Bae
winwadananil Sududesldsuarusudiennyninelussdnstug fafunsdnaulalunisia
WA LT IReIENITRTNDTadeAD
1) msAumazUsellannuan
2) nsidenwundaiienawRanSuaTlug Tiderndudsdfniizaisliussaunad g 1915

o
¢ A

sumreadunsfvuslusunsunatn MaausraAnSusiiienagounatn warnsuNaRSued
7109RA0
2.5.2 LLmﬁﬂmﬁﬁmmwamﬁ'zusﬁ ﬁaaﬁﬂiuﬂauﬁéﬁmiumsﬁmmﬁaﬁ
2.5.2.1 gnen ﬂE]NVIGWWIE] %amﬂuﬂ%uu N3N AL AN Faandnazdu

Y
[ |

nisuAuTAluNswE LA L Al et ldusslonilunsiannansasigiosmann

Y

&
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Fedufifendosiuiudiosinisinmsszuuidielfldundeanudn Jgm arwdesnisvesgnén T
1198A8N1581539d8Un U LAEATY (Direct Customer Survey) N15La8ULAE9AH (Projective
Technique) msanieymuuungu (Focus Group Discussion) nM3sudaiausuuzmsouAnLiiu
( Suggestion System) LLasmiLU%ULﬁaumaﬂ1iiﬁﬁwémﬁmsﬁﬁﬂqﬁuﬁqﬂﬁﬁﬁaaﬂwi (Perceptual
and Preference Mapping) @slun1sujs@nisaeuniudymindnsusisgvilvlduuiaalnalg
WnnINsaeUa A TuNER STl

1w 1%

2522 §indne (Distributor) LWasiiesumduny ssduunasiifnseiugn

Y

2

[
Y

Tngnse iluwnasszuieausdnlis viewlwadymvewdndue vio1veianis Auludesd
wadlelunisdeans duniwal igndfeauasddmneinfuidnd e

2.5.2.3 guisdu (Competitors) nslsndsdoyannnisdanaguistureaionisi
vhoglsludrAsinsiaundndsilvi msaununasuanugueingAvlsiiuguaadu nisih
fanunaiaduredu landud@olunannuasdolishly msthnagndwansusilndvosgudedun
UsuiAey daudadvinitu Adedndudnmeiidvesiansiaufumls

2.5.2.4 wifne1uv1ev3eunur1evesiants (Salesman) faumaiifedny
wiinauvesians fieenmanafiofndedeans waneiuite vililddnasiidanses enaasieis
mMshsgnunsoenaan Mdanauaztuiin fadimesiansenaasdeiinisnszdulviniinay
efifianssy Msvhaudumsausiwmnuanlmlg Merfuransasinniy

2525 mmmmiimum (Upper Management) AuAAATuNEaSuilv 019
LIS widesinnsanuuiiuguiiideyafifieme HanuifeuariuilinruAndiuain
gﬂmmﬂuumm ma;ummsnéuaqLwalﬂmﬂmmfmaama

2.5.2.6 tnineemans fUSnw1 viefileavgy nsdiiinanmsveduindidmaia
Fudou Fedndudosodeiningimandvinnsiteluviomeassesiiinnsgiunou vieo1aagld
U3msuiEmiidaseiuneuinsmaiunsidonseane ey lusunulawanidudu

2,53 ASTUNINAUINEAS 9
nsWawnaasnuailug (Product Development) unseuiunisfiddfiszdaady

TAnnsAvlaLazenseiuvesesdns deilildFosiefsUssauamnudni dedoseofoannus
n3EUIUNIS sinwzuaziadesle ielilinanfusifinswmiunudesnisveagnin wasiitalama
y953Ra Bal 3 seee TreaviBen 6 Jumeunumsnedl 2.2 dumeunisWamnnSuelnl &
LARITIANGS 2.2

‘sl gj v a o 1
A15197 2.2 TURDUNITWNAILINER S LAY

>
[

P14t VUNDU

1.AouN S 1AURBUNIMILIANLARFBITIAUTEAIRNTALRNIN
usreesausiunufn AoansHaniagiozls ndudmineuuiniudn
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dl gj v a L 1 1
A15197 2.2 TURDUNITWAILINAR S AL (nD)

Syuy YUY

WAL ILUIAR g19ua1nannelunarnneuenesdns ArsdAY
naINMany Lﬁaﬁwlﬁﬂé"uﬂsaqslﬁléll,mﬁmﬁﬂduLﬂﬂLLaz
Tonuszasdunigaitolildnssaudasnisuazam
Wanalaguslan

2 WA NEn o 2. TUABUNITATILUUTIABINIGIND LU THRIUN
WussozihunAnndnidunisms | nagndnieniseaiaiwwianzsdimilufiamslnulauag
gaRaloNauNEn Sy fnsandiudosun lassairenguthmanensimue
AL 59A1 F0aN19dnng ngedumatinaiu
NNINANALALNITHEY

3. fumeumsiaLHAn S WunsuAaildn
Warnwandusi ol vEUsnasusRmihave swdnsias
mMsthiauendnfusifioiaiiedsamiianela

4. SumuNIVRFEUNAN Jumsihwdndndignainas
demuwiltiuenueaienufmninssunisteruilae
myasounuds luiuneutondnnudiumsnain
WaLNIILEY

3. ARINTWAMUINAR A U 5. fupounsinsiving Wuduneunisuanegrafiud
AL URT R el iun SRR LAZALAETN

6. FunoumsAnauLazUssiiuna Wunsiiudse
mufiamelandsannsudesdufgnain titetun

USuugamaninnasssely

i - wa¥n wonwuel (2558)

5.2.4 195TINKNAAAUN
Armstrong and Kotler (2009) na117117935%3anARA w9 (Product Life Cycle-PLC)
fAeUsziinmaasaivlnvetwenuis wazilsvewdndaraunsauteondy 4 Junou fe Tu
LUgUN, Sﬁgum'%aglﬁuim, SﬁgmﬁzylﬁuimLﬁmﬁt,l,aséf?umﬂsil’w Tneilseazidondannned 2.2 2995730
WA Auet Lz 2.3 LaneasTInnan S
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JURDUIIATTIN
NANN N

sneaLden

1. YUbUZUN

Wugasinsiasyduladn inszillesannduaniiasuuwugindsll
3, Ay v 1 ' (Y 1 o
Junidnlunain desamugasisanuiglias deldfinnls

Id 1 PN a 1 < a o ly A
WU NNYDAVIULNUDYNGTIALIY NﬂWIiQQLLWUQQJﬂWiaQnUQQ

2. TUASYLAUlR
3 U

- duasaiuTadiud Jurrsiivenmefinduludasianasiewiondnsasilszeay
ArwdnSsogafuiiuds rutadutilsgeanduiu uid
dindsvegBus dedudosinagndnsune

4. Supnen Hurnsiisenvivanauaziilsanasesseiios inszudnsia

Lidundasnisvesmaindneaaly

= =
TuTandulacia

:
Tunfudula
% Maturity

Introduction Growth | Decline

cospe

goavion

s

a

o aa a o ¢
AN 2.3 1995TInnERsT
U7 : Innus g 2560

2.6. WUIAARANNITUAZNISIEN1TIATIZIRINNSanaeadaRnd 1S UNISIVY
g5 lneassal (2555) tanadfis wuidandnniswaznisldnisinsesinisanaselai-ada
dm¥umside fiaguanseddny
2.6.1 AMUNNNEYRINTTAATIZENSanneeladaRn (logistic regression analysis)
nsAsIEvnsannegladana (logistic regression analysis) luwmAlAN1TIATIERERAT

AN (qualitative statistical techniques) Tuisaavesdeyanfuusnuduimuuadnunin 39

2 I Y) a o a ¢ as - N a ¢
Ao WuimUsBnguiues nsiasennisanassladdauuadu 2 Ussan fe (1) N153AT1e9

nsanneeladafand (binary logistic regression analysis) Wy (2) NM5AlAsIERNIsanneeladana
WnNax (multinomial logistic regression analysis) N153LA1EN150A008 laTafang 2 Ussamn
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uandnafuludusuusmu Inefinnsieseinisannssladafavildiufuusmuiuiseandu 2
naugey (dichotomous variable) & 2 1 AefiAfiu 0 AU 1 Wu nguiidivenisaliungudlais
wansal drumeneiladafauuunynguldiu fuusauifsunnndt 2 ngu

Faen Mivddyen (2549) n1siinsenladafedidmmnefde wWevihuieloniaiiaziia
wansaifiala Sefdedudsinas Taserdeaunsladafediadredu mnyaduusrhme (x's) 7
fifeyaifumudsiidoyasgluseduang (interval scale) iusgstion mnifudeyaidanguazdos

U
1

wlandusaudsnd fifien 0 fu 1 new Tnefisswinsiulsvhweazdesdanuduiusiusi Tngld
wneuaian rladiAu 0.65 aldinausives Burns and Grove n3aailtinadsivey Stevens @1 r iy
0.80 s‘ﬁqﬁwuﬂﬂLﬁmmmé’mﬁuﬁ‘ﬁquw‘fﬂﬁl,ﬁmﬂzy,m multicollinearity wazlun1silAsiziazdes
lHuuIAF108719%50 N UINNIINTBVIAY 30 INT8ITUIUAILUTVINUNY
2.6.2 dngUizaeAnITIATIzAnIannaelaldana
g5 lnessnl (2555)Mslnnzinisannosladafa TingUsvasdlilednunin dauus
Sasevtemuusiunglathefianunsoeuneiiuusinasi@ulsay) Sadusulsnindeduls
wnay Tngenmaziisaiudlymassnsinudel
1) fulsdasglathsiiannsnldesuislemanisifninnisaivdenslifnimnnisal
Faulanusulsmuvizesiuusinast wiouidnwseiuauduiusuosiUsyhuneusazn
2) levhunglenaiiazinmnnsaifiauls mnaunisladafaivanzay lnoidonsi
wsimnzauiiovhliivesidudvesaugniodunisviunedisngaan
263 Yonnanlasiunsinssinisanaasiadana
nslmseinisannesladanna ifennandodiu il
2.63.1 fhulsdaszvdemiudsiune (x's) Wusih uusfiseiu deya oglussuudas
(interval scale) Luag19sn nsalfiduteyaidanguls uandusauusvu (dichotomous
variable) 78l A 0 fu 1 wiifu dhusuusinasinie fudsmunsainidunsinseilads
AALuuN? (binary logistic regression) a8ANYUA 2 A1 A 0 AU 1 @IUNTWAITILATIEN ladann
WyNax (multinomial logistic regression) awmwummmmmuﬂammmLLiJiLﬂzuem
2632 mmaammm’]mmmmaaumuﬁua vizoliifauduiusiu tufe e = 0
2.6.3.3 mLLUiaasulmmmamwuﬁﬂwﬁa laRadym multicollinearity Aagn 2
ity (2509) Matlaeldinuianuduiudindousumsiieseinisanoesny Tasdldinmsi
999 Burns and Grove (1993) agld@n r laiifiu .65 wagalaineust 984 Stevens (1996) Taie r Ll
LAY .80
2.6.3.4 MTIATIERNTaAn0eladdaRAIzAoltIUINAI0E19 N UINNTINITIATIZH
nMsanneewuuUng tnearlduunadiegaridu n = 30 p Inefl p fie S1wausuUsine faen
NivdUnyw (2549)
2.6.4 Tuman1saasizvinnsannaaladafiani (binary logistic regression analysis

model)
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luwman1simsizinisannseladaiani (binary logistic regression analysis model)
dmsunsaldausiuwie 1 @2 lun1siesiginisannssetnedne (simple regression analysis)
aumsfiansauduiusszing x fu y aweglusuBadu il

y =b0 + blx +e

AUsmuvisedalusinae (y) & 2 A1 Ae Lidiawsnisal (y = 0) visaiinwgnIsel (y
= 1) farudiiudtuiuusiune () b oglusudadu Vetmmeduusmud 2 d1 fe 0 fu 1
Fadululildfenuduiudazey Tuguidunss mnamduiusseninadudsimng fufuus
nevpInITInTeiannesladafa lidusuideduy uedinisusulinnuduiusivodluguida
1 TugUuuuves odds 13 odd ratio odds %38 odd ratio vsnefs Sad senindlemaiiaz
Aawmnsaiiaula (y = 1) Aulemadiayliiiamansaifiaula (y = 0) vioagld

P, (Tomanmmgnizainaule)

odds =—— - W >
Q, (Tema himamansaiiaule)

A189 odds azuansislonanaziiamgnisaifiaula Wuiwinvedenaiazlsiiin
winnsaifianla 1wy odds vesnsleuwSen 1 Afuninfu 05/0 5. = 1 wie &1 odds fiAwiiu
2.5 uansain lomaitaziiamanisaifiawla WWu 2.5 wih veslonaiagliAn &1 odds flduvinty
1 Temafiaziinmgnsaiiaulafulonadiazliifinmgnisaliaulamindu dufe & odds ddn
1N 1 uansih TenaftesiAamenisaifiaulaifunnilemariaybiiammnsaifiauls

dmsunisvhwee y i Py lunsiinszvonnssladafragldaunis

Ebﬂ —b] 8 e .—1:!]1 xr

Py = 14 Eba—b]x]—...—b],xp

aal . . . PN ° [ a ¢ a vaa
M35 maximum likelihood Tuaagiinisvitunean y lunisiesginisanassuniagleis
least square MNAUNIT y = b0 + blx1 + ... + bpxp (fag1 MnidwdUywn ,2549)

2.7 Famiaguvuinensdunsdauiudeiun Jamdnasdansd

TawRmgursununsBunisauudoiun Taouiids wefl 60 v 6 Trusneuns duadeieud
guneaunden Jwinazdans Wu 1 lu 5 Jamtsgusuludineauudain Afuiuilas
nsdaaiuNINARAYRBUNIS warnsUTsianIsanAnd 1 Buridnsuasas Bnviadusiunuy
Tuilufunnnang Yusen (@insunasmunisadiaaiugunm, 2560uarludnuidsunuimues
Fawia Adimunsdnlaedanszuiunisiseuslugduuulsasoununsdusd litvesinsvse
diavlaiferfuszuuinunsdun3s fanwdt 2.4
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A 2.4 AanssuiSeuinuwesnazindnwmanidunalulagnszasuinadnnammsaanse U
N1 NINEBVLAINUN (2564)

Tnednguszasdlunisnedadunguiamiagurununsdunis ioduaiuliaundn
Usudsunmsviinunsuuuiiy gszuunsiunuasduniefsinudaiu ieaiennuiuniny
omswazelaliifuandn Faillassaivesdnanguilusznouseusesiu seaUsesu lavyms
wi¥adin uaznssunts Sandnugndmduniddiuau 114 1o vuiiuiisan 222 13 naUsznaunis
AT UNTITInUsTINM 65,504 AlanTusiel ananeiuddniugaldun 118uniduzdung
uzdlug) uxd 105 wardruniead Wudu seinistuiinisnssuiunmandnguuuunensdunid
lafinsvesuseunasgununsdunsd D uuuiasinnelurengy 2Nmsvaeususean
VIIUNBUBN UaE 3NTLUIUNIATINEDUTUTBMULAING LokA nsgIuaniusinunsduvsd
UIYIA (International Federation of Organic Agriculture Movements %38 IFOAM) UIMIZIU
\nuAIBUnIganninglsy (Council Regulation (EC) No 834/2007 ) LaglInIgIulNunsounie
kAN (Canada Organic Regime: COR) Judu Inedl
Uszinmuaznsininmiienandndunsdvaangulaun

1) Uszianituin waldl an fanmil 2.5 AanssuiFoudnuvesauzin@nmanumalulad
NILIBUNANIIAUNNTAIAN T U

2) Uszavdnuasnansaeinindn nmanguagiudedndunisanaudnlungy e
Usziusian wanhuwdssuilundadasiuusgdvesngudminelaundaslugluuuly
U399 WagUTTIed g Meldnsdud “inunsBunidauutelun” auniwd 2.6
HanduaTILUTTUIa MR TN YR TBUNISauuteLn


http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=OJ:L:2007:189:0001:0023:EN:PDF
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A 2.5 Anssuiseuinuvesnuztindnwmantumaluladnsgaeuinanangm
N3 aAnseUs
N1: ANANBVTAINUN (2564)

. S S
A 2.6 wanduadLUTIUIaMRIgusun YR U dauudeiun
W7 : ading gassuuNdined (2564)

edosmansdasinnennaeiia 2 Ussimiu 16ud aniufivhmandu saiatn audn
naesiin ddigndusydn uazeenynamuLansdud ey Wudu venaniviengudsdinisman
wanAueinddyneatunduiites fevusduduanayulns uidededinsununmeuuiy
wuan wasaundoulusiunisaain vilingulianunsavenefanisle

el e1uiTeves ading arssuudned uazanz (2564) 391 uuIMIsNTENTERUTslY
ANANgIATIUTIIA IMAvE A mAILTURd Ay TR HER ATl ead syan i
Fadundafusilnifmnangddyguasiannaneiudeanisvesmann loud vusdusuua 9
anunsaimudundndasidusuuiiunismegeunstuanguslaauadldaunsadimingluids
wm%ﬂlmLummmumaqawuiumﬂ‘[u“[aaLLaumssusmmmmumimam agalsnA n1svindu
yunFusuwiaiiedgnainiu ssdosiunugsiananandn manain wazn1siiu Immimuma
nsUsuUsanuiinanlildunsgiu nuiasfonhaudsennudadiuresiuilan tietan
Usuuswansnsiliaenadosiuanudesnsvestiuslaadmng fanmd 2.7
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.ﬂ’]W‘VI 2.7 ﬂ’]iLL‘Uﬁi‘UNﬁ(ﬂﬂm‘ﬂLLﬂQSUW’JbLi‘EJLU’eﬁi

2.8 UIBNNYITD9

v o Aav o

FATU LAY I UmUIdeA e et dunseuknAnlunisTe sl

Y
4

2.8.1 vAdpiiiendesdnuvasuszvnsaansvasfusinavuniusuusiednndunsd

NnnsUMUATeRAe MmUY Jieves nsdl wdiius (2559) Adnundadeidma
sonsindulatondnduriinuaznaliuussuanaesi wuiinaiunndsdssardenisdnaulate
wanfausiinuazralsiiussunsnesd Jeenaidesaindufnesfuissensiinisussmduius
Frunmsthgaguain dantladediu o1y msfine o1 wasmelddmasenisinaulatondnus
Anuaznaliulsgunsinesailiiaiu

Tafwgn uasen wazame (2563) Anwitadvdulszaunsnisnanauasussyslaiidnasse
nsinauladendnsusinunsduriduesiuilnaludmiamesysel fvuindiegns 390 518 wud
Arounuuasuaudnivgifunarsfinouuuuasuanuuuanddiiiuiduediauaulaly
HanAuainwnsBunIdunnIdvgdudminmesysal

wudnuAderes 370 A uay gn1R Sunedsiug (2561) A@nwrdladedidnasie
nszvumsindulatedudinussuuindeddidnnseindvasnguuslnanananizngy 2903
pauLUUABUNINY0N Ui lnaTad oA udanigng ukuwdeg Sidnnseddnd luin
ngaMNLYILAT UaznguEldnudumedide Siuam 400 au wuilladbdnunzdszsnsmans
mmamamumumimmauiﬁﬂuﬂmaaﬂezjaaummmmmimLawwmaaflmaLaww ¢fueny danasie
nsndulade adunounisde duniste LLausuumwaqmi% muuslumsﬂiwsqmiwwm
Audnmsagimuliinsounquyndorgresnguuiian Snvisnuiteves By

fufiny A3quUn wazass) agngaawn (2560) dnwiadesuynanatidiadensyuiuns
dndulaodudnaindiududnumu wuineny seRunisAne 013w $1eld uazanuam ey
fnsrvunsdnauladendeduiaind uduanyuruunndiety fwandiiduidnvurdiy
yanafifiauvainuateasl Uuuunsruunsinauladefivainuansunnsnatumuludae

-

[

Ael JUsENaunsmsfinyiniuneen1svesgnA i danuwazuand1aiy ieiauedualingg
fuANFBINITANA NN TGN
Jiayu L (2019) Anwinsdnaulaidiendenalduussvestdnveaiietiuly Ymindesluy

71U 400 AU WUMSBEAUUTEYINTAaRsYRtnviBuietv TN P enalluussulne e
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NYIUNAY eI Beoneade 37-39 U dlvgianuninausa nsfnenseaudsaya
713 Usgnevandnninanuuienenyu dgladeinou agsening 10,001- 20,000 UM

2.8.2 ywAdsiiendestunginssuduilnavuniusuntdindunid

dmiu ddeiifnadesiunginssuduilanvuniueuusiedndund nuinnuide
yesdnyvu uiudl uardsis 1isslnyad (2564) fidnwadoideanvgidwmanewgiinssunis
dnauladoomafieguammiousutssmulududanatslivosfuiaelunsummaniuas
nuIUkuuNIATuEInauAanssureI uslnAasin ST s uWisusIAAUUT U B UNTS

andulade TunwTRdeuTIAneudeAuvEell diusiuunsaiiuiinguilnaliaiuauls

D.

& d' = v & | | ° 1 PN &
N gﬁﬂaqﬁqﬁLW@qsﬂﬂ'}W LLagﬂJLLuqiuwﬂg%asLu@uqﬂ@Nqucﬁaﬂﬂqﬂ‘ﬂqﬂuqEJV]a%@'JﬂSLUﬂ']iGUa 1“%&!3

Asvwunsadudinauanuaadiu guslaalinuddyivieds e utwaneainudionu

Y Y

D

Tudue

Yadg# Eddyono and Subroto (2013) wuimgAnssuni1ssuivesguilaatiediuniste
vguiliu Wsansginluduiiwansedeld dseanidusssy nglildrdfaiesnnubes
AoguA mlasuUsEMUULTd

-1u338ves Aadan Ingane (2562) nsalfnwidadeninisnataiidiwasonisdndula
UlaanaldnSideunsddnwiduslaa ludnnedrulds Famdasvys nudguslaadiulngdl

a a = v YV N v L3 Y N a A v URY
noANIIUNAEANWIMAETUIVeyaNBInUAMAIN UstlevlvesraliinSideuiisuiunaldnaluly
pa1nfanliazdsiauwmnndy Gaansbiiuinguslaaiingfinssulunisuamndeyaneunisindula
8
% a a

aa a o ¢ v & ° = o a !
g3 ALaA LLay a‘ﬂ'n@ TAUNIANUS (2561) wﬂﬂﬂiﬁﬂw’lﬁﬁmEJ“VlaﬂNamame’JUﬂﬁ

[ 1

anduladoduauszuumdvddidnnselindvaingud uslaanainanizngy 1nN1500U

[

LUUADUNIY 12U 400 AU wuTmgRnssulunisteAudmiseaulall vesfuilnanguanis ay
Tanudrdyiunisaundeyaduainigdiies lneinn1saumainlusunsuaAum (Search
Engine) wazdedenuaaulal
Jiayu L (2019) ﬁm«mmi(?fmﬁu%Lﬁ@ﬂ%@maiﬂuﬂagﬂﬁumﬁm/imLﬁm?]uiu Janiadesin

$117U 400 Au WU wgAnssunisindulad onaliulsgvesiniend sr9193 uveui
vaasnAuduargUiedinin sounlduiiuazninde Sdeamsiildsudoyanninsiminie
Ay Fodinuealarl Tnsveudelimuewuasiuresiin fewmnadundnfusiffsslod 3n
faeutonsiaudlng wslunsduiiiuiiten sausnaniign
2.8.3 ywAdsiieadestuiadvduuszaunismain

Msnumn NudseiiAetesiutiaddiulssaunisnaranuin wamsiaad 3o uay
Ay (2561) Anwniladonanadunansnsididninadensindulatendnfaeiuussuandrivey
183 vesavnIainNuATAIY MINn1sAeuLUUAsUNLvesuslaaThluinetonanSusiul sy

Pruzdlunguyy 10 wefas 40 Aulpsduiiegruuuledy vesdminuassvdun nuindade
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fiflasensinauladoruniueuuindivennsdinniiaafe Jasedunnfuriidedinisey
A mslaguInig msliang saustedoyandndaet Assyusloniduslonasldsu s
donAnBanuUNTHYRY

patfay InSane (2562) Adnwdadomanisnaadidmasdonisindulavslnanalsmiiden
nsdifnwifuslaa Tusnethults dmiasays anmsneunuvasunuvesiuslannalindiden
Tuwpsnnothulsdmu 400 auwuirdademsrandemasensdndulavilnanalimiidessnn
fanlduntadedundndast diauan azen Uaenansiiy sauvieding omanefusesainu
Uaendt wagsvyunasiinnvioaniuiingn uardadedusan fmnzausuamnm sl
vendaau ddluvazifeiu

339y MiAA uaz anA Saumsditus (2561) Adnuiladefidssadoniszuiunisindulade
duAnrusyuundivddidnvselindveanguduslnanainanignay WuRINNSRBUKUUERUAIN
EZJ’ENN‘Uﬂﬂﬂ‘VlLﬂEJ‘(JE]?{‘Llﬂ’]LQW’]uﬂaNNWUW’]m‘UﬁJE}Lﬁﬂ‘l/li’eﬁmﬁ TUUANTUNNUMIUAT LLamamwiﬁu
muaumasmm 11 400 AU Tienuddieatuiiadonismann Tudureuniste uasdunou
nsBedud wnflanfedutesmenisdming uitidedunisinwanuiudusazdmade
fuslnmnniialutuneundsnisie

Ruenroeng A (2016) Anwndadousegslafiidninasotnvionfisryniulunisindulate
walifeuusisvesing Tnsuvuasuauaniinveaiierrndufiuifiedlulng S 110 Ay nuh
Hadufunisanaiunisne dwarenisiadulatomnigalasaneduds soududiinlusTudy
fonnuneveshndifninauiganwiuldnesuuzihdseslfuaziuouiudug Jeiinasie
mssinaulaléisatu daudusamuhlidsadenmsindulaieimsiziivans i uivesaiiy

Jiayu L (2019) Anwinsdndulaidendenaliussuvesinyiondienduly Sminidedl
$1uau 400 Ay nuindnvieadielimnudfyiundndusindnsduduniian wazdvainuany
sUwuutuast fivauazannmasnndesiu gasmieazaniiuldie undede Snvisildiuan
10 MIuimsuurthAudanmineu dfunsiashlidnvieadledlddanuanfasinndu ms
T¥deviamalniiad Aedseuoaulay violuvandudlulsumaiuluasidiniesfowdes
Soslne ileliAnmunsemiinlun A aud

Sipayung and Sinaga (2016) La¥NNSANYT AIUKALNINTAAINLALAMNINVBINERSTDIN
fidsmananisinduladedny Pandaraman luginaviuille (Marketing Mix Effect and Quality
Product Purchase Decision on Rice Pandaraman in South Tapnli Region) wu21 $iakUsau
Usgaun1esnsnanyniiuUs vadiusn adnsdnet teamnssiming wagnisduaiunise d
Sviswasionsinaulatodatiumandu luanunald Tu South Tapanuli region 11nfida T
ilduonifused wissyiindiludadeiuganmuesdudvninsiauniidni azdsade
nsdnAulad eundumudiy Fefiaenndestu wiansdaad T30y uagame, (2561) inuin
A muesdudnsvinaronisinduled endn fusiuuszuaindivenusd(auniusuuis)
Tagiamznislinnuddgludunuamslasuing dselovdiguilanegldsu annsdnw
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Hadenanniiddvinaronisiadulatendnsusiuusslandiveus dvosnguannsalin wasfisne
UATINYEU

Eddyono and Subroto (2013) WU’J’]?I’Jumiﬂ’liﬁﬂLﬂiﬂﬂ'li“U’lEJU‘”mJi’mﬂUaamLG\E]'i'i o
amamawqmﬂismmi%mmmmmm TesnAetemsdmig ‘Vlllﬂ’]iﬂiuf\]’WEJﬁU?ﬂ mmmia
Fuindoulvifuslnadousnihinntu saisdanusmiefifieuasaanauns miedeiianmia

wiliuslnanduagedidn fusen wuilifinadenssuivesiusine lunisuslnaugnd 4

anudululii savesugniiiisagnunndlewfisuiuemsanslulemsaviadu uenideainin
finsdalusludusinddimuaule uifsedslsAnugnanuenimsgiulouoaliidu
Hagtuiteliifuslanalauslnnugnd

Tafugn unann uazaaiz (2563) ldAnudaddnuszanmenisnainuazusegslaiiinasie
msindulatonansurinunsdunidvesiuilaelumiamesysal nuirtadedunimaintia 4
fu Ifuisdnsiost 5191 Yoamedining uasmsduaiunsvglidmarenisinaulaondn o
nunsBunssludainmesysel waraeadunsieiinainnis vinnsiuiiasidnlalundndo
unsBunIs dwaronuideiiilusdn gt sauisliansousneuuandnsszringsdn s
\nunsBUVEEiunanAusinunsly

MnnsmudeuAdenuiniadefifnadenistaduladodud wuindiesdusznaude 7
dAyeiu 3 Aulaun

o
v

oyadnuazlsznnsmansliuing o1y sedumsine endn seld defodndudeyaiidfey
Tunsiagyiligadensuisdogasunzdiuyana wotluldlunsdanguidimanevdeuts
dncuynanananalsinsstuiudiiogsimie suieteya

)feyanginssuuilae Sadudoyadivinligvhmsideldvauieaing nodnssunislumside
vielsideduiosuilon o luussfiuaounisal Usenounismausuaudunisnats way
3)adudunisnan (@ps) fidfuusiidfalaun Jadesundnsaet s1a1 Yeanesiviiine was
msaERINIIAan TilBvEnaLazdsHaronsnaulaTo AL

nasddsznouia 3 Audvinlilduumdlunside JadefidmarenisdnaulatovunFuouuss
1dunIveiamnaguBLN YR TBUNSdaunden Jaminasian

2.9 NTDULUIAANTIY

NNANINguLazNAn 1UITIsIInIIN Medenhlrideldnseunuifnnide
dothundusumdumsinuidedos Jetefidmarnenisinduladoruniuouuisdinbunid
yeofiaviayurunuasdurEdaudon dminanBunnidldnsouuunannide dami 2.8
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(Product)
Uadan1usian (Price)
UadeAudaswnien1saaviing
(Place)
Uadudunisdadsunisnann

(Promotion)
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913591 0uu3 Tudsunar (Quantitative Research) & st unnsdisna (Survey
Research) 2MnnnuyMuLARaVuiiRetes efnwiladefidemasonisdadulatondntosi
YUNIUB UKD UNT v tiamiaguvuautudniun Jaminasdans nedsgavidonuay
Fupoudisil

3.1 mMINmuIanSuaauLUY (Demo Product Development)

3.2 Usensuavnaufiegna

3.3 ieBoddloflilumaifuniunuteya

3.4 myairuedosile

3.5 MIATINADUIATOD

3.6 MINUTIUTINLALIATIZdeYE

3.1 MSNAILINARAUNAULUU (Demo Product Development)

Fateyaniute 2.7 Aldnandednenin wazanuiduinvesnguiaviaguvununsduyd
auuty mvtndnsusituiuduanesnguadustestinszuiunisludu uwmndunsiaun
ioriudnenwlusununw uazsdoeafunInatn JansianEs fusianvusduaniiu
YuLTUOUWIAIT1IBUNTE fodndumadenlndliiungy uinedneninvesngulunisimun
wAnSusiiudsddedialuduaniuusznauuasnaiu daudidedsldaunusudeyaifioity
YuNIUULTY INMIUADUITIUNTINTIALITRS Usznaufuninensiidlunguiavia il
DUAULUULEININ SRR NER S Y TUNTU U8 UNTE aukudAansWaNEs s el
il

3.1.1 3882NOUNTHAININENA M3

1) ManguuazgisefinnuAniulusuuunasiszimunsuiuvruniueuusisdndunse
Mningauiiflusedng il efeanisauauTRvuNIus ULt 198 unI s ATdnwazIduns 1
wannuaned vinlvidengnisiiusnulauu uwarndensuuseniu uazasnanlunisdmiiowazings

3.1.2 SeEzRAIUINEANMI

2) nguszasdlunsianndnsurivunduouuiavesngus iedesnisvens uasiis
Fosmsmisnniduiiigndenslunguanasiuilndifes gndugndimisooulatuaziii
Tonalurenegiuddan Sntadunisairaaanialisunansusilaouudundefusidi
aunm ndulszneufinaningiuinuasdunid lunaidulingam

3) Sumeumsitaunanfasivuniuouuieindund Westengun fdedialuduanud

Usznaun1snane1mis yaainsidanuderngaiunisudnoms Tunisiaundundniuiass
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19 mafdedslasiuniniaragudeya nnsmudeunuidenifeitasivruiduauuis wiagy
Toyariaidunuinie ndnduiduluuruniveuwiesd1idunid vedavisguyununsdunsd
aunudeLun Al

®  NITUIUNIHAALALAINTIN
v Y Ay v £ @Y v o o v v v o @ v -
1) nindasvsedildudeilidemdn ugdiaslddnidn Allengnisiiiuinui
)

o v A

2) NTINRIUNITULNLUIUIN WIDULTIUIUIN AI8UI5DUY
3) YugUlndudu wazandausiswn aueady

4) IR LT LATDIDULAIAULAVULIUD UL

o/ a o/ 1

o JngAuvan uasuvasiunlugns

9
¥ a

- dmaEsduvsdannguy leunanewugingly lsdiuess Wudu
Y a Af vay v 1 ~ o A d’lj a v lej
- degRudlvidlaunayulnsuas v nilundlunug fsil

G QAU

YL widans

3179 aendaydu/lsdiuess
ALK Wnveg

i AONDYTU+NZUN
\3en Tune

&4l LATON /Ui

hmna gannustrnelae
e F555U RN

o  ila JULUUUTIUIN VUIAUTTY

I~ a = aa Y] 1
Jugawilala wasdia N%v11AU53Y 200 N3U 6B
®  ANWAUTAIUNIYNTNW

nalSEvUIALEUTIAN Tvanualed

® 35nsiudsznu
hauuiueuuisdaludiion Yssuna 5-10 udl arndurhanuddndu T vl
azidion wiluSudssmula
mndeyadnaniasuifuguamiusuvruniueuusdndunds aunwd 3.1 wasiiausliify
nau ilensaaeuiimuiiuasnadesiumNfssnsvuldusuuiBuriduiel
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4 a8
YUUIUDUUMN

a ad R P e S a ac “
INYAIDUNTE @ S nunsdunid

aunutuiun 4

AUUBYLUA
Z <

A 3.1 JUAMAULUUTLEAUTIBUNSSounii

1) Yuneunisvaaeunain osinningus gvliinmundasludiunisnainsiuis
wanfausifidnvhindusuuuuiogludnuusduuuy Aldausatheengmannadeld neidedsld
yhmsdisateyatadeiidmarensindulatorusTuouuisimdunid ludnvue msaouna
wuuesulat Tnefileviusznoudae dnwurUssansmand woinssuduilng sauvatade
n139an (4Ps) fidamarionisinduladovudusuuieinndurie

3.1.3 STYENNITWRININEAS U

5) dupounsdasimine

6) dunsumsfinmuLazlsziung
Feluonammniinisdiiugsia M']ﬂﬂajmﬁL‘“JuéfaﬂL%lnmsgmumimwﬁgumiﬁmm— NAINTHAIUN
WAnSuT Bnads

3.2 Uszynsuasngunlagig
3.2.1 Uszng
nauuszannslmnedumadennaulszvnsangiidamuiinavevdessulatimudn
naunuasdunIdauudeiun 9uIu 862 Au waziaseglamnaguyuiIvaenivauiudeiun
$1unu 571 au (oyaninnisdisaa u uil 2 figuisu 2566)
3.2.2 NAUFIPYNN
nsmruavAveIngusiteg1dld n1sdennquiletawuuldondenguiainuiiay
:u (non-probability sampling) Inems1usuanUszansidamy [ R BHI P LERN
M
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[y

gn3veMls 8nunul (Taro Yamane) sgauAnuAanaLaiou 0.05 mugns

n= N
2 1 U ! d U
Tng  nunu 4N quaangusiaegnsiidesnis
e WNU FEAUVBIANUAIALARDUT
N W unUszdng
dounuAlugnsasla

n= 1443
1+1443x0.05°

= 313
ALY YUIANGUAMIBETILAIINNISAIWIAIYIAY 313 fegs Jnhumvualudndu
M13199 3.1 hungudessulatiivayn) vesnguIaviaguuanudun uaznauitegenly

lunsfnwm
Fanguinayn SwaudRnauiinaveu UIUNGY
G 710819
1L.NgununsBunIdauuduwn 862 187
2. petnedamRauruinUasnfuaundoiun 571 126
39U 1,443 313

pudnduuulRnuiinaveumayaves nauINuRIBUNEdaumTELIYn Wag LA3etne

Fawnaguruiiaenduauutunisnisdusuuasain tngasawuuasuaueaulal (Online
Questionnaire) Ul Google Form Fsfifunsumaifudeyaveanguiegiadsl

3221 {Adeimduasteyanazuuimamaivteyanuuseulat fuuendiumsyn v
2 ngu Tneiiuann mslawanuszunduiud nedfundnsasivundueuniednduniduumaya
dielsiaandn wazgninldmuseazden mstmuanistnas

3.2.22 {iforh URL veauuuasuauiiiiunisnsiaaeunds liendunguvinnistnasin
seuudddianndnnguuudessulainiiuisaziden LaziilensziuianssunisneuwuUdeUAY
menguaziissTafidundndusiveandy ungneunuuasuay Tnefvuniduiasiaawnsofud
vosgTnneuLuuasuamidusiu

3.2.2.3 @loasumuszeznandiimun maiseiiunusndeyailimaseulatiilosh
NTIATEN
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3.3 1asesiiefldlunafiusausutays
Tdwuuaeuanu nsudansiudeyalu ¢ d ldun
gauil 1 1dudnuiid srdudeyadiulszvinsmans vea nounuvasunL Snwaly
wuvaeua U duluUnTIdeUsI8n1s (Check-List) tiun Jayadume o1g seaun1siine e1am
wagsgla
daufl 2 Hudowdunginssunistesusdusuuuisinibunidvasiuilnn Tneddnuasy
wuuasuauduuuuuatsla wagCheck-List fuuamnenisnsmaiufivsznaudaedayaniy
ndnnTasginginssuguilnadsd
1) anwiidentendniusivuuiuouuieiinduris
2) avuflunstoruniusuwieimaunidineade de 1 ou
3) mlddelasindelunistoruniueuuisdinbundd de 1 ade
0) wmHafidonderuniueuuieimaunis
5) deamaiildFuteyavesvuniuouuriaindunid

[y 1

dgoui 3 Wudeyaiisriunsussifiumnudndiusedadudiulsraunisnaiailfiaauddny
sensindulagevunFueuUL I BunaE Useneudieadedunandne (Product) Jadednu
51A1 (Price) Yad8a1uainan1ani1sdnd1nineg (Place) Uaduaun1sauasunisnain (Promotion)
Tnefidnvasuuuasuauduwuuansdiuyssannai (Rating Scale) Fafiinausilunisimunaa
dminuesnisUsedudu 5 sy nu3seesaIAdmn (Five-Point Likert Scales) fefiseaunzuuy
faa mnadiy de sedunisinaulede (Likert Scale)
5 Lﬁuﬁwmnﬁqm / Fouriuou
4 Wiudeunn / 9199z8e
3 Wiumeurunaia / lauwidla
2 Wudetes / 019arlide
1 Wudhetiestian / ludeuvuon
Tngnasinsulanumnefiednsssuasiuuaie lngldnaueinugnsnsmiaunINesuns
et fauansuesned 32 (fudnet guiyad. 2552)
AN VRIS URSINATY = WEE/TUUTA
= (5-1)/5
=0.8
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a I3 Y] ) =
A919N 3.2 LEAALNUNNNTINTEAUASLUULRAY

AL STAUAZUUU
Wiusheanndige 4.21-5.00
WILA281N 3.41-4.20
WiLAgUIUNaNg 2.61-3.40
Wiumetey 1.81-2.60
Wiushetiesiian 1.00-1.80

1 a ] v a & [J o a o & =g
d2uf 4 Juneunsinaula®e lnvgeuanudumaulnednineu LLﬁS‘liJGZI’EJ

3.4 ansadaeIesile

3.4.1 Anwwgul wnfe enasuazuidefifsdestuiiadeiinasenisdadulade
VULIUBULIITIBUNTEVD T AT UAUIN TN JINTnRSIBENT

34.2 fvuansouLAkazTeunvesdavfiarlfidumonulunuuasunuruiasauds

3.4.3 ahauvuasuaniesuiadelunisdndulateruniuouuisindunisvesiamia
yuruaadoen fminardans Mnduilunwenassivinwesaaey wdindiulss
HGRIRIEAYY

3.5 mmmaaauqmwmm%aﬁa

w3 aaflefldluntsidordunuuaeunindf3doaned uarnnsmuniuissunssuds
yihnsAnwnged uazuundn nuideiendes Wweiduiuimslunsaiauuvasunauazgide
Nn1sUsEIduA1unse (Validity) vesiuvdeuniy lnsldavidalinuaenna ea(index of
consistency: 100) Tngnsusziduang ey 3 viuldud e1arsdfiaeuionnisnisiden
Aeateatuiide uasfifermagemunisnainndndusieins Inswuuasuaiudesde 10C
1INNTT 0.5 (@3T8 AR wae 8n1A SHUNIANUS. 2561)

a ¢ Y

3.6 N133AINSUVDYA

YA o o ¥ av v a ¢ = v o 6 ! LYY

AIdezideyanlauniinsient uasUsviiana Wemanuduiussenindaduiuns
snauladonaniurivuniueuniis sedsnisvneada Inewusoaniu 2 diu leun

3.6.1 NM3AATIEVTaYAITINTIUUN (Descriptive Statistics)

Junmstmseideyaienduladesudseansenans wgfnssunisdeveaduilon

lnen15asu1ea1A1ud (Frequency) WazA139eay (Percentage) wazasureladvdiulszau
n1snataniiaudiAgysenisdndulagevuniueuwiatnidunidues|uilan Inen1sesuie
ARy (Mean) wazdiutleauuiinggiu(Standard Deviation)
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3.6.2 NMTIATILBIDUNY
TunsAnwidaseiifinasonisinauladevuniueuniestndunsd 19 Binary Logistic
Regression 1 afinwnansznuvestadeluduuseaunisnain 4Ps (Product, Price, Place,
Promotion) slonisinduladevuniusunristndunid @e = 1, lide = 0) Wunshas et

a

Tidladusazlade aps dnasennuunziluignaazdndulafionsold Fsdudsiiestos 2

U U dgj
NQUANU

3.6.2.1 AUT8as2 (Independent Variable ; X)

1)

2)

3)

4)

Product (uA1): AMANUATIVUNAUBULIIUIIBUNTE 10U AMAIN NITHARS
Foyan1sudn 1asunissuseansgiunisndn usiu

Price (39A1): MIfmuATIAYRILLTUBUWRITNBNS sryuuUTIISaTTidaLaL
mmﬁu’qmmzauﬁw%mmmﬁq

Place (#01u#i§191ine): Yoam1an1sdadiming wu $rudiosulatl Sudlan
aelvl Wseguesunsiin

Promotion (MSA4LETUANTARIA): ATAUATUAITVIBYUAITAATIAT NITUAN
duan sdaldslutu

F951UALLDYAMIUANTIN 3.3

3.6.2.2 AU 3 (Dependent Variable ; Y)
Y=0 f’h;ﬁu‘%‘iﬂﬂé’m%ﬂﬂﬂ%}amuu%uauLLﬁﬁnauw‘%é
¥ = 1 fuslnadnaulatoruniueuuieimaunis
a9t 3.3 uanssIeazLSenduys
NHUAYS Auus Uszineauls  dydnual
Yaduaundnsium (X;) Interval Prod
dulszaunia Yaduausian (Xy) Interval Pri
A15MAA Uaduanudeamnadnvng (Xs) Interval Pla
Yaduaunisdaasunisuny (X))  Interval Promo

3.6.2.3 N158319lULAa L oANUARILUTIAY Tunaun1sas1sluLaa Binary

Logistic Regression nglddayaiiuldainnismeuuuvaeuniu Wemanuduiusseninalade
4Ps Aunsindulade @s =1, lide = 0) lawnisiwsignazuanittadelaiidonSnananis
Anauladendninmivunduauwis Aeldguluvannseeil

P(y=1) = 1
1+e
P(Y=0) = 1-P(Y=1)

-W

1m8 Odd Ratio Aa
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Odd = P(Y=1)
1-P(Y=1)

YSuliduaunisidunsesiaenis Take Log agla

Log (Odd) = Bo + lel + Bzxz + ot Bpo
aun1sazogluguiBadu vi3e Logistic Response Function Tngthiladessgiifsidoadgluma
Tnefluuusaeauntsiail

Tneiigudnaasaun1siBady Binary Logistic Function 20
Y = [30 +[31Prod + BZPri + BgPla + B4Promo

Tog
Bo = msiiilesuusdasenniaianiu o
B1- B4 = duusrAvsaunisonneedsdiusivesdaulsdease 7 1-4
Prod = Aaduanudddundndas (Product)
Pri = Anaduanudddusian (Price)

o
1Y 1

Pla = ANLRAYANUANAAI UYL (Place)

o

o w v |

Promo = Anadsauddyiunsaaasunisaain (Promotion)
3.6.2.4 M3fanunadnsanlumg ndsndiluma Binary Logistic Regression Qﬂa%’wﬁu
wud wadnsliaziduynues enduusyans (Coefficients) dmiuudaziuysdass
aps il
® Product: FduUsEAYS Auanin AxiuunuaLTRvesHARfLT (egharu nITey
Fuiindn - vuaeny N5lATUTBININTFININ UL AMENTINNITONMITUAZEN
(08) geiuaziilonialunisdedudiogiils
® Price: ANdUUTEAYE UDNI199A1 (NMFI2YTINATALRUULUTT el U3
wnzauiusIAn) avdsasensinaulageviell
® Place: Adudszans Miveninanuilsasivuie dvemianisdensesulal
£uf) denasiensinauladestngls
® Promotion: AduUszans fueninlusludu diuan azdwanonisiadulade
ag4ls
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nsfnwides Jadefidmadensdindulatendnfusivuniuouuieinbunidvesiamia

yuruawmdoiun Sminezdans lngldszifouidonuudeuium (Quantitative Research)i
Aumdeyauuud1sa (Survey Research)
Tnemansnyiutsoondu 4 duded

4.1 dnwrUTEIINIANENTURNEUILAA

4.2 woRnsaumesuilaalunsderuyduouusieindunas

4.3 Yadedulsvaunmsnaniiiauddsenisinaulatevuniusuuieindunid

0.4 masaauladeruniueuuisdnBunis

4.1 dnwazdszynseanivasguslan
mslesgidnuazUsznsmanifuilnaiitovuniueuuieinidunid TnegAnuiiu
wswdeyannnaudiegediuin 144 518 Iaelduuuasuniy (Questionnaire) Huniveaulatl
LAAINANTTIATIZVIRST
MnuansAnudnvzUsznsmansitorusiusuuiaBunidnut  ndudedisdndlug
Duwmends Goway 69.1) fogszning 50-59 U (29.2) szaumsfnuU3uans ($ovaz56.9)
Uszneuandnidumineuuisn Gevaz37.5) feaziBonnsedi 4.1

M13199 4.1 YoyauanidnuaUszansmansveuilam (n = 313)
dayauandinuuzUszyINIAENs GRRHR Soway
AU (AL)

LNF

e 43 30.9
Wi 101 69.1
214

<20 3 2.0
20-29 38 26.4
30-39 20 13.9
40-49 36 25

50-59 42 29.2
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dl v v s Y a !
M13197 4.1 JoyauansdinuurUssninsmaniveuslan (se)

JayauandnuuzUsEYINIANENT A1 Soway
717U (AU)

ITAUNITANY
niySeaes 13 9
USeyyn3 82 56.9
USeyu il 41 28.5
geandIganl 8 5.6
21N
NS / dnAnw 20 13.9
115195 / WHNUTTIARa 20 13.9
NUNUUTIN 54 37.5
55797 37 25.7
un 13 9.0
eldlnedadaiiou (um)
<10,000 19 13.2
10,000-20,000 28 19.4
20,001-30,000 18 12.5
30,001-40,000 19 13.2
40,001-50,000 19 13.2
>50,000 bath 41 28.5

4.2 wqﬁnismaaQ’U%Inﬂiumi%a%uu%uauLLﬁﬂ%"maw%é

uansAnvanuiiterusuuLiIi1Bun3d wuiduannguilnatoriutomisunan
wesunmsueesulat veull anndn Gevar 46.5) sosaunite Sudwanatelmi (Gevas 45.1)
$ruazaanie ($evar 34) uaztiosaafed unenansusiioguam 1wy laueurhiy nawumaa
(oway 22.2) Fwastdunnsei 4.2

A5199 4.2 A0NUNNVINULEDNIDNANA UNVULIUD UL

ganufinvinudendevunIusuuiednadunsd ANd Seway
Sugannie Wy Wy uwiliduniv 49 34

Luguanatelval (Modern Trade) 1wy Tada nd 65 45.1
SruAYUYY 42 29.2

poulailag lwaveIaiIyuYy 40 27.8
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dl d‘d‘ 1 = ﬁy a % L3 a v 1
M990 4.2 A UVNNVULABNTDNANNUNYULIUD UL (A1D)

daudfiivinuidendevunSusuutisdnndunis ANNE Souas
Swerhuuanlasunisveeoulay veud arwdn 67 46.5
unendafusifiogunin wu aueuhdu Tnaumaa 32 22.2
B 6 4.2

e aeulduinnii 1 e
HanNsANwIANNDluNTTeNGnSusivuNIUaUWIITBUNSYS nuluslnadiulngianug
lun1sdewde 1-3 aswiameu (Sevay 94.4) sodadunfAaaie 4-6 AT (Sogas 4.2) AIT18aLLBEN

AN 4.3
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Factors affecting purchase decisions for organic dried noodles of
a community enterprise in Chachoengsao Province, Thailand

Saengnang, B. SUWANMANEEfHINE, 8., Llones, .Y, Pattongsiri, T2 and
Mankeh, P.'

'Schoal of Agricultural Techmology, King Mongkut's Institale of Technology. Ladkrsbang,
Bangkek, Thailand; *School of Food Industry, Kmg Mongkut's Instsute of Techmobogy,
Ladkrabang. Bangkok, Thasland.

Saengnang, B.. Suwanmancepong, 5., Llones, C., Puttongsin, T. and Mankeb, P. (2024). Factors
Affecting Purchase Decsions for Orgamic Dned Moodles of a Community Enterprise
Chachoengsao Provinee, Thaitland. International Journal of Agnoultural Technology MK 2):77 5=
T

Abstract The hindings demonstrated that the typical potential buyer of organsc dned noodles was
a lemale aged 40-50 wih a propensily toward online parchases, Inferestingly, the primary
determinanis influencing purchase decssors are found 1o be prodsct atinbutes such as tnasted
quzlity certibicabions (e.g.. the FIMA seal), comprebensive product miormation detaaling benefits
or mutritional content, and the credibality and traceability of the bmnd. These imsights offered
valuable gusdance for businesses, encoursgmng further development of marketng simtegies and
product ofterings o align with evolving consumer preferences and demands.

Keywords: Dined noodles, Consumer behavior, Marketing mix
Introduction

Rice has a significant position in Thailand’s economy as one of its leading
export commaodities: however, in recent years, exportation has declined due to an
oversupply leading to diminished prices. This downtum has adversely impacted
rice farmers” income, underscored by Office of Agricultural Economics (2019).
The Sanam Chai Khet Organic Community Emterprise in Chachoengsao
Province faced challenges of oversupply despite their substantial annual organic
rice production capabilities. The enterprise decided to produce fresh noodles to
add value and address the oversupply issue; however. these new products faced
market sustainability challenges due to inconsistent product quality amd
distribution limitations. A proposed solution is transitioning from fresh noodles
to organic dred noodles {Nguyen and Do, n.d.; Wijesinghe and Nazreen, 2020).

Agricultural product processing is a critical solution to circumvent
oversupply and subpar quality challenges. Such processes included freezing,

" Correspunding Author: Suwanmaneopong, 5.; Email: ksuncepormiigmail.com
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fixation, food additive addition. fermentation, drying, and transforming the
product into varous forms. such as powders, chips, liquids, and lines. These
processed  forms are offered 0 enhance aesthetics, taste, comvenient
transportation, and extended shelf life, potentially leading to increased revenue
for enterprises (Srisook, 20200,

Rice-based products, paricularty those that are ready for consumption such
as flour and dried noodles have gained substantial popularity. The export value
and a shift in consumer preferences have increased toward healthier food choices,
positioning these products favorably in the market The Thai culinary industry
has recognized fresh noodles as a classic product in various forms, including
fresh, fermented, and nstant (dried nocdles) forms. Dred noodles offer
longevity and ease of preparation, which are attributes that consumers value
{Thammakitwat, 2019). Viriya, er af. (2018) asserted that a mix of marketing
factors. particularly product quality and pricing, influence consumer decisions
for dried noodles made from jasmine rice.

Producing organic dried noodles is a strategic choice to hamess the
potential of markets. However, understanding customer demographics,
preferences, and relevant marketing factors are crucial for successful market
penciration. Hence, the siudy aimed to explore the consumers™ demographics,
purchasing behaviors, and perceptions regarding the salient marketing mixed
factors that influenced their buyving decisions for organic dried noodles.

Materials and methods

Study aren

Sanam Chai Khet Organic Community Enterprise in Chachoengsao
Province, Thailand, 15 one of the organic agriculture communities in the region.
The enterprise has adopted sustainable farming by wrging s members to
transition from traditional fanming techniques to a more environmentally friendly
organic system to ensure the cultivation of nutnient-rich produce. The
organizational structure 15 cohesive and well-defined, comprising vanous roles
such as company president, student, treasurer, and dedicated health care member.
The members cultivate different noe vareties across 222 ran (approximately 858
acres) of land, with a potential yield of around 65,544, including notable rice
types such as fragrant jasmine, big jasmine, jasmine 105, and nutritious black
sticky rice.

One of the unique attnibutes of the Sanam Chai Khet Organic Community
Enterprise 15 rigorous adherence to recopnized agricultural standards. The
enterprise has secured centifications at a national level and gamered international
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recognition. Their farming mode] complied with standards set by esteemed
institutions like the International Federation of Organic Agniculture Movemenis,
the Council Regulation {EC) No 8342007 of organic agriculture standards, and
the Canada Organic Regime. Their efficient management approach further
emphasized the group s commitment to sustainability. The enterprise ensured the
purchase of organic rice from its members even when market prices are
fluctuated below the guaranteed threshold. The nce subsequently undergoes
processing, producing & range of products in bulk and packaged forms. The
flagship brand under which these products are sold 1s Organic Agriculture Sanam
Chai Khet

Dyata collection

The researchers closely collaborated with the Community Enterprise group
and local food research and development laboratories affiliated with nearby
educational institutions. The primary objective was to assess the prototype
product’s characteristics, specifications, and packaging, facilitating a
comprehensive data collection guideline.

Population and sample selection

The target demographic for this study primarily consisted of online
followers from two Facebook groups: the Sanam Chai Khet Organic Farming
Group, with 862 members, and the Sanam Chai Khet Rice Safety Community
Enterprise Network, with 571 members (data current as of June 2, 2022). The
sampling method was convenience sampling. The sample size determination was
guided by the nonprobability sampling technique, considering the specific size
of the target audience. Yamane's formula is used for sample size calculation
(Yamane, 1973) as follows:

N

Ay T

(1)

Wherein n = target sample size, ¢ = coefficient level, and N = total
population. The sample size amounted to 313 respondents were calculated. The
breakdown of the sample for each Facebook group was done as follows ( Table

1k
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Table 1. Sample size breakdown

Liroup nams Fullvwers Sumple size
The Samam Chas Khet Organic Farmmg Group B62 187
The Sanam Chas Khet Rice Safety Communaty 571 126
Enterprse MNetwark
Tatul 1,443 113
Dhata eollection procedure

Data collection employed a collaborative online approach. The researcher
coordinated with the Facebook group administrators to initiate promotional
campaigns for the organic dned noodles products. After this, the researcher
shared the questionnaire’s URL with the group administrators. To incentivize
and engage members, enticing prizes were announced for select participants
based on specific criteria. The data was then collated online.

The structured questionnaire comprised four distinet parts. Part 1 focused
on demographic details, encompassing gender, age. educational background,
profession, and monthly income. Part 2 targeted the purchasing habits of
respondents concerning dried noodle products, exploring aspects such as
purchase locations, frequency, average expenditure, reasons for purchase, and
preferred information channels using the 6Ws1H model. In Pant 3. consumer
opinions on various factors influencing purchasing decisions, from product
attributes to pricing, distribution, and marketing, were gauged through a five-
point Likert scale. Subsequently. Part 4 delved into additional aspects related to
consumer preferences and behaviors in the context of dried noodle products. This
comprehensive questionnaire design aimed to capture a holistic understanding of
the market dynamics and consumer perspectives.

Table 2. Likent scale was used in the study

Rating Likert scale Purchase rating
] Strongly agres D finitely by
4 Agree Miglit buy
3 Meutral Unsure
2 hzagree Might not buy
1 Stronely dizagres Definitely ot buy
Dheta analysis

The study’s primary vanables. including demographic factors and
consumer purchasing behavior, were examined using descriptive analysis.
Metrics such as frequency and percentage are used to elucidate the distribution
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of the variables. Furthermore, to assess the perceived impact of the marketing
mix on the decision to purchase dried noodles, we computed the mean and
standard deviation for each component.

Furthermore, a logistic regression snalyvsis secessed the factors influencing
consumers’ decisions to buy organic dried noodle products. This analytical
technique was particularly suited for circumstances where the outcome variable
is categorical. A binary bogistic regression model was used. In this model, the
dependent variable (Y) was taken the value of 1 if consumers opt to purchase the
dried noodles and 0 otherwise. The logistic regression model can be expressed

as follows:

log (L) = By + By (Product) + By (Price) + fx(Place) )

1=¥F
+ ([ Promotion) + u

Where:
log {ﬁ} = log odds of the consumer buying organic dried noodles

= coefficients cormmesponding to the marketing mix factors and u =
eIror term

Analysing model (2) was determined how each marketing mixed
component affected the odds of a consumer’s decision to buy the dried noodles,
thereby offering insights for the Sanam Chai Khet Organic Farming Group
enhanced their marketing strategies.

Hesulis

Consumer s sociodemographic characteristics

The 144 participants examined the factors affecting the purchase decisions
for organic dried noodles from the community enterprise of Chachoengsao
Province. The distribution between genders was significantly skewed toward
females, with 69.1% (101) female and 30.9% (43) male (Table 3). The
dominance of female respondents found that women might be concerned the
primary decision makers when purchasing organic dried noodles, indicating a
potential target market.

The age demographics indicated a higher representation from middle-aged
to older age groups. Specifically, those aged 50-59 comprised 29.2%, and
followed by the younger group of 20-29 years at 26.4%. It implied that while
organic dried noodles appealed to a broad age range, there was a slightly
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preference among older consumers because of the increased health-conscious
decisions associated with age.

Table 3. Sociodemographic characteristics of respondents

leems Frequency Percent
Gender
Male i3 309
Female 1l Gl
Age (Year)
<20 3 210
2020 iR 264
3030 | 139
A0-44 16 5
50-54 i 37
60 5 is5
Educatson Level
Lower than Bachelor’s degree 13 9
Bachelor’s degree B2 569
Master's degree il 2R.5
Maore than a master’s degree ] 5.6
Ciocupatson
Student 20 139
Government officer | 139
Company employee 54 s
Business owner a7 25.7
Monthly mcome
= 0, (i [} 132
10, (a3 23, 10 IB 19.4
20,0407 - 340, 00 1] 125
0,007 =) D00 [} 132
40,001 - 50,000 [} 132
250,000 bath i1 285

Examining respondents” educational backgrounds, the majority. 56.9%,
held a bachelor's degree, and followed by those with a Master’s degree at 28.5%.
Such a trend found that individuals with higher education levels might be
informed or inclined toward organic food choices, reflecting mformation
exposure and possibly their sociceconomic status. Company employess were
shown to be the most prevalent among the respondents at 37.5% and followed
by business owners at 25.7%. It indicated that those in formal employment or
mumning businesses, possibly with higher amounts of disposable income could be
predisposed to purchase organic products, perhaps valuing quality over cost.

Moreover, economic capacity was a notable 28 5%, with more than 50,000
haht earned monthly. It indicated that organic dried noodles, which are often

perceived as a premium product, favor among those with a higher income who
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can afford to prioritize organic and health-conscious choices over regular
alternatives. The demographic insights revealed the survey participants®
preferences and practices, laying the groundwork for tailored marketing and
product development strategies for producing and marketing organic dried
noodles in Chachoengsao Province.

Consumer’s buying befavior

The consumers predominantly purchase organic dried noodles was shown
in Table 4. Online platforms were found to be the dominant choice, with 46.5%
of respondents opting for this medum. Modem trade are closely followed for
accommodating the buyers of 45.1%. Interestingly, community shops and fan
page community enterprises also hold significant shares, with 29.2% and 27 8%,
respectively. It suggested traditional community-oriented outlets continuing to
be valued, while digital purchasing channels are preferred.

Frequency is crucial in understanding buying pattems. The data revealed
that the vast majority (a whopping 94.4%) purchased the dried noodles between
one to three times a month. This consistent buying behavior indicated a stable
demand for the product in the studied group. Examining expenditure revealed
that consumers were conscious of their spending as 53.5% spent less than 100
baht each time they brought organic dried noodles; however, a comparable to
45.1% for a slightly higher price ranged between 100 and 499 baht.

The motivations behind these purchases and convenience emerged as the
primary driver of 635.3% of respondents who found dried noodles with casy
cooking. Taste had influenced with 36.8% purchasing dried noodles because they
enjoyed cating it. Furthermore, attributes such locally produced food and
nutritious ingredients highlighted the values of quality and origin in purchasing
decisions, representing 22 9% and 8.3%, respectively.

Finally, social media platforms are dominated the channels from which
consumers received information sbout organic dried noodles. An impressive
58.3% of the respondents noted that they relied on platforms like Facebook,
suggesting that digital marketing and online engagement are proved to be pivotal
for brands in this sector. The insights gathered highlight the blend of modern
digital preferences with traditional values in purchasing organic dried noodles.
The balance of convenience, taste, and nutritional bepefits reinforced the
product’s position in the consumer market. Additionally, the strong preference
for using online platforms for purchases and gathered information emphasized
the power and potential of digital strategies for businesses in this domain.
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Table 4. Consumers” buying behavier towards organic dried noodles

ltemms Fregquency Percent
Buymg place
Convensence slore 49 34
Klodem urad o3 43.1
Commumity shop 42 9.7
Fam page commumaly enlerprse i) 178
Online plattorm &7 46.5
Health product storme 12 Y
Others G .2
Monthly purchase
1-3 136 Gl
A=t L .2
1= 2 14
Average spending
<100 kK 53.5
1005 f5 45.1
SO0-ta z 1.4
Rea=ons for buying
Like to cat 53 368
Convensent 1o cook G (5.3
Wisdom identity 30 208
Commumity product. 25 17.4
Local food i3 229
Nutntious ingredients 12 B3
Chhers 14l 1.7
Imformation channe]
Social media B4 58.3
Commumity product far 4% 333
Commumnity market 12 =4

Consumer s perception of factors affecting buying intention

The results on consumers perceived significance of the four pillars (four
P's) of the marketing mixed product, price, place, and promotion which concerned
organic dried noodles (Table 5). The responses showed that the product itself is
the paramount factor, with a mean rating of 4.29, reflecting consumers” “Strongly
Agree™. It underscored the consumers” inclination toward organic dried noodles’
quality, features, and overall appeal. Similarly, price is shown to be substantial
weight, registering a mean rating of 4.24. reinforcing that consumers recognized
and valued the pricing strategy which employed for these noodles.

In contrast, although still influential, place and promotion are slightly less
emphasized, with ratings of 4.18 and 4.16, respectively. Both fall under the
“Agree” category, suggesting that while these elements were vital, they might
not be considered pivotal as the product’s intrinsic qualities and pricing. From an
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overarching perspective, the cumulative average rating for the four Ps stands at
423, landing in the “Strongly Agree™ zone, which signified the overarching

influence of the marketing mixed elements in shaping consumers” intention to

purchase organic dned noodles.

Table 5. Consumers’ perceived influence of the marketing mix factors towards
their buying intention

Murketing mix fuctor Menn S Hutimyg
Product 30 013 Smongly agree
Price .24 LR Smongly agree
Place 418 [ Agree
Promotion d. b 0= .|'|.En:|:

A deep dive into consumers’ perceptions regarding vanous marketing
mixed elements is offered insights into their primary considerations when
deciding to purchase organic dried noodles (Table 6). The emphasis on the
product’s quality and safety is abundantly found with a “Strongly Agree™ rating
for attributes such as the product’s texture, high-quality assurance. and a reliable
quality guarantee mark. Specifically, the mean scores for product attributed a
sticky, soft texture (4.34) and a high quality and safe product (4.44) which
revealed significant consumer inclinations toward these characteristics.
However, while it was still essential, elements such as product diversity and
packaging appearance resonated less with the respondents, garnering an “Agree™
rating.

Price is an integral aspect of the purchase decision. Most consumers
strongly felt that the price of the organic dried noodles was appropriate for the
quality (4.26). The data suggested that consumers appreciated a range of price
points (4.12) and a transparent pricing strategy that noted price directly on the
packaging (4.30).

While consumers did agree that considerations such as easy accessibility
of location (4.12) and the presence of safe parking (4.13) matter, the importance
of distribution channels (4.28) and home delivery services (4.22) stood out. It
indicated an overall shift in buying patterns, which is possibly influenced by the
contemporary convenience of online shopping and door-to-door delivery
services. In addition, promotion showed a pivotal influence on consumers’
buying decisions. The respondents strongly favored innovative promotional
strategies, such as free samples (4.22) and the provision of nutritional
information (4.24). While other promotional methods like discounts (4.16) and
public relations through platforms like Facebook (4.17) were appreciated. they
received slightly less emphasis. The data indicated that consumers value
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interactive promotional activities, like informational sessions that provided
knowledge on making dried noodles using local wisdom {4.03).

While each of the four Ps in the marketing mix is found to be vital, their
elements appeared to be vaned degrees of importance for consumers. It is evident
that while intrinsic product quality and price transparency were paramount, the
modem consumer is deeply valued for buying convenience and inmovative and
informative promotional strategies. Marketers of organic dried noodles can
hamess these insights to tailor strategies and create more effective consumer-
centric campaigns.

Tahle 6. Consumer perceptions towards factors under the four marketing mix
affecting the buying intention for organic dried noodles

ltems Mean S0y Fating
Product
The product bas a sicky, soft lexture. 4.34 .74 Strongly agree
The products ane hagh qualsty and safe 4.44 .73 Strongly agree
The product bas a reliable quahty guaraniee 4.40 LT6  Sirongly agree
mark as FIMA no-brand
The products ane doverse, such as oolors and 4.13 [LK3 Agree
Havars.
The appearance of ibe packaging 15 4.13 077 Agree
atiractive.
The product shows detailed information amd 476 073 Strongly agree
benefils.
The brand = reliable and traceable. 427 [L7TH Strongly agree
Products display productson and expiraticn 4 .49 .73 Strongly agree
date information.
The product bas mutnitional value. 4.17 [.7R Agree
Price
The price 1s appropriate fo the qualsty. 476 075 Strongly agree
There are a vanety of pnces to choose from. 4.12 .52 Agree
The price is sulable for the packing 4.78 LTh  Strongly agree
quambity.
The price 1= clearly stated on the packaging. 430 (LET1) Strongly agree
Place
Location: The locabon is easily accessible. 4.12 (%4 Agres
Convensent and safe parking locabon 4.13 056 Agree

There 15 a visable arrangement of products. 4.17 .53 Agree
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Theere are varous distnbution chanmels. 478 L&D Sirongly agree

There is a home dedivery sernce. 4.22 LET  Sirongly agree
Promaticn

There are excaling ways bo promote 4.72 K3 Sirongly agree

markebing, such as giving away samples.

Grve il a try, increasmg the quantity of

products but keeping the prce the same.

Organizing promotional acinvities that meet .16 {.¥3 Agree
needs, such as discounts, exchamges,

grveawnys. and fechies.

Information on the nutntional value of the i4.24 L Sirongly agree
product = provided.

There are public relstions through vanous 417 37T Agree
channels such a= Facebook.

community enlerprise

There are actvities with customers. For 4.03 k] Agree
example, there is trmiming to provide

kpowledge. Making dned noodles using

local wisdom

Logistic regression analysis offers an analytical perspective regarding how
different marketing mix factors influence consumers likelihood of purchasing
organic dried noodles. The result showed that the coefficient {B) for the product
was positive at (.154, indicating that the value attached to the product aspect
increases, the odds of a consumer purchasing organic dried noodles also nsed
(Table 7). The Exp(B) value of 1.167 was interpreted as each unit increased in
the product rating, the odds of buying organic dried noodles rised 1.167 times.
The significance level (Sig.) was at 0.093, making it was statistically significant
at (.10. It underlined the product’s pivotal role in influencing buying decisions.

For price, the coefficient was 0.216 which signified a positive association
between price perception and purchasing behavior. The Exp(B) of 1.241
indicated that as the perceived value for the price mcreases, the odds of
purchasing the noodles rised by a factor of 1.241. However, the significant value
of 0.240 indicated that the factor was not statistically significant at conventional
levels, suggesting caution in overemphasizing its impact. Place was a negative
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cocfhicicnt of 0,234, It implicd that an incrcascd rating or posttive porecption
of the place decreased the likelihood of purchasing organic dried noodles. The
Exp(B) value of 0.791 suggested that for every unit increased in the place rating,
the odds of purchasing decreased by about 21%. However, the factor was not
statistically significant (Sig. = 0.133), indicating that other external variables
might influence the relationship, or the sample might not adequately capture the
entire population s sentiment.

The promotion coefficient was positive at 0067, albeit with a marginal
influenced on the buying decision, given the Exp{B) of 1.070. This finding
suggested that promotional activities might slightly affect the likelihood of
purchasing, but the Sig. value of 0652 was not statistically significant,
warranting a more in-depth exploration of the efficacy of promotional strategies.
The product was significantly determined the buying organic dned noodles
among the four Ps of the marketing mix, per the logistic regression results. While
the other factors showed the roles, their statistical significance were either
marginal or absent. Markets should priontize product-related strategies and use
a holistic approach that integrates all elements, optimizing them based on further
research and market dynamics.

Table 7. Effects of the marketing mix factors towards the consumers” buying
intentions using the logistic regression

Murketing mix fuctor B Exp (B) SE. Sig.
Product 0.154 1167 0092 0.093"
Price 0216 1.241 0184 0.240
Place 0234 0.7%1 0156 0133
Promation 0.067 1070 0149 0652
Log-likelihocd K9.160

= Nigmifecans af {peoil Ji)
Discussion

The organic dried noodles market in the Sanam Chai Khet community
revealed distinct buying patterns and perceptions shaped by diverse factors
ranging from demographics to intricate marketing mix nuances. Diving deeper
into  these intricacies, a multilayered namative emerge that offered
comprehensive insights into the dynamics of this unigque market space in
Chachoengsao Province.

The results revealed that females predominantly influenced the purchasing
decisions for organic dried noodles. This dominance of women in purchase
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decision making concerned the broader societal tendencies, wherein women
generally took the helm as houscholds” primary grocery shoppers (Sujata Sen
Bhowmick, 2023; Verzosa er al, 2021 ). This trend is not only limited to Thailand
but observed globally (Barrett et al., 2001; Giulia Caroli e af., 2022). The age
dynamics further emphasized demographic data, with the 50-5% age group being
the most active purchasers. This age-drven inclination toward organic foods
could be attributed to increase awareness and emphasis on health and dietary
cholces among older consumers {Ekachar, 2016; Gardebrock ef al., 2010; Sujata
Sen Bhowmick, 2023). As the age progresses, health are often paramount, and
organic foods, known for their natural cultivation processes, are preferred choice
for many older adults (Sujata Sen Bhowmick, 2023).

The demographic insight provided essential information for marketers. The
implications are shown to be clear; marketing strategies and campaigns tailored
to resonate with women, particularly those within the 50-59 age bracket, could
yicld significant dividends. Businesses can effectively resonate with their
primary consumer based on emphasizing products’ health benefits, organic
purity, and sustainability (Indig ef al., 2017; Llones er al., 2021; Wolln ef al,,
2000

Examining the marketing mix, our study showcased that product and price
dimensions were pivotal in influencing purchasing decisions. Respondents
strongly aligned with the product’s quality, safety, and texture attnbutes,
indicating that organic dried noodles” intrinsic characteristics were more valued
than extrancous factors. Concurrently, an appropriatc price point was a
significant determinant. The mterplay between product quality and price cannot
be understated. While consumers are increasingly conscious of the guality and
benefits of what they consume, they remained sensitive to products” value
proposition (Llones er al., 2023; Rahnama, 20017; Wu er al, 2023). Therefore,
businesses should continuously innovate, ensuring product quality while
maintaining a price point that consumers perceive as justified for the value
offered.

Another critical point in our analysis concerned purchasing channels. The
evolution of the digital age is redefined buying practices, with modemn trade
platforms and online media emerging as predominant conduits for purchases
(Mguyen and Do, n.d.; Shiaw and Chauw, 2015; Teng and Wang, 2015). This digital
trend reflected a broader shift in consumer practices, emphasizing the
convenience and vanety online shopping offers (Shiau and Chau, 2015).
Businesses operating in this domain must recognize it trended and adopted
strategics to meet the evolving demand. Strengthening online presented through
dedicated e-commerce platforms or partnerships with established online retailers

80



which can significantly boost sales and brand visibility (Mguyven and Do, nad.;
Wijesinghe and Nazreen, 2020).

Additionally, the mfluential role of platforms like Facebook in relaying
product information, a robust digital marketing strategy is indispensable. The
logistic regression confirmed the dominant influenced of the product and price
marketing mix components in shaping purchasing decisions. This statistical
affirmation reiterated the need for businesses to place these two components at
the center of strategic planning | Constantimides, 2006: Mada Shinta Dewi, 2022).

Considering these insights, a series of policy recommendations arised.
Product diversification tallored to resonate with consumer feedback can be a
significant difference in the markets. Enterprises can tap into the local culture
and preferences by introducing product variations that incorporated the local
flavors and ingredients. Moreover, targeted marketing strategies emphasize
health benefits and organic authenticity, which leverage platforms like Facebook,
which can reach and impact. While maintaining quality, the pricing front offers
introductory prices or periodic discounts, particularly on digital platforms, and
serves as an incentive, drawing more consumers into the fold. Finally,
community engagement is essential. Given the central role that the Sanam Chai
Khet community are claimed to be organic farming, which bolsters community
ties such as workshops, informational sessions. and interactive events that trust
and enhance the brand’s image.

In summary, the organic dried noodles market in the Sanam Chai Khet
community offiered a microcosmic perspective regarding the intricate interplay
between consumer perceptions, demographics, and marketing strategies. By
understanding and aligning with these dynamics, enterprises that can chart a path
to the sustained growth and success in this vibrant market.
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AMANUIN

N53LAT129 Logistic Regression

= Logistic Regression

Case Processing Summary

Unweighted Cases? N Percent
Selected Cases  Included in Analysis 144 100.0
Missing Cases 0 0
Total 144 100.0
Unselected Cases 0 0
Total 144 100.0

a. Ifweight is in effect, see classification table for the total
number of cases.

Model Summary

-2 Log Cox&SnellR  Nagelkerke R
Step likelihood Square Square
1| 83.8887 109 216

a. Estimation terminated at iteration number 6
because parameter estimates changed by less
than .001.

Hosmer and Lemeshow Test
Step Chi-square df Sig.
1 7.886 8 445
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Classification Table®

Predicted
V37 Percentage
Observed 0 1 Correct
Step1 V37 0 2 14 125
1 0 128 100.0
Overall Percentage §0.3

a. The cutvalue is .500

Variables in the Equation

B SE. Wald df Sig. Exp(B)
Step1® TT_P1 1.608 887 3.285 1 .070 4.991
TT_P2 618 J77 634 1 426 1.856
NitR3 -1.066 791 1.818 1 178 344
TT_P4 A7 765 .297 1 586 1.517
Constant -4.363 1.873 5.424 1 .020 013

a.Variable(s) entered on step 1: TT_P1, TT_P2 TT_P3, TT_P4.
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