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ABSTRACT

This research aimed: (1) to study the level of consumer opinions toward the marketing mix and
their purchase decisions of eco-friendly products, and (2) to analyze the influence of the marketing mix on
purchase decisions of eco-friendly products. This study employed a quantitative research design, using a
questionnaire as the research instrument. The sample consisted of 400 consumers who had previously
purchased environmentally friendly products in the Nakhon-chai-bu-rin provincial cluster, determined using
Cochran’s formula with a margin of error of 0.05. The respondents were selected through accidental
sampling. Data collected from the questionnaires were analyzed using descriptive statistics, including
percentage, mean, and standard deviation, as well as inferential statistics through multiple regression
analysis. The research findings revealed that: (1) the overall level of opinions toward the marketing mix was
at the highest level. Among the marketing mix elements, product received the highest mean score,
followed by price, promotion, and distribution channel, respectively. Meanwhile, the overall level of
opinions regarding purchase decisions was also at the highest level, with the greatest emphasis placed on
information search prior to making purchase decisions. (2) The marketing mix elements consists of product,
price, distribution channel, and promotion had a direct influence on the purchase decisions of

environmentally friendly products, jointly predicting purchase decisions at 72.00%.
Keywords: Eco-friendly Products, Marketing Mix, Purchase Decision
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2. ngusiegs iosnlimusussrnsfieetodudiodunedeniiuiuey Satmunuun
nauiregalagligaslunsnuiiuinysesing MugnIn1sAININged Cochran (1977:75) N15ATLINIUIN
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99N UIUUTZYING Adadu IUIUABEN
UATIIYAN 2,620,172 0.39 156
Fond 1,106,404 0.17 68
y3sug 1,566,308 0.24 96
quns 1,360,245 0.20 80
39U 6,653,129 1.00 400

3. indesfielun1sise msiseadeillduuuaeunu (Questionnaire) Wuedesilelunisifiusiusay
Toyausznousie noudl 1 Teyadiuynanavesmoulvuasuny ddnvazidudiniuuuuidenney
(Multiple Choice Question) uazfifaudansesfiodeuamnguinetirinastodudnfiodanadouniolsl
ewfl 2 wuudeuausERUATIAMTIUAIfUAILUSEAIN1INIMAIALAY AEUT 3 LuLdeUNSERURLANS
Fnaulade Tnouuudeuanunoud 2uay3 1Wuwuuansduyszanaei (Rating Scale) 5 sefu maufia
Torauauuzdug fdnvuzduwuuuarsila (Open Ended) wazlduuuasuauumamnimusiaiesilo
A 1) Yruvvasuaumuiiuinwuiiovesumuugihuazusagaudlumuduugih 2) duvvasuaiui
USudssudlundaiauetinaueiiloaviay s1uau 3vinu \ilonTiadeunudenndevaniioniarniumen
AUADAARDITUTNGUTEaIAN1TITY (Index of Item-Objective, 10C.) wuidlen I0C.581379 0.67-1.00

wag 3) MIvedeulnIesilonuUsrrINsTaliauanuarindifgsiunguiiegne 911U 30 YA MAIALRNY

v
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lngmsmenduuseansueani (Alpha coefficient: Q) wuwuuasUANaYadiAAdEUUsEaVSLRAN 0.94
Fegandnnaeineeusulafieninnii 0.70 uwansiuuuaeunuililunsidediauwedtiuas anunsaunluldly
mafiuTumudeyaldegunuzauuazudedie (Hair et al., 2013:263)
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Alade (Mean) uazduiloduuuInsg L (Standard Deviation) affiBaeusu (inferential Statistics)
iiovhnsmasevanuigiu liun mslieseituuannosiBmmaa (Multiple Regression) NMSMIHANTENY
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1. iansliasgideyadiuyanaresinoviuuasuniy wuii dulvaidunandgs Sevay 70.50
sosaunAomene Anduiosas 29.5 daulugifiony 21-30 U Anduesay 38.30 sesasunfeiiony 31-40
Amduiosay 27.30 anunmansauda Andusosaz59.60 sesaunde lan Andusesar 40.30 dszu
msfnuUsans Andudesay 46.30 sesasnfesyiusininusaygn Andudesas 28.30 diuluyd
a1fnniniuwenyu Andudesay 35.30 sesawndes i ginvdrudmAnduiovay 28.5 uavdiulugdl
57816 30,000 — 39,999 UM AnluSPEAL 27.80 SesasunAe T18le 20,000-29,999 um AnduSeway 24.50

2. namsBnseisziuanuAnmiuludulszauinsaatavesuilaalunguivinuasteysuns

M19199 2 ARdelardI g RUUNINTT LAY TEANN 1IN THAIN

dauUszaunnenIsnann Aade drudlsaiuuanasgiu nsulana
1. wansua 4.61 0.27 Mﬂﬁfjﬂ
2. 1A 4.53 0.37 wniian
3. YDINNNIFINTINUE 4.51 0.51 Mﬂﬁfjﬂ
4. MIALETUNITIATN 4.44 0.42 mmﬁqm
57U 4.53 0.36 wniign
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Auifiawedegeaafossauanufniuiundnsdost danede 4.61 eglussduuniign sesaunfeniusien
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1. fiAnudesn154 oaud 11l 08 surndeuLite 4.33 0.67 mnﬁqm
Freandeymasndon
2. neusnauladedudilodwindeulddne 4.78 0.48 mnﬁqm
oyaifentuaudiundounds
3. yndindnsasiliideniauddaiiazde 4.75 0.40 mnﬁqm
Fupnfidufinstudndeuaue
q. vhu%%aauﬁwLﬁaﬁmnmé’auuﬁ%ﬁﬁmqq a.67 0.53 mnﬁqm
AAudThly
5. ‘vhu%LLusﬁﬂﬁQﬁusfaﬁuﬁwﬁLﬂuﬁm U 4.65 0.57 mnﬁqm
Awandou

57 4.66 0.46 wniign
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4. NAaNSNARPUALAZIY Hafudusraumanmsnaadidvinanimsadsuandensinauladedudn
ieduwndey lngmAanduiusannesidany (multiple regression) %dﬁ%ﬁﬁiﬁﬁﬂﬂﬁmwaauﬁzyvnmw
w3 audu (Multicollinearity) g asauusdasznnduuslidanuduiudiues lasldaddnsiaaey
ANAUNUS Tz 19 uUT8dTy Av A1Tolerance AAISHAININATT 0.10 ﬁi'f'qwamﬁl,mwﬁaau'izm'w
0.189- 0.239 UagA1 Variance Inflation Factor (VIF) agjsgning 4.184 — 5.684 Faflentosnin 10 waneinlal

filym Multicollinearity visaliiiinnignnsndadu sewinedaudsdase (Daoud, 2017)

A1519% 4 LaneAn Tolerance way VIF wpasuUsdasy (Uadedaiuusyaun1anisnann)

fiauusdasy (Uadwdaulszaunianisnain) Tolerance VIF
1. UNARS U9 0.176 5.684
2. U1 0.231 4.326
3. AUFBINNNITINTNUNY 0.239 4.184

4. PUALAIUNITNAR 0.189 5.289
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M13197 5 MIATIEAIUaAneeIBanA (Multiple Regression Analysis) duusgaun1en1snaining

MensadsuInsalsuinmMsdnaulatedusiiedaindeuveasuslaalundudminuastoysuns

Coefficients

t- P-
Model Unstandardized Standardized
test value
B Std.Error Beta
(Constant) 0.552 0.201 2.746  0.006**
1. wanAua (X)) 0.192 0.085 0.143 2.255  0.025*
2. 9101 (X)) 0.192 0.058 0.182 3.286 0.001**
3. YDINNNIFINTINUE (X5) 0.152 0.043 0.193 3.539  0.000%*
4. gauasun1Inana (X,) 0.360 0.056 0.393 6.405 0.000**

R = 0.848, R® = 0.720

**ydAgnadanszau 0.01, *dedAgyneadanszau 0.05

NN 3 definsanaieddaymeadn (p-value) Feagulaindadediudseaunenmsnan s
NEAADT 59P7 Tomamssasvng wardaERLnsRenA SiavEnamensadanndensiralelumstedudniile
danedeuvesiuslnalungudaauasdoyiuns fadesdfumuadusAviudlised 1) meduatuman
(B= 0.393, p < 0.01) 2) B NsIATMUIE (B= 0.193, p < 0.01) 3) 5901 (B= 0.182, p < 0.01) UaE 4) HARL BN
(B= 0.143, p < 0.05) My Tnedadudruusaumenisnanmii 4 f1u ansnsanensalmsinduladodudiie
?fqLma”amaqQ’U%Iﬂﬂiuﬂfjuf{’fwd"mumﬁ?’ﬂu?w% Huszgans mulumsnensalvinduieses 72.0 (R2 = 0.720)
FwenuaLRgIULazas wELMaRnoENYIAa (Multiple Regression Analysis) ail
Y = 0.143%(X1) + 0.182**(X2) + 0.193**(X3) + 0.360**(X4)
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1. sesuanuAaiuli safudiuszaunianisnainvesfuilanlungudminuasdoyiung
Tunmsiy eaglusehu mnﬁqm‘lmaﬁmm?a 4.52 waziloRarsansedunuii ﬁ”mﬁﬁﬁ%aﬁlag_jqqmﬁaigﬁu
AuRaLuUNAn T Tiaedy 4.61 agﬂussﬁummﬁqm sesRuRedIusIAT SAede 4.53 agluszhu
agﬂmwﬁ”vmnﬁqm wazsunsduasunIsean SAade 4.51 agﬂuigﬁvaﬁﬂuizé’umrﬁqm drugnudial
ﬁWLa?{&Jﬁa&Jﬁqmﬁa FrutomnIn1sinsvne Saede 4.44 a@ﬂu’asﬁuagﬂmsﬁumﬁqm dUsEAUAIY
Aniulunisiaduladoduduiiodundonvesfuilaalunguimiauasdoyiuns lunmsu eglusesu
mﬂﬁqm FeAaa Y 4.66 waviilafiansansiede wuln %aﬁ'ﬁﬂ'uaﬁlsqqqmﬁa Aournauled odudn
LﬁaﬁqLLmﬁaulé’ﬁﬂm%’a;ﬂaL?{mﬁ’uﬁué’wﬁ?umﬁaml,é’a fiAedy 4.78 agﬂmsﬁummﬁqm J89a9UNAEMING
wanfasllmdoniimnudilafivsdodudununsiiduinsfudunadomane fauades 4.75 aglussiuanniias

dudenianadetdesngane danudenisveduinieduindeuietisanlymasinaey IAnade 4.33

aglusyAuNINgn
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2. @UUSTAUNINITAAIAVINTUNARN T ATUTIAT ATUYBINIINITINTINUNE WATAIUNITELESY

nsnan dnasenisdndulatedusuiiodwndeuvesjuslaalunquiwinuastoyiuns lnesuiunensal
mdedulafieduiiediindenladovas 72.0 Fadadudrulszaunienisnainsunisaaasunisnainiian
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Tupwsinegluszdvuniian (wde 4.52) lnganzaundndasivarsiaisdfideiuinfuilaalaediy

v v oA

wayjﬁ]ﬂﬁmwﬁmzyﬂuauﬁwﬁﬂmmwmmmmzauﬁ’umm ﬁﬁﬁuLLﬁﬁuﬁ’]Lﬁ@?dLL’J(ﬂayE]QJE)’]ﬁ]ﬁi’Iﬂ”IQQﬂi’I
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