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The Mix Marketing of Organic Vegetable in Royal Project
of the Elderly in Bangkok
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Abstract

The objectives of this study were 1) to study marketing mix in buying
decision making of the Royal Project’s organic vegetables of the elderly in
Bangkok, 2) to compare the demographic of the elderly and marketing mix in
buying decision making of the Royal Project’s organic vegetables The samples

were 400 elderly in Bangkok. The research instrument was questionnaire.
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Frequency distribution, percentage, mean, standard deviation, t-test, One-way
ANOVA, and Scheffé’s method were used in data analysis.

The results of research were as follow:

1. As a whole, the opinion in marketing mix in buying decision making of
the Royal Project’s organic vegetables of the elderly in Bangkok was in a high
level. When considering each aspect, it was found that marketing mix in product is
highest.

2. The opinion about marketing mix in buying decision making of the
Royal Project’s organic vegetable between the demographic of the elderly in

Bangkok was not significantly difference at the .05 level.

Keywords: Marketing mix/ the Royal Project’s organic vegetables/ the elderly
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