13ETITYLATHAUY NWITNY1RAYININGAY 9 21 aUUT 76 tawew - Hguneu 2569

nsdanguduslnanudadediudszaunisnaia
S 1 vV a & a o ¢ & a v v
ninasan1sinaulavenanduannluinsiviwlindoy
Consumer Segmentation Based on Marketing Mix

Factors Affecting the Purchase Decision of Eco-Friendly Products

daasmsin Asamslanas’

. . 1

Ajcharapan Tangjaturasopon

Corresponding Author’s Email:  Ajcharapan_tan@vu.ac.th

(Received: September 9, 2025; Revised: April 1, 2026; Accepted: April 7, 2026)

unAng
Y] ¢ = 1% | Y a = a A a o eda
ﬁ]ﬁ]ﬂi%ﬁ\‘imwa 1) ﬁﬂ@ﬂ%@gﬁﬁ?ﬁgﬂﬂammauﬂﬂﬁ 2) ﬁﬂwﬂwqmﬂiimmi“&jamamﬂm%wL‘Uu

[
[

A15I98ASIN

D

. \
a v oa @ a

fnsfudsenden 3) aszidanguiadediulszaunisnain wag 4) Iangungdnssuduslnandnduenduins

v a ] ' I~

fudandeumudadvdrulszaunsnainiinasenisinduladendndarinilulinsiuiwindey nqudegns @
Auslnandndarindulinsiudwindeuludminuasssdun S1wiu 385 faegne Tdwuuaeunulunsiiusivsu
toya afanldlunmslinsgndeya Ao MTiaTeesrusenauldsdsianarn1sdanguiady nan1533 wudt diu

Tngdumanda 01g 21-30 U msfnwuSayay1e3 I51elaa1nan 15,000 vm wazondnnidnauuiemensy s

)

3

e

ngfnssunstondnfasiiiuinsiuiundon nud fuilaadinlvylussesinan 3 Weufikiuan Jondn sl
Hufinsuawandon 1 - 3 ads Tnsdortudemdduiudianizg saiidnaulate 1,000-2,000 vin §iif
dwilvidinaulato fio dunu/mineuee uas Sunsiutmaanansueifiduiasfuiundeunnduennan
yoalilow/aseunir/auiin nansidesunsiinsiziesduseneuld 4 ssdusznou fie 1) MunuaTRndadus
2) LA DMNBIUTBIRAATM 3) FUTIAN WA 4) srumsFudsedu uazransdanguiuslaald 2 ndu Ae naw
AfunmauiBndnfos uaznguiidusan

Ardnny: Msdanquiuston  Yadudiulszaunisnatn  nsdndulede  waadnsinilulinsiviunde

Abstract

This research aimed to: 1)study personal data of consumers; 2)study purchasing behavior of
environmentally friendly products; 3) analyze and classify marketing mix factors; and 4) classify consumer
behavior of environmentally friendly products according to marketing mix factors that affect the decision
to purchase. A questionnaire was used to collect data sample group was 385 in Nakhon Ratchasima
Province. The statistical methods used for exploratory factor analysis and cluster analysis. The research
results found that: were female, aged 21-30, had a bachelor's degree, had an income of less than 15,000
baht, and were employees of private companies. In terms of purchasing behavior of environmentally
friendly products, it was found that most consumers in the past 3 months purchased 1-3 times by buying
fuel from specialized stores. The purchase price was 1,000-2,000 baht. The person who influenced the
purchase decision was a representative/salesperson and received information environmentally friendly
products from friends/family/acquaintances. The research results in terms of component analysis were 4
components: 1) product features, 2) quality certification, 3) price, and 4) warranty. And the results of the

grouping of consumers were divided into 2 groups: focused on product features and focused on price.

Keywords: cluster consumers, marketing mix, purchase decision, environmentally friendly products
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ToYAINIIBIUANLNTTUNITTENINFTUIA Intergovernmental Panel on Climate Change [IPCC] 58y
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1. uudAnuaznguiieatunganssuduslae (Consumer behavior)

Kotler (2003) na1731 iunisuanioenvasusazyanalun1sAum nadente n1sld nmsUssduna
iemsdaniafududuazuinig Iﬂawuﬂmmmmqmaqmmuummmmmauauaqmmmaamisuamuwalm g
fnvzBuduainnisdnm (Obtaining) N15U3lAA (Consuming) waznsFSavIaa (Disposing) mu‘wqmﬂiiumz
Antuduguilnadu shiidensgdu (Stimulus) filfAsanudesnisuasshlmAnmsinaulavesdie Usznaudae
Asnsedu 2 Uszuam Teun Aanszdunisnisnann (Marketing stimulus) I6uA fundnsdas (Product) fusian
(Price) funsdndesnianisindmine (Place) uagdunsaaadunisnain (Promotion) wagsIwvvANNTEdudUY
(Other stimulus) léurl iswgiia (Economic) wmeltlad (Technology) ngvsneuanisifies (Political) fatfu Aefivin
medwmiugsia Ao nsAnwuagiinsizsimginssuduilaaluFesnnudesnis wWeliinanauisanevaussainy
fanelavesfuslag

2. umﬁmmzwqwﬁLf“imﬁ'umsﬂa'mLﬁaﬁaLLfsmé'an (Green marketing)

Nuurai and Charoenwisan (2012) n@1191 ilunsvingsianielénmsimunaidedu weliussg
TaqUszasdvesesdnauasnovaussraudenis vosgndiislutiogiiuuareunen Tasfinsaniumswsio danu
LaduIndon ﬁiﬂwaqmmimamaumwLﬂummammmaam ECHYCEL SRR L PO LR G SRR
safadsaniluganudsduvessia fesdusenau fall wanswst (Product) ﬁiﬂ'«maqmLuulmuﬁuaammaﬂiﬁn
alulegnsnandud lunndunouvemnnszuaumsnan Imaluaiwmal,aamaaw:maau 5101 (Price) AviuAT1AN
Tngfinrsanansuyulunsndn mslivinenns fuyuniswdn funuasnndes msdadmuie 1denaniuflunis
fndmineuaznszanedudegiaiis enmadmmaudiiedunndensdaazmn waznmsduaiunisnann Wy
nsldRanssumsmsnann Wleweunsdeyatnansludaguilan Téun nslawan (Advertising) nsuUsswduius
(Public relation) MsaaLa3UN1518 (Sales promotion) Aswelagldntinueiy (Personal selling) Lagn1snann
71199159 (Direct marketing)

3. LLmﬁmLazwqwﬁLf“imﬁ'umsél’mﬁu"la%a (Decision making)

Smithikrai (2010) naali31 nsdadulaterdudsiiintulugdugaine Tasifndundsndetuilae
yhmsUssidumadendne q udr wasvhmssnauladeninagvhmstondnsusile Snordedeyaildmsdumuie
MnmsUsziiumadenagasibensounsy sifuilnagyinisdaauladonusuuuuresnuies faudagldty
Foyaifetunansusiludnuasiliunnseiu
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NIBUUUIAANITINY
AIulamvuanseuknAnMTITelagaguuiugIuvetingUssasdn1idendesnisiny A3 Figure 1

Consumer Groups

Purchase Decision
Personal Purchasing

Data Behavior factor 1 group 1
%’ Factor factor 2 group 2
Analysis factor 3 Cluster group 3

Marketing Mix > * Analysis *

Factor > .

. * Grouping
Extraction oub N
factor N sroup

Figure 1 Research Conceptual Framework

3/AiIuNIY
1. Usznnvaansidy
M3I98L89UIU (Quantitative research)
2. Usgrnsuazngusagng
Usgwnsie fuilaandnsnsiiduiinsfudwindesludmiauassvdun delinsiusnulssens
furiuou §TuTedunnguiied1sangns Cochran (1953) Taerimunsefumeuidesiuiesas 95 uavsesy
AmAnuannedouiosay 5 ldngudegiediuiu 385 foes
3. nesilelumaifiusausudeys
wuyABUAN! (Questionnaire) Usznause 3 d@ leuA dwil 1 deyaduyara dwil 2 ngAinssumIte
AN S dudnstudaandey Tnedwd 1-2 \Juwuuaevaulidennau (Closed-ended question) wavdudi 3
Padedrulszauniseatandasasifiduinsiuasnden iuwuvaeuanuwuudagifu (Ranking scale) Taevinas
pRaeUAMTiBmsITaniie (100) INFNTIAA 3 vINU WU TA1WINNTY 0.5 (Fongsri, 2014) AFINEBUANY
WFestu Reliability) veuuaaUaa (Try-out) $1u3u 30 518 1ael433 Cronbach’s Alpha Coefficient A1 O 11ANTY
wazWiNAy 0.7 (Cronbach, 1951) wineANdn wuuaeuaudimudesiu ansnseiluidudeyatungusedsls
4. FBnsiusiusiudoya
vhnsifudeyaanguilaandsfasiidulinsfudanadenluiminuassedun feiBnsduiods
wuudeaIn (Convenience sampling) Ineifiunuuasuny 2 33 Téun 35usn fie uuuuaeunumuaauiisIvns
PaETINAUA @uas1saly wardSiaes Ao Wiuwuudeuaueeulaiiu Goosle Form ludedsaussulatives
nauguslnandndusiidulinsiudanndesludmiauassvdin warliguslnaues link uuuasuause
5. nMsAnTedeya Useneusie
5.1 $uil 1 Winsesitoyadeadfidansan (Descriptive statistics) esunedeyadiuynna waznginasy
nMstenanfaiTidulingfudwndon 16w A1nud (Frequencies) uazAn3asay (Percentage) nauingusveadn
mMsAdeded 1-2
5.2 $ufl 2 SinswitladuecdusyneuiBedisnn (Exploratory factor analysis) lumsdnanguiadudu
Uszaunseanandadasiiiduinsfudwinden dreiinisatadadeuuu Principal component analysis 1iiels
iinvestadefiadaldinnudaiumniu Inensmuunudadodeisusiuund (Varimax) G Eigenvalue #q
u1nndn 1 F938fenarnduitandruruduusiindetosiian wartelifimuadevesiadeliegadaiay
(Wanichbancha, 2012) fildnnduiladodutssannsnannanfasididuinsiuaanadon i 25 4o {Aseiily
siumsatadunguiiadelutureusoly meutnguszarmsideted 3
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53 4uil 3 Jinsevinguiiad (Cluster analysis) fuilnanansusifiduiinstudauandey touwtngy
fhoghamunginssunistondnfasiiiduinsfuauandon usitdesanlsimsudnungugldauiusedsdaay
fedsfeglunguideniuasiidnuasfialamiloutuniondoiu Tnsusazngusegsazdidnuazunndneiu §ideld
wiedla Hierarchical Approach lagfia1sanainen Observed Significance el lunsuuangusnegng nnuld
wiAila Non-Hierarchical Approach (K-means) 9101 Final Cluster Centers (Wanichbancha, 2012) nauingUseasn
mMeAduted 4 uas

5.4 tuil 4 TgmaTeudieunissled (Cross tabulation) Tun1sdnnquiusinandadaeinduiinsiu
daunndeuuazladediulszaunisnann

HaN15398 Uazaiusnena
1. dayadruynnavasfuilnandndneindulinsiudundeunaniside 7y Table 1

Table 1 Personal Data of Respondents

Personal data Frequency Percentage
Gender
Male 190 49.40
Female 195 50.60
Age
Under 20 years 59 15.30
20-30 years 227 59.00
31-40 years 50 13.00
41-50 years a2 10.90
Over 51 years 7 1.80
Educational
Below bachelor degree 139 36.10
Bachelor degree 226 58.70
Master degree 14 3.60
Doctorate degree 6 1.60
Income
Less than 15,000 baht 186 48.31
15,000 - 30,000 baht 141 36.62
30,001 - 50,000 baht 40 10.39
More than 50,000 baht 18 4.68
Occupation
Student 58 15.06
Government official / State enterprise employee 76 19.74
Private company 108 28.06
Freelancer 29 7.54
Self-employed/business owner 40 10.38
Housewife/househusband 74 19.22
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970 Table 1 wudn drulwgilumendgs $1uu 195 au Aadudesas 50.60 fongszning 20-30 U S1uau
227 au Andusesay 59.00 dnsAnwseaulSaans 1w 226 au anlusesas 58.70 fisnelanini 15,000
UM 1w 186 au Anluieray 48.31 wasdlondwduninauudsvmonau s 108 au Anduieway 28.06

ic a (4

2. WaAnwngRnssunsvendnfueiiilulinsnudawindau fg Table 2

Table 2 Purchasing Behavior of Environmentally Friendly Products

Purchasing behavior Frequency Percentage
In the past 3 months, how many purchased eco-friendly products
1-3 times 159 41.30
4-6 times 109 28.31
7-10 times 75 19.48
More than 10 times a2 10.91
What types of eco-friendly products do you buy
Eye-friendly paper 21 5.45
Tote bags 30 7.79
Fluorescent light bulbs 51 13.25
Correction products/whiteboard markers 30 7.79
Fuel 60 15.58
Household items (plates/bowl/spoon/toothbrush) 51 13.25
Tissue paper 33 8.57
Document boxes/files/envelopes 27 7.02
Copiers/ink cartridges/printers 39 10.13
Paint 43 11.17
Where to buy eco-friendly products
Convenience stores 48 12.47
Specialty stores 148 38.44
Department stores 112 29.09
Online stores 7 20.00
The price you decide to buy an eco-friendly product
Less than 500 baht 33 8.58
500 - 1,000 baht 103 26.75
1,001 - 2,000 baht 110 28.57
2,001 - 3,000 baht 66 17.14
More than 3,000 baht 73 18.96
Who influenced your decision to purchase an eco-friendly product
Yourself 12 3.12
Family / Partner 73 18.96
Friends 37 9.61
Agent / Salesperson 157 40.78
Presenter 106 27.53
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Table 2 (Continued)

Purchasing behavior Frequency Percentage
How do you get information about eco-friendly products
TV commercials 30 7.79
Radio commercials 81 21.04
Social media 103 26.75
Billboards 44 11.43
Telling’s from friends / Family / Acquaintances 127 32.99

210 Table 2 wu dalngflu 3 Weufiiundendnsasimiduinsiudannden 1 - 3 aSt $1usu 159 Ay
Andutenas 41.30 nandaeifigodiulng Ao tsudemas s1uau 60 au Andiufesa 15.58 dauiite laun
Sudanizna Suau 148 au Andudevay 38.44 s1Andisadulade 1,001 - 2,000 V1M $1uu 110 Ay Andu
Sovay 28.57 fiididuvinlidnaulate Ao dunu/minaue S 157 au Andufesas 40.78 wasfunau
Jnasuanfunfiuiinsivdindonan Auennanveailon/aseunia/auddn dwau 127 au Andudesay
32.99 Aauandlu

Amsun1TAT1enUaduesAUsEnaUliNd199  (Exploratory factor analysis) Yadud@iuisyaunisnan
wanAusidudinsfuauneden hoansiuauiuusas nutadunsdanguanuduiusvesiuusivioglungy
Wiy meIsn1saintadenuy Principal component analysis wagldisnyuunuadelagizuisuund (Varimax)
Tnefansailonadeuanumineauvesiuusindmunnsauiiasihunatndedenielyl aane1 KMO (Kaiser-
Meyer-Olkin Measure of Sampling Adequacy) wag Bartlett’s Test of Sphericity ¢4 Table 3

Table 3 Results KMO and Bartlett's Test

Statistics
Kaiser-Meyer-Olkin Measure of Sampling Adequacy (KMO) 0.972
Bartlett’s Test of Sphericity Chi-square 4689.407
df 406
Sig 0.000
n 385

210 Table 3 wuin Mwussan 25 fudsihunldludandunsieseiesduszneviiafudiuyszan
msnaandnsausiiiluiastudwandey fe1 KMO wiriu 0.972 Ssfirnannnii 0.80 uanei1 faudsdanuduius
wnzauTiariins e e UsENoU uasNaN1IVAaBUY Bartlett’s Test of Sphericity §ifn Chi-square = 4689.407
wardlen Sig = .000 Fatfeunineseiutedfyneadai .05 wanain Faudsaa 25 Fauds fanudusiudseminedu
FefuasUldd fusimmniinnusmengauiiazdaldlumsliesgitads uaraunsaatatadelilugdudely
(Hair et al,, 2010)

3. asdusznaudsdrsnataddruuszaunsnanandndudiiduinsiudwndon
ielstminuesesdusenauilaseiianalaimnudaauunniy udldinaelunisfiansansiuay
Hafofimunzay lneforsanaindr Eigenvalue 1innn 1 wagdudsiiogludladoifiortuasiosdanimin
93AUsENaU (Factor loading) liffesndn 0.3 (Hair et al,, 2010) §3duvinsadndadeuuy (Principal component
analysis) WagyinN1sviuLnUBIAUTENBULUULNRAIN (Orthogonal rotation) Aae3BwITUING (Varimax method)
¢4 Table 4
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Table 4 Results Element of the Factor

Component Component weight Variability Cumulative variance
Element 1: Product features 10.195 22.550 22.550
Element 2: Quality certification mark 1.732 15.188 37.738
Element 3: Price 1.184 8.325 46.063
Element 4: Warranty 1.002 6.788 52.851

970 Table 4 wuin A1leinu (Eigen  value) Fadunavanvesiminesdusznouiauls W 25 fauds
Tuusiazesrusznouiitianlewnu (Eigen Value) 1nnndn 1 TulU Tdpsdusznauiimun 4 ssdussnau Ardepazain
wUsUsauavan s 4 ssdusvneu fawihiu 52.851 annsaesueliin ssusynevvesdadediulsraunisnann
wAnSarifiduinsiudsnndon Yssnoulude Jadefl 1 fusmanfndndoe Jafed 2 duniemneiuses
A Jaded 3 dusian wagdaded 4 funsfuusedu annsafussduszsnovveiiadudulsraunisnain
AN S duinstudandey soeay 52.851

4. m3dangunginssuuilnandndneinlufinsiuduandou
Uadudnszaunsnaiaiifinaronsdindulatondndaueifidulinsiudwindeu las1uiunguilfign

& aad o

I oaa ' Y] I A v o W a ' . - I
AR 2 nay NUAIULEANH NN UDY WUUYAIAYN AN NTEAU .05 Iﬂ&JWﬁniimmﬂm Observed S|gn|ﬂcance Wu

19

Aug (Wanichbancha, 2012) nefidevinnstinszimsinnguiadendmanenisinduladondndusiiduinsiu

'
a

dwanaey TsAasieningy (Cluster analysis) mewatia Hierarchical approach f4 Table 5

Table 5 Results Test of Factors that Groups Different

Cluster error
Factor F Sig.
Mean square df Mean square | df
1. Product features 211.642 1 0.742 383 | 197.846 | 0.000
2. Quality certification mark 29.054 1 0.843 383 | 94.774 | 0.000
3. Price 50.127 1 0.903 383 | 146.846 | 0.000
4. Warranty 48.955 1 0.974 383 | 86.843 | 0.000

271 Table 5 uanswanisvaaouiladefivilingusing Sefiansaunandadn F vsstiadeis 4 Jadeiiduin
uazA1 Observed significance tHuaug Feaguirdladofiinnfiansan f 4 Hade Wuladeivlvingusing
(Wanichbancha, 2012) wianeanudn Hadevis 4 Jads Useneudae defedunmantindnsus dadedu
\Sesvaneiusasnmunn Jadususan wastadesnumsiulsedu Wuladeiihlingusing

Mnvhmsliesgingudieimaiia Hierarchical approach iallésiuunguiuilnauds uduneusely
#io m3l4imaiia Non-Hierarchical approach (K-means) Tumsuisngumunginssuguslnananfusinduingtu
dswndon Tnefia1sanainen Final Cluster centers f1 Table 6 Tavannsauvsnguglésusendu 2 ngu fo
Nl 1 WunanTARAAfuT uay nguil 2 Wusia

Table 6 Clustering Consumer Behavior of Environmentally Friendly Products

Group
Factor
Focus on product features Focus on price
1. Product features 1.441 1.264
2. Quality certification mark -0.408 0.647
3. Price 0.192 -0.090
4. Warranty -0.852 0.712
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971 Table 6 uanwan1sdnngunginssufuslaandnduaidulinsivdandeunuladens 4 Jady

Tudusely §138l¥n1319le7 (Cross tabulation) lumsiuTeuiieunguiiefiansantannuiiounionuuandig
Tuns@nungAnssuduslaandndaminduinsiudwinden wasdadendmadenisinduladendnduaniiduing
fudawindeununauusiaa A Table 7

Table 7 Comparison Different Groups of Consumers of Environmentally Friendly Products

Past 3 months how many
Purchased

What types buy products

Factor Group
Focus on product features Focus on price
Number of members 357 (92.72) 28 (7.28)
Gender Female (48.57) Male (5.19)
Age 20-30 years Under 20 years
Educational Bachelor degree Bachelor degree
Income 15,000 - 30,000 baht Less than 15,000 baht
Occupation Private company Government official / Enterprise employee

4 - 6 times

fuel

1-3times

Household items
(Plates / Bowl / Spoon / Toothbrush)

Where to buy products
Price decide to buy products

Who influenced purchase

How information products

Specialty stores
1,000 — 2,000 baht
Agent / Salesperson
Billboard

Specialty stores
500 - 1,000 baht
Presenter

Telling’s from friends / Family / Acquaintances

97 Table 7 awnsnedunganvugnguiuslan 1 2 ngu ladadl

v

[ YY) LY
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4 q
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fula dndnsusiiusodininensuaendsonlumsndntosiian nanfasinsdenindululde (Recycle) n13
LeNTuaIY, MIderaas uaznslden (Reuse) la s1uveaNAn ST uasdmansenulunsinaiedunndeutios
fan FadaunInlungy $1uau 357 au (Fovay 92.72 veengudiegne) dulvadumands e1gseving 20-30 T
nsfnwegluseiuUiyanes fseldsening 15,000 - 30,000 U e FwninuUIEenvu Tny 3 ieufiiIuaN
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a £ L3

nanAusndulinsiuaannasuaniielawan/Billboard
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