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Behaviors Influencing Satisfaction in the Decision to Purchase

Clean Food
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ABSTRACT

This research aims to study the impact of personal factors, consumer behavior
factors, and marketing mix factors on customer satisfaction in the decision-making process
of purchasing clean food. The research scope was defined as follows: The population in this
study consists of clean food consumers in Nakhon Ratchasima province. The data were
analyzed using descriptive statistics, including frequency, percentage, mean, and standard
deviation. Hypotheses were tested using inferential statistics, namely Independent Samples

t-Test and F-test (One-way ANOVA).

The findings revealed that the majority of the respondents who decided to purchase
clean food were female, aged between 36-45 years, employed as government officers or
state enterprise employees, with an average monthly income of 20,001-30,000 Baht. They
predominantly purchased single-dish clean meals 1-2 days per week from general clean food
restaurants, mainly for themselves, based on nutritional value, and made their purchasing
decisions independently. Most opted to pay in cash. Regarding marketing mix factors, the
overall perception of the participants was at a high level. When testing the hypotheses, it was
found that personal factors such as gender, age, and occupation did not significantly affect
customer satisfaction with the marketing mix. However, differences in average monthly
income significantly influenced customer satisfaction with the marketing mix at a 0.05 level
of significance. For behavioral factors, differences in purchase location did not affect customer
satisfaction with the marketing mix. In contrast, differences in the type of clean food
purchased, purchase frequency, target consumers, reasons for purchase, influencers in the
decision-making process, and payment methods significantly influenced customer satisfaction

with the marketing mix at a 0.05 level of significance.

Keyword : Clean food, Consumer Behavior, Marketing Mix
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