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Abstract

This study had the objective to 1) study decision-making to consume clean food of
people in Samut Sakhon 2) study decision-making to consume clean food of people in
Samut Sakhon categorized by demographics 3) study market mix factor and lifestyle factor
influencing decision-making to consume clean food of people in Samut Sakhon.

The sample group used in this research was 400 people in Samut Sakhon who
consumed clean food by using questionnaire as a tool in collecting the data. The statistics
used in descriptive analysis were frequency, percentage, means and standard deviation. The
hypothesis was tested by One-way ANOVA and t-test statistical analysis. If the difference was
found, it would be compare for each couple by LSD method and Multiple Regressions.

From the hypothesis test result, it was found that consumers in Samut Sakhon with
different gender and age caused different decision-making to consume clean food and
consumers in Samut Sakhon with different income and educational level did not cause
different decision-making to consume clean food. As for the lifestyle factor, interest and
opinion, it influenced decision-making to consume clean food of people in Samut Sakhon.
As for market mix factor on price, product, distribution and market promotion, they

influenced decision-making to consume clean food of people in Samut Sakhon

Keywords: Decision-making process , Clean food
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