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Abstract 
     The objectives of this study were to investigate marketing mix which influenced purchase decisions of 
organic rice consumers in Bangkok metropolitan areas, and to compare the differences among those with 
different demographic backgrounds. The data were collected from 384 organic rice consumers in Bangkok 
metropolitan areas through a questionnaire, and analyzed by using statistical hypothesis tests: one-way 
ANOVA.  
     The findings indicated that, overall, the importance of marketing mix was considered at a high level. The 
most important dimensions were product, price, place and promotion, respectively. The consumers with 
different ages perceived significantly equivalent levels of importance (p = 0.05) on overall marketing mix. 
Consumers with different marital status shared significantly different opinions on importance levels of 
product and price (p = 0.05). Significantly different importance levels of price and place were discovered 
among those with different educational backgrounds (p = 0.05). Promotion and overall marketing mix were 
on significantly different emphases among those with different incomes (p = 0.05).  
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However, importance of promotion was found significantly different among those with different careers        
(p = 0.05).      
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