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Abstract: This research aimed to investigate personal, market and psychological factors, and
consumer behaviors in purchasing Ko Sukorn watermelons in Palian District, Trang Province. This
study employed a quantitative research approach, collecting data through questionnaires from 449
consumers who had purchased Ko Sukorn watermelons. The data was analyzed using descriptive
statistics. The results regarding personal factors affecting the purchasing decision revealed that
most respondents were male residents of Trang Province, aged 25 years or younger, had an average
monthly income of less than 8,000 Baht, and were familiar with Ko Sukorn watermelons. The
findings related to marketing mix and psychological factors showed that, overall, these factors
were rated at a high level. Specifically, distribution channels and pricing were the most influential
factors (X = 4.52), followed by product and promotional factors, as well as psychological aspects,
which were also influential at a high level (X = 4.46). Regarding consumer behaviors, the frequency
of purchasing watermelons was between once every 1-5 days. The main factors influencing the
purchasing decision were taste and price, with most consumers spending less than 100 Baht per
purchase. The average weight of watermelons purchased was less than 2 kilograms. Most
consumers bought watermelons from fruit markets. Additionally, consumers expressed interest in
purchasing organic or safe watermelons if they were available, especially, if it was labeled as
organic or safe products.
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Table 1. Percentage, mean and standard deviation of marketing mix and psychological factors

affecting decision to make the purchase on watermelon

The factors affecting decision to make the X S.D. Interpretation
purchase on watermelon

Product 4.49 0.62 High

Price 4.52 0.55 Highest

Place 4.53 0.59 Highest

Promotion 4.44 0.62 High

Psychological 4.44 0.62 High
Average 4.48 0.60 High

3. NANIIANYINGANTTUVRIR UTLAA
Tunsiadulaidend sundly wuda fmeu
wuvaeuaufinnuilunisdeundaluusazads
(neiade) $n1sde 1-5 Tusenss Andusesay
65.00 Jadeiifinanenisinaulad eundlumin
fign Ao savd Andufesay 81.30 :1A07
fuslnadndulatiogaan fe doundt 100 vinde
ate Amdufosay 43.40 Tnsiad srvndnues
unslufifuslaadondourazadsgean Ao des
i1 2 Alansu Andufesay 33.60 dailvgded
naanalsl Andudosay 69.70 msfndulee
wdusumndunilueasuninuselaonies
swiheluviomainvietemndu Andudesay
80.4 Inswnnageaaiinnduladounsluooiun
dnniovasades Ao 4 oui ouslamiesly
FAnUszaniu Amduseosay 69.00 wagayl
AMNEIAYIIN T anwald s uLealupasLN
fnvievasady ilmnuddanniian Aadu
Fovaz 54.10 uazdrulugdn1seausulusian

waslugasuniinusevasadengnitsmuasly
U 10-20% Anlusesay 34.50

n1saAUuTI8Na

NansAnEINIIUsTIINSANEnSTidana
aon1siadulad oundly wuan dnvaiznia
Uszarnsaansiuananeiy Usznausae i
918 TEAUNITANYT BIYN wazs1eldied vae
Wouiiunnsnaiy Snasenisieauledoundy
FI9NU @9AAA 09N UITUITEUDY Sadthong
(2023) fifinw1 ngAnssunazdadediulszay
n1an15nand inanonsinduled edudn
i ufinsdod swandeuveaduilaaluiun
nsunnuviuas wuin Jadeussrinsenans e
A01UAN SEAUNSAnE 31818 9Tn Aisneiy
finasionisinduladudfidufinsfudundey
fneiu uenand SiaenAd ety Roongsang
(2012) fifnwn Tadeiifinadenginssunistedn
Uaenansivuesruslaalulanngannumiuas
wuin fuilnaiddnuazdiuyana leaun e

178 | Yadsmimsnanauasnginssuduslnandwaremsanguladaunds imezgns dunausmbeu Jmianse



918 SEAUNIANYT 13N wazszauTelise
Lﬁauuaxamumwamamqﬁ’uﬁwqaﬂﬁumisﬁa
AnUaseansiwrasuslaaluuaniunnumiuas
funneeiu uenanddaonndasiiu Jaithem
and Wongyos (2024) @ nw1 d@2ulszaunig
mMsmanafiinasiensdndulavesfuslaaluns
Fodundsadaniad e nuin doyarialuves
ARBULUUABUNTY ML LA 818 SEAuNISAne
973N wazszauTelanafou AsdINananis
FaauladedundssdmIagine Rittboonchai
(2021) Anwndes noAnssauazdadedidmanie
nsdaduladeduidnUasnsuriuszuumded

a &

SLannsoilnduazn1IMaIAnaINY 8919 Vo

1%

HuilaalulangannumunasuazyIuang
wuin ieduunaudadediuyana nuay
wansnaslunmsanuazsesululadosu
918 AU N15ANYT 38l6 wazenTw
naa1NN13AnEITaTBEIUU TTANNIS
NM39a1ndnine1ve uilaaii duasenis
Faaulateundy wut Jadesudndszaunis
nInaIn Usznaunie Jaduaundndug Jady
f1us1A1 Jadeauteamianisinimuie Jade
Fun1sUTETIdNRUS taztaduauildninasie
nssnauladoundly sgredldoddgynieada
donndaanyu Supapon (2020) wu3n Jadeildl
Sviswasiensiadulatondn fusiuszuanmin
ogluszdumniign Fosmuddu Toud Jade
AIUTIAT ATUNAAA Y A 1UYININITIN
TINUE ULAZATUNITAUATUNITNAIN LaZE
aonadaafiunsiinwdinuuszaumenisnaind
dwmasonisdaduladeanaadmingnsind
Feanudn Yadudruuszaumenisnaindinase
msindulaarsandmingnsfnddoglusedu
w1y Taglanie AuNEnS e dana

JCDLQ

49aa (Yeamkong et al., 2021) UeNIN £
@9AAA 89N UINUIT8UBY Kakai et al. (2020)
ANWILLINIINTHAUEIUUTZAUNINITAAN
v Usgnaunisiuaaudnenuig Janin
UATTIVEN WU Yadedrulseaun1enisnana
finanenisdowaeuvesUszavuly sne
Ny FMTAUATINVENT ATUNARTUIN ATUTIA
FUYDINNNITIATINUIY LAZAIUNITALETY
N5y

HAIINATANWINGANTTUYDR UF1AA
fifnasensindulafounsly wut Taeiwgfnssy
fifinanenisidend oundly Ae AuAluNN3Te
unaly 9g5EmINN 1-5 Susionds Feitadeiiinasie
nsieauled sunddy Ao sawd was Yiminda
Fommamadent oundly dilviedofinananalst
waz uilnafauanlad oundluoasuniinue
Uasadgludmsuuslnaedudiausydniu e
Wl eannannuadlueas wniinus evaeas eyl
Juilaatulaimudillifansfivii dsuase
guamvssavluasouasl §edsiiasvhliiuilan
SuldlunardefidueesuniiniSevasnds Ao oo

a v

AuAludureesuniinuseUaensiy mseidums
fusuindudniize Aevnanuvasiidaess e
Tauvasnaniue FejuslnndufiTioiudmiu
unsloes unilnv3 sUaenssfigendiuadlamialy
10-20% wsnegulnalianuanlofud simudn
TUfianudaendoufeeg 1w ud i nifesain
waslut 2 LU 1 n1ssusesd sarulasnde
donmd o unsAnwngAnssugulnauazUady
drudszaumenisnaiaiidmanonisinavlade
oo mingasingd Famudn wadnssuduilan
cosnestmingasand I ngUsvasilumstoiiie
nsuslnales dedvled snsizsand aanui
Fof onannan/nainidn § onseay 2 Alandu

U 13 avudl 2 Uszduiou waunias - Benas (2568) | 179



2FEIMINAUIYNBULALAMNINTIN 13(2): 174 - 185 (2568)

(Chomraka et al., 2022) uavdaaanna a4iu
ATeves Honawiset et al. (2020) Fnwides M3
duauduAnunsdunid: anuganudila
irednardadenanisnaaluyuewewiuilan
WU fuilaad 99058 UA 1A AT 8T A2
nanany waglianudiAyiusiALazLas
Famed i dld e dady anwaniside

o w N

nganssu uslaad i uslaalianud Ay fe

7

& a v

FZLAUTIAIVDIE UA NNYATE UNT N3 0d UA
sefuniindsnadutiaduddaiifinaronsinaule
Fovasfuslan Tesrandudoonunindeylu
sesugall e suiioudusandudinuns
Tnevialy drundadunauainnsyuiunisudn
nMsiiudien Aidnnsdanisesned

LY

nsAnwaseiuandiiduinadeuar
wafnssuvosuilnaiidnadonisiadulade
walutaTua 1 udIUUIZANNI9NITRBIALAY
Haveduininefidsnsnasenisdadulade
TGN IfﬂﬂLawwm'aqmnmﬁé’@ﬁi’wﬂwﬁﬂﬁ]ﬁ;ﬁu
Juslaaduauazaanlunisd emd odne
wonani savfveuntlududutadeiiddod
vl uilnadnaulad sunaly Armumtuves
sand nglamzunduinzgnsiinismgzgn

=

YULNNLABUTBUNIBUINZLE VN savALazd

e

yowadly Sondnuaiuansanfiduuenaini
ﬁqﬁLLmTaJLmzqﬂﬂmﬂ@iwmﬂﬁﬁuﬁa nauEUan
wadluldsunissusesitnisugnunsluiiniy
UaonstlngldSunIaamung GAP wie n1suan
mensinensfiavsaduunsdufidnnudasndy
Feduunalainigansd fiondnualianizdn
Hunalifuieves 2.0%1 msldfunsaiuayu

dad5y 91NVUI8IIUN LN 829 BILUNITVIN

n1snatavinbiunsluinizansfidedeeluds
fAdaiatiuunTuluauAn

Jolausuus

Jatduauuslunisuinanisiveluld
Uszload

1. §1uB¥115 wan1539edaunse
il lumsaduayuamAvnisiisadosiu
menzidasenansenuiidmananisiadula
Foundlunsonanannen1sinensyilng uves
naununsnslulsznalned doanisldnisg
Jipsvitasitdmansenusonsindulatdoite
UUMUHUNITAAIAVBINGUNYATNT wazld
yuueslums@nuiTsuiiisuseninedaded
daansynusenisinauladelufiuiisnsuves
fuslnausdgiudi

2. arun1sunlulduszlosuTutds
widlvd namsideedaiilfifudoyavonnunsns
ALz Ugnuaaly @13nuNUN1IAaIARIa 9
il Us28nSHan181aany9In19an1InaInLasg
Wnsvhnseaalinssiungugnan suszdina
Tinsugnuienisuiesiulufianisiwnuna
gnsN1INAIANIENISUTEMdUNUSToyau1Ians
19 9 vlAnTInIUAIINABINITVRINAUGNAN
Wnnga11150A1AALILAINABINITVDIGNAN
I@lndidssanuduateunniigadounsliiiin
NANOULNUT LA U8DAYIY AUAHBNITAINS
auinizUgn lagganiufen SR
N1IRANALAEYDINIINTTINTIU U8R A5
Gonananlaazaan

v o

3. AUNISAAUAULIUNY HANITIVY

v
v I

AN DT ULLINIINI TRAILITBINIINITARA

P a

MIDNNTVIUHANAN LN D bALNBATNSTYDINI4

A13NAIANTITU FIn15a319AMUA NS ILAL AN

'
o

gegulviiunquinuasnsgugnuasluinizans

180 | Yademmsnanauasnginssufuslnandwaremsanauladaund imezgns dunausmbeu Jmianse



gunalzivasy Jarianss n1saanmsidiusy
VRAUNTNNUIBIIUNIATIRYINYY BIANS
UIMsdumuaInzgnsLi v oy as1unns
Wagenmsnaiauazn1suelinsaiuanues
msvesfuslaaluduulevienisguana uugn
unslaimzanslusuian uazidwyde awnsa
$nwlidesmanumsnssuiidseludsgnvanaile

Sl iTaTmussin aruduey Yoy

LONE1581989

Chomraka, I., S. Yeamkong, K. Jindatawin and
S. Jirawongsatian. 2022.
Consumption behavior and
marketing  mix factors affecting
buying decision of longkong in
Uttaradit province. Journal of
Business  Administration ~ Maejo
University 4(1): 57-76. (in Thai)

Cochran, W. G. 1977. Sampling Techniques.
3" ed. John Wiley & Son, New York.

Hongwiset, S., P. Nakpathom, K.
Pitchayadejanant and T. Pimljinda.
2020.  Promotion  of  organic
agricultural products: consumers’
cognition, attitude, and perspective
towards marketing factors. Suan
Dusit Graduate School Academic
Journal 17(1): 231-248. (in Thai)

Jaithern, K and Wongyos, N. 2024. Marketing mix
that affects consumers’ decision to
purchase sweet oranges in Lampang
province. Nakhon Lampang Buddhist
College’s  Journal  13(2):  265-280.
(in Thai)

Kakai, N., S. Nanua and N. Waleeprathanporn.
2020. Guidelines for the development

of marketing mix for the melon

JCDLQ

entrepreneurs in  Pimai District, N
akhon Ratchasima province. Journal of
Local Governance and Innovation 4(3):
285-302. (in Thai)

Maleehuan, P. and C. Panpakdee. 2024.

Technology transfer of participatory
biological pest management of
vegetable growers’ group, Krasang
subdistrict, Krasang district, BuriRam
province. Journal of Community
Development and Life Quality 12(2):
128-140. (in Thai)

Pinta, L. and M. Mallawong. 2022. Influence

of marketing mix factors and
attitudes that affect consumers'
decision to buy organic vegetables in
Mueang Chiang Mai district, Chiang
Mai province. RMUTL Journal of
Business Administration and Liberal
Arts 10(1): 1-24. (in Thai)

Prueksarat, S. 2022. Marketing factors

influencing purchase decisions and
consumer behavior for soju of working
age consumer in Bangkok
Metropolitan region. M.M. Thesis.
Mahidol University, Bangkok. (in Thai)

Rittibboonchai, W. 2021. Behavior and factors

affecting the decision to purchase safe
vegetables products through
e-commerce  and  multi-channel
marketing of consumers in Bangkok
metropolitan and the vicinities. RMUTT
Global Business and Economics Review
16(2): 141-154. (in Thai)

Roongsang, A. 2012. Factor influencing consumers’

purchasing behavior on organic vegetables
in Bangkok Metropolis. MBA. Thesis.

U 13 avudl 2 Uszduiou waunias - Beinan (2568) | 181



2FEIMINAUIYNBULALAMNINTIN 13(2): 174 - 185 (2568)

Srinakharinwirot ~ University, — Bangkok.
(in Thai)

Sadthong, P. 2023. Behaviors and marketing
mix affecting customers’ purchasing
decisions on environmentally friendly
products in Bangkok. Rajapark Journal
17(52): 404-415. (in Thai)

Supapon, S. 2020. The study of consumer's
demand and factors that affect the
consumer's decision chilli product in the
northeastern of Thailand. Panyapiwat
Journal 12(2): 67-80. (in Thai)

Utiram, K, P. Botsalee and S. Urai. 2021.
Increasing productivity of watermelon
cultivation of growers in  the

community of Baan Khokmuang,

Chorakhemak sub-district, Prakhonchai
district, ~Buriram  province.  NEU
Academic and Research Journal 11(1):
43-57. (in Thai)

Wongyos, N. 2021. Factors affecting the
consumer decision to purchase
organic  vegetables in  Phayao
province agricultural market. SAU
Journal of Social Sciences and
Humanities 5(1): 133-145. (in Thai)

Yeamkong, S., I. Chomraka, S. Jirawongsatian and
S. Jaytiyanon. 2021. Marketing mix
affecting purchasing decisions, langsat of
Uttaradit province. Phetchabun
Rajabhat Journal 23(2): 97-105. (in Thai)

182 | Yadsmimsnanauasnginssufuilnandwademsanguladaund imezgns dunausmbeu Jmianse



