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Abstract

This study explores Generation Y’s green consumption behavior in Chiang Mai,
Thailand, then proposes marketing strategies and policy implications. This research has
surveyed 1,200 samples in five districts of Chiang Mai. Results show that most of the Gen'Y
consumers often use green products but quite low frequency (average at 1.02 out of 3). Half of
respondent has low confidence in green product certifications. However, 78% of Gen Y are
willing to pay premium price for green products. Ordinary Least Square (OLS) and Random
Effect show that education level, gender, occupation, confidence in green product
certiﬁcations, perception of green product quality and degree of environmental concerns
significantly affect frequency of green commodity purchase. So marketing strategies should

promote in line with these factors.

Keywords: Green Consumption, Green Consumer, Green Marketing, Attitude, Generation Y
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qmé’nymz Percent Qmﬁ'ﬂyma: Percent
Y 34.24% GAL GRUEGE 28.03 1)
M 63.44% Tan 63.08%
(Wl HOUANMS
N qusd 33.24%
mANIGen 232% AT e -
Bu9 3.68%
fuswms/minau .~
2. B 18.01% CARERGINIERTTY 10.84%
FIAS/AFIAMAD
g3nadIuAI e
N 23.72% aysaan 7.78%
i fAong o .
871N . 3 FEAUMSFANY =
WHRITULITEN 29.53% SIECIVRET 75.57%
indeneganitu 1.06%
niSou tindAn 22.75% geninfygnes 5.81%
B9 4.93%
< 15,000 U 3.19% < 15,000 U1 36.50%
Y 15,000 —35,000 UM | 25.56% 15,000 - 25,000 U | 43.66%
570 lAves A,
. - 35,001 — 50,000 U 36.69% | 510 lAnBiRau 25,001 - 35,000 U 15.30%
AFITOU
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> 100,000 U 8.71%
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318019 AN Percent

Tigudselusmiigant 226 21.86%
(Not willingness to pay price premium})

Euﬁﬁw“luﬂmﬁgq%u 1-5% 449 43.42%
(Willingness to pay price premium 1-5%)

ﬁuﬁaﬁwiuﬂmﬁga%u 6-10% 205 19.82%
(Willingness to pay price premium 6-10%)

E‘u%ﬁiwiuﬂmﬁqaﬁumﬂﬂ'jw 10% 154 14.90%

(Willingness to pay price premium >10%)

N11: 11931599
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wan1sfnurludaud 34 duavenisudngudusina Tasldinaaidiy
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Uszianfum AN e W4 WA 57U Pearson
matfien Chi-Square
Test (S
1. omseasuniia indn | hilddeian 62 74 3 139 11.103
Taglildesiadl vso (17.51%) | (11.28%) | (12.50%) | (13.44%) |  (0.085)
emstaeadosunn | Fetha 210 406 12 628
199 (59.32%) | (61.89%) | (50.00%) | (60.74%)
Sovjeunta 59 138 7 204
(16.67%) | (21.04%) | (29.17%) | (19.73%)
Foiflutlse s 23 38 2 63
(6.50%) | (5.79%) | (8.33%) | (6.09%)
21750919 IWlwaz 1R S oiae 43 118 8 169 24.264
fuddian Insiind (12.15%) | (17.99%) | (33.33%) | (16.34%) (0.000)
Foiha 195 372 9 576

(55.08%) | (56.71%) | (37.50%) | (55.71%)

Jovevats 61 106 7 174
(17.23%) | (16.16%) | (29.17%) | (16.83%)
Fodhulsz 55 60 0 115
(15.54%) | (9.15%) | (0.00%) | (11.12%)
3. fufuiteoguamuny | hilddene " 90 84 4 178 42,933
Anumfiien (25.42%) | (12.80%) | (16.67%) | (17.21%) |  (0.000)
IQAUTITUTIA Foths 183 334 12 529

(51.69%) | (50.91%) | (50.00%) | (51.16%)

e

¥
FOUBYATI 67 155 4 226

(18.93%) | (23.63%) | (16.67%) | (21.86%)

J o z:
Forflutlyzd 14 83 4 101

(3.95%) | (12.65%) | (16.67%) | (9.77%)
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Ysztondum G e i WA 59U Pearson
mMataen Chi-Square
Test (S
s sfouiowiniodddlu | liddemn 54 94 0 148
antnaniifhuiagdy (15.25%) | (14.33%) | (0.00%) | (14.31%)
Fanadou Forhs 186 342 9 537
(52.54%) | (52.13%) | (37.50%) | (51.93%)
Fovieunta 79 168 13 260
(22.32%) | (25.61%) | (54.17%) | (25.15%)
Foiflutlsei 35 52 2 89
(9.88%) | (7.93%) | (8.33%) | (8.61%)
5. vuiuluTeda 4% eian 195 401 9 605 14.898
(55.08%) | (61.13%) | (37.50%) | (58.51%) |  (0.021)
doth 105 170 § 282
(29.66%) | (25.91%) | (29.17%) | (27.27%)
Foriaunda 43 70 6 119
(12.15%) | (10.67%) | (25.00%) | (11.51%)
Soiurszi 11 15 2 28
G.11%) | (2.29%) | (8.33%) | (2.71%)
6.ia0rh oo | Ti1d%aian 176 352 10 538 6.791
HaRARAuNTSUSETITY (49.72%) | (53.66%) | (41.67%) | (52.03%) | (0.341)
finsdefundon Fotha 144 232 9 385
(40.68%) | (35.37%) | (37.50%) | (37.23%)
Sorinente 31 61 4 96
(8.76%) | (9.30%) | (16.67%) | (9.28%)
Faidhulseh 3 11 1 15
0.85%) | (1.68%) | (4.17%) | (1.45%)
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SEAUMSTANY
dsziandum 1D i Wy | gan 534 | Pearson Chi-
‘lﬁtyﬂp a3 13 Y Square Test
A3 a3 (Sig)
1 emiseniuniind | Tl seimo 23 105 5 133 47.378
e Tay'laild (12.17%) | (13.67%) | (8.47%) | (13.09%) |  (0.000)
wsiafl vise 113 | Boths 130 463 25 618
Yaendiy Uszian (68.78%) | (60.29%) | (42.37%) | (60.83%)
AN Foreunta 28 160 14 202
(14.81%) | (20.83%) | (23.73%) | (19.88%)
Fotlutsz 8 40 15 63
4.23%) | (5.21%) | (25.42%) | (6.20%)
2intedld ey | WidSeinn 26 133 7 166 37.709
dufdanlnsiingd (13.76%) | (1732%) | (11.86%) | (16.34%) |  (0.000)
ot 127 415 21 563
(67.20%) | (54.04%) | (35.59%) | (55.41%)
Forjounta 15 142 15 172
(7.94%) | (18.49%) | (25.42%) | (16.93%)
Fofhulsz 21 78 16 115
(11.11%) | (10.16%) | (27.12%) | (11.32%)
3. Aufuiequam | liléFeae 46 115 9 170 49,280
uazATIaATh (24.34%) | (14.97%) | (15.25%) | (16.73%) (0.000)
1ningAy Foths 119 376 27 522
BITUNA (62.96%) | (48.96%) | (45.76%) | (51.38%)




45

Ysznndum Ad @ | Baan | ganh | 99 | Pearson Chi-
ﬁﬁgﬁw a3 ﬂ%ﬁgw Square Test
A3 A3 (Sig)
Forinunss 22 190 11 223
(11.64%) | 24.74%) | (18.64%) | (21.95%)
soilurlsei 2 87 2 | 1o
(1.06%) | (11.33%) | (20.34%) | (9.94%)

sarvpudou 1nd0ald | 11daeine 40 93 6 139 50.391
Tudninauiidh @21.16%) | (12.11%) | (10.17%) | (13.68%) |  (0.000)
fnssuduanden | dorths 119 386 25 530

(62.96%) | (50.26%) | (42.37%) | (52.17%)
Forinonta 27 216 15 258
(1429%) | (28.13%) | (25.42%) | (25.39%)
Foflurlsei 3 73 13 89
(1.59%) | (9.51%) | (22.03%) | (8.76%)
5. s luTeaa | MlFeiay 139 432 20 591 38.142
(73.54%) | (56.25%) | (33.90%) | (58.17%) |  (0.000)
Fotha 33 223 25 281
(17.46%) | (29.04%) | (42.37%) | (27.66%)
Foriounds 14 93 9 116
(7.41%) | (12.11%) | (15.25%) | (11.42%)
Foilutlses 3 20 5 28
(1.59%) | (2.60%) | (8.47%) | (2.76%)

6. iorh nE Dl i Faian 117 388 18 523 19.972
1 HraadaY (61.90%) | (50.52%) | (30.51%) | (51.48%) |  (0.003)
nssuTEnduies | dathe 58 293 31 382
Aofunaden (30.69%) | (38.15%) | (52.54%) | (37.60%)

Forinonte 12 76 8 96
(6.35%) | (9.90%) | (13.56%) | (9.45%)
Foidhalsed 2 11 2 15
(1.06%) | (1.43%) | (3.39%) | (1.48%)
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AOIUMNNTHUT T
dsziamaum A Taa ause ?}uq 59 | Pearson Chi-
Square Test
S
1 owseoiuniin i | Lilddeia 96 40 8 139 18.924
nan lao 11y (14.75%) | (11.63%) | (7.89%) | (13.46%) (0.026)
asiadl vie ows | Fetha 381 225 70 628
Uaends Usziam (58.53%) | (65.41%) | (57.89%) | (60.79%)
199 Feripease 142 51 10 203
(21.81%) | (14.83%) | (2632%) | (19.65%)
Forthulsz 32 28 3 63
(4.92%) | (8.14%) | (7.89%) | (6.10%)
2 eteld e | hié%eime 140 25 4 169 47.723
fufdianInstind 21.51%) | (7.27%) | (10.53%) | (16.36%) (0.000)
Fo1ha 347 208 20 575
(53.30%) | (60.47%) | (52.63%) | (55.66%)
Forovnds 112 55 7 174
(17.20%) | (15.99%) | (18.42%) | (16.84%)
odhulszh 52 56 7 115
(7.99%) | (16.28%) | (18.42%) | (11.13%)
3. Fuditequnm 185 0iau 135 35 8 178 39.011
HBZAWE TR (20.74%) | (10.17%) | (21.05%) | (17.23%) (0.000)
Fotha 297 214 18 529




47

Uszanaum Ad Taa GRIET:! B9 594 | Pearson Chi-
Square Test
(S
NNINYAL (45.62%) | (62.21%) | (47.37%) | (51.21%)
ISR Foriounts 152 66 8 226
(23.35%) | (19.19%) | (21.05%) | (21.88%)
Forihulszi 67 29 4 101
(10.29%) | (8.43%) | (10.53%) | (9.78%)

4195 udou i85 im0 96 44 8 148 17.088
wise 19y (14.75%) | (12.79%) | (21.05%) | (14.33%) (0.047)
dntnenfidhding | datha 326 194 17 537
fuduaden (50.08%) | (56.40%) | (44.74%) | (51.98%)

Horieuna 175 75 10 260
(26.88%) | (21.80%) | (26.32%) | (25.17%)
Forihulszt 54 31 3 88
(8.29%) | (9.01%) | (7.89%) | (8.52%)
s i luTodwa | WidSeime 370 216 19 605 12.523
(56.84%) | (62.79%) | (50.00%) | (58.57%) (0.185)
Faths 187 83 12 282
(28.73%) | (24.13%) | (31.58%) | (27.30%)
Foviosnta 76 36 6 118
(11.67%) | (10.47%) | (15.79%) | (11.42%)
Forlutlsesh 18 9 1 28
(2.76%) (2.62%) | (2.63%) | (2.71%)

61808 1R U dTeia 335 185 18 538 21.234
mo findndas (51.46%) | (53.78%) | (47.37%) | (52.08%) (0.012)
nssuTaiiufias | Soth 229 138 17 384
doftunndey (35.18%) | (40.12%) | (44.74%) | (37.17%)

Forieunta 77 18 1 96
(11.83%) | (5.23%) | (2.63%) | (9.29%)
Foithilszi 10 3 2 15
(1.54%) | (0.87%) | (5.26%) | (1.45%)

AW 1NATEITI0




43

4 ¥
Tumisfinngduuumsud Inamusyduseld lumsinunssiudesedoendlu 4
¥ ¥
sz 1aun

s101don 15,000 LInAROU

=l
-
=]
zZh

710l dszau

s

sw'ldseay

]
w o

510 1AszAUN 3

57014 15,000 — 25,000 U WM/AROU

9 157018 25,001 — 35,000 VIN/ADU

=
(o]
E Dk 2D Db
(o]
st}

'
P

510 1ds5eaun 4 Ae T5101du1nn71091 35,000 VINAREY

=}

= <3| o A 9 ol Y g ! Yl ' o
HansAnYUYUAINIT1IN 4-7 Toyaasied 47 uaaaliiviun swldnuanaraduil
wavh Ifgdiuums s Inadud@doalinnuuandiadu eduihfsdidgmeada sndudum
4 4 o o S g - v a2 a &
Yszanaseudou nseeldludninnuniudiassudanadon uazdudlsznndo
A ] = e g/ ot g =Y 1 A 9/
IAT0UAIMY ANFAd 18N 5UAT N uTAs AT uadoy
dmFuanuanA1Ten N duuumsus lna®idens misAnyinedinoenga

Qs J < T all [
ﬂ’J‘E)EJN'EJ'EJﬂL’lJu 4 ﬂf;lijllﬂuﬂ

)8

i = = =

NRUDIINN 1 A Fus1wmsminausvms/Sgaamiugneneiging

a B

h.
k

¥ o =

AAUDIFNN 2 D §INIAIUAVI1VININTAIAT

9 Q

0
h.
3

@ = oo w9y

NQUBITNY 3 A WITNNUUTEN/SDI

A oA 4

AquEIIWN 4 Ao auq Usznoulude Ayt inBeaoiganithu uazduq

N3

HamsfnyIn IAnanslunsne 4-8 Taenuan nquendniiuanaiaiu Tnadegiuuy
M35 Inanuandedy Tunndsznndud ondu Gudunsoudon wioaldludninanuh
I A v S ¥
Ahudasnuaundoy

Y A a

4 o o o T 1 AJ = 1
3197 4-7 191 d anuduiutsenieanudlumssedud @@ oz ind1en uay

9/
57814
Uszimmaum ANND sld swld swld s1'la 59M Pearson Chi-
svAufi1 | seduniz SERUN 3 | szdvn 4 Square Test
(Sig)
P A o oyl
1. owseesuntinil | Ti'ldvens 110 21 3 5 139 71.482
wanlaoTildanall (1327%) | (13.29%) | (10.00%) | (29.41%) | (13.44% {0.000)
vio omisdaeaty | o1t 518 94 10 6 628
Usziandie) (62.48%) | (59.49%) | (33.33%) | (35.29%) | (60.74%)
Sorionta 170 25 8 1 204
(2051%) | (15.829%) | (26.67%) | (5.88%) | (19.73%)
T :
Fatluilszd 31 18 9 5 63
(3.74%) | (11.39%) | (30.00%) | (29.41%) | (6.09%)
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dszandum R s1lad eld swld swla 570 Pearson Chi-
suduit 1 | seduit2 seduRs | sududia Square Test
(Sig)
2. woaldiium: | ldFerne 152 9 3 5 169 15.941
fumdian Instind (1834%) | (5.70%) | (10.00%) | (29.41%) | (16.34%) (0.000)
Sotha 459 99 14 4 576
(5537%) | (62.66%) | (46.67%) | (23.53%) | (55.71%)
Fovounts 129 29 8 8 174
(15.56%) | (18.35%) | (26.67%) | (47.06%) | (16.83%)
Forfulsz 89 21 5 0 115
(10.74%) | (1329%) | (16.67%) | (0.00%) | (11.12%)

3. Auduitoguam | lild%eims 155 16 4 3 178 27.640
nazRYMIL TN (18.70%) | (10.13%) | (13.33%) | (17.65%) | (17.21%) (0.001)
TagAusITUING Foths 421 87 14 7 529

(50.78%) | (55.06%) | (46.67%) | (41.18%) | (51.16%)
Horioenta 185 34 6 1 226

(2232%) | @1.52%) | (20.00%) | (5.88%) | (21.86%)
Foidhnlsed 68 21 6 6 101

®20%) | (13.29%) | (20.00%) | (35.29%) | (9.77%)

4. wioudou Tiddome 123 17 4 4 148 13.286
nﬂéaﬂﬁuﬁﬂﬂuu (14.84%) | (10.76%) | (13.33%) | (23.53%) 14.31% (0.150)
fufludassy Fotha 433 84 14 6 537
fanadou (5223%) | (53.16%) | (46.67%) | (35.29%) | (51.93%)

sorounta 208 42 5 5 260
(25.00%) | (26.58%) | (16.67%) | (29.41%) | (25.15%)
Foidhulszd 65 15 7 2 89
(7.84%) | 9.49%) | (23.33%) | (11.76%) | (8.61%)
5 vty Tefima 1134000 501 82 13 9 605 36.823
(60.43%) | (51.90%) | (4333%) | (52.94%) | (58.51%) (0.000)
Forha 224 48 8 2 282
(27.02%) | (30.38%) | (26.67%) | (11.76%) | (27.27%)
Feroenta 91 19 6 3 119
(10.98%) | (12.03%) | (20.00%) | (17.65%) | (11.51%)
Fadhasyi 13 9 3 3 28
(157%) | (5.70%) | (10.00%) | (17.65%) | (2.71%)

6. iAo infouda 113Foiay 437 79 13 9 538 14.206
neiirEndan (52.71%) | (50.00%) | (43.33%) | (52.94%) | (52.03%) 0.115)
nssuisiilufinsae | et 297 69 15 4 385
Fandou (35.83%) | (43.67%) | (50.00%) | (23.53%) | (37.23%)

Foveunte 84 7 . 3 3 96
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dszianau a1iA sl swld swld 5wl 593 Pearson Chi-
sudun 1 | sedufiz | seduiis | seduiia Square Test
(Sig)
(10.13%) | (443%) | 6.67%) | (17.65%) | (9.28%)
Fodhnlsz 1 3 0 1 15
(1.33%) | (190%) | (0.00%) | (5.88%) | (1.45%)

AU 1A

= ¥ v @ ' A A a0 gaa '
131490 4-8 ﬂ'ﬁ”NllEU’J ﬂ'ﬂ'l.lﬁllWuﬁﬁgﬁj'lﬂﬂ’J'lllﬂglu’ﬂ']icﬂﬂﬁi‘!ﬂ']ﬁkgllﬂ?ﬂﬁglﬂﬂﬂ‘qu Uag

1IN
Usziandum A ngueI¥w | nguerdw | nduer®w | ngueriw | 994 | Pearson Chi-
19; 1 fiz ‘ﬁ 3 ﬁ 4 Square Test
(Sig)

1 omseodundind | WldFeine 19 28 49 03 139 17.544
wan Taoluly (10.22%) | (11.43%) | (1437%) | (16.41%) | (13.44%) (0.041)
sl nseo ao1ha 114 150 196 168 628
mslaeany (61.29%) | (61.22%) | (57.48%) | (64.12%) | (60.74%)

Yszianeeg Fovovnss 39 45 75 45 204
(2097%) | (1837%) | (21.99%) | (17.18%) | (19.73%)

Fodlulszd 14 22 21 6 63
(1.53%) | (8.98%) | (6.16%) | (229%) | (6.09%)

2 ol iiua: | lilddeae 24 26 66 53 169 24222

FudidianInsiind (12.90%) | (10.61%) | (19.35%) | (20.23%) | (16.34%) (0.004)
Fo1a 95 142 183 156 576
(51.08%) | (57.96%) | (53.67%) | (59.54%) | (55.71%)
doriounta 39 49 54 32 174
2097%) | (2000%) | (15.84%) | (1221%) | (16.83%)
Foithulszi 28 28 38 21 115
(15.05%) | (11.43%) | (11.14%) | (8.02%) | (11.12%)

3. Fuduffoquam | TaildFeinn 21 42 51 64 178 17.691
wazANNIIh (1129%) | (17.14%) | (1496%) | @4.43%) | (1721%) |  (©.039)
wniaghusssumd | derha 106 130 173 120 529

(56.99%) | (53.06%) | (50.73%) | (45.80%) | (51.16%)
Forvovais 38 51 82 55 226

(2043%) | (20.82%) | (24.05%) | (20.99%) | (21.86%)
Fothalszi 21 ) 35 23 101

(1129%) | (8.98%) | (1026%) | (8.78%) | (9.77%)
TildFoiny 24 34 50 40 148 6.597
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szandum A nqueIW | nguertw | ngueriw | nguerIn | 93w | Pearson Chi-
‘ﬁ' 1 ‘ﬁ 2 ‘F; 3 T‘f‘ll 4 Square Test
(Sig)

4, wispadou (12.90%) | (13.88%) | (14.66%) | (1527%) | (14.31%) (0.697)
riseald dorha 90 133 180 134 537
dinnuiiduiies (48.39%) | (5429%) | (52.79%) | (51.15%) | (51.93%)
fufanadon Sorieunds 51 64 83 62 260

27.42%) | (26.12%) | (2434%) | @3.66%) | (25.15%)
Foihise 21 14 28 26 89
(1129%) | 671%) | 821%) | 9.92%) | (8.61%)
5. duluToima | hiléden 88 148 201 168 605 18.077
@731%) | (60.41%) | (58.94%) | (64.12%) | (58.51%) (0.034)
dorha 67 59 92 64 282
(36.02%) | (24.08%) | (2698%) | (24.43%) | (27.27%)
Foreunta 23 32 37 27 119
(1237%) | (13.06%) | (10.85%) | (1031%) | (11.51%)
Foitlulsze 8 6 1 3 28
@30%) | @45%) | G23%) | (L15%) | Q.71%)

6. ot wiowse | ilddeine 81 131 176 150 538 18.652
e findad 43.55%) | (53.47%) | (51.61%) | (57.25%) | (52.03%) (0.028)
nssuTiniludas | aethe 89 91 127 78 385
ApdAdol 4785%) | 37.14%) | G7.24%) | 29.77%) | (37.23%)

Fovaunta 12 20 35 29 96
(6.45%) | ®.16%) | (1026%) | (1107%) | (9.28%)
Fodhulszs 4 3 3 5 15

(2.15%) (1.22%) (0.88%) (1.91%) (1.45%)
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ZeIUAITMAALTIY
Jonnu Wingheedhsla | iudae e Taidiudn Tahisiudiae AzUUMIRGE
(5) C)] (3) ) ﬂﬂhx‘lﬁlﬂ 6))
1. Andinnwdnalulszdu nanmussanminadoyludmes 314 597 114 7 2 4.17
13 1eases wAniiios” (30.34%) (57.68%) (11.01%) (0.68%) (0.19%)
2. nufanlifdedaes Horimmammendadudiiinig e 153 658 209 14 0 3.92
dawaidedofaandey (14.78%) (63.57%) (20.19%) (1.35%) (0.00%)
3. vimﬁﬂ:imnﬂums%‘nﬁﬂﬂmm’mﬁu@iaﬁmummm?'mﬂmmm 353 554 119 8 0 4.21
Fandeu (34.11%) (53.53%) (11.50%) (0.77%) (0.00%)
4. ﬂt:gw1%«13@a"am?'ramImma“_iuﬂmuw1ﬁ"lﬂﬁ1mamw§n£m"lﬁ’mn 23 109 135 551 216 2.20
AoamssnszAuNIAIgIUNEAsoIdnueaszanaululszma (2.22%) (10.53%) (13.04%) (53.24%) (20.87%)
5. windUsznoumshulszmagniivlildnelunsaanansznuse 55 132 247 493 107 2.55
Zanandeu s Tiitunndosaslums ifouas iannie (5.31%) (12.75%) (23.86%) @47.63%) | (10.34%)
@suadnanvannsalumsuiatunuaysemst
6. nudatimsiUndesdunedemieduusanligrnandaimdry 284 462 277 9 2 3.98
(27.44%) (44.64%) (26.76%) (0.87%) (0.19%)

7. Mudadlyniseamsgaiusvesdstiiiailiaudiiy 271 413 339 9 2 3.91
(26.18%) (39.90%) (32.75%) (0.87%) (0.19%)
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@ 0 c; =) = g a4 A
3) tatormuansanudlumsus Inaaumael
Tunsanyidesosmuanaudlunmsys Inafud@ides 19uuusiane Ordinary
g} dy L% 9/ L .«:; ci' =
Least Square (OLS) 1a¢ Random Effect Matidulsaw laun ANRREYIN NN IUMSUS [nA

SuTEer drusussaseildlunuusians uaasluaisien 4-10

15197 4-10 S1vazdoastlsdasznldlumsfinun

Variable definitions Code
IWel Wje = 1; 0u =0 Gender 2
INAMIUADN = 1; DU =0 Gender 3

(et g

LAUMEANYT Pyayeis = 1; duq =0 Edu2

~

ganmfEayges = 1; 8uq =0 Edu3

a

o o
@ NS yaes 1Wug)

570 lanoIRDU 15,000 - 25,000 UM = 1; 019 =0 Income 2
25,001 - 35,000 VW = 1; DU =0 Income 3
> 35,000 U = 1; 5W‘1 =0 Income 4

(51014 < 15,000 1 Fugn)
3

ADUMNATANTA dusa = 1;5uq =0 Status 2
wihumdrhamentueg - 1; Bum =0 Status 3
(laa Wugn)

913N gatadudadIvesfianmsauii Job 2
wiinawuiinsude Job 3
Buq (infne inSoaogasithu) Job 4

Gussmsminausirms/sgIamng

Y v <3|
gniesguna iWugm)

anuiulaluasisuses sule=1; Tl liuula =0 Certificate
AMAHUBITUMT WY NiID AUNTNGINI = 1; Quality

o =

=1 L) = o '0 1 L) 1
wBeufousududeiafoduy  guamedndylinile=o

amudanfraidymdunadon  Aundevesnzuunanuinaiadynl  Concern

2 FY
A3uIRany (1-5 AstUY)




= = @ o = a a YA 3
1371490 4-11 Wﬂﬂ"l'iﬁﬂ‘hl"Iﬁiﬁlﬁlﬂ‘lﬂuﬂﬂ?’]uﬂﬂluﬂ'ﬁﬂiiﬂﬂﬁuﬂ’lﬁi‘ﬂﬂ'ﬂﬂfﬂﬁf OLS (1% Random Effect

(1 3) 4) (5) (6) (7 (8)
Income 2 0.1233%** 0.0265 -0.0150
(0.0444) (0.0410) (0.0466)
Income 3 08, ik 0.0893 -0.0620
(0.0951) (0.1045) (0.0980)
Income 4 0.2075* 0.0955 0.1027
(0.1254) -0.1281 (0.1193)
Edu?2 L2206 ** 822 1 Jxk* 0:2500% % 0.2597¢E (1177 11 0.L690***
(0.0406) (0.0406) (0.0447) (0.0432) (0.0420) (0.0407)
Edu3 0.5477*** 0154 77> ++ {52 50% %% 0.5628*** (S &0 * Q. 3T750%**
(0.0745) (0.0745) (0.0848) (0.0761) (0.0796) (0.0722)
Gender 2 0.0540% 0.0518 0.0582*% 0.0575%
(0.0333) (0.0382) (0.0311) (0.0310)
Gender 3 051929* 0.1944* 0.1657* 0.0602%*
(0.1079) (0.1077) (0.0797) (0.1004)
Status 2 0.0178 0.0336 0.0325 0.0262
(0.0395) (0.0382) (0.0368) (0.0356)

$s



0y @ (3 ) ®) (6) - )

Status 3 0.0748 0.0801 0.0676 0.0602
(0.0857) (0.0851) (0.0797) (0.0792)
Job2 -0.0101 -0.0013 0.0535 0.0471
(0.0516) (0.0500) (0.0484) (0.0470)
Job 3 -0.0317 -0.0341 -0.0204 -0.0231
(0.0467) (0.0465) (0.0434) (0.0433)
Job 4 O] 3534 -0.1415%%* -0.0836* -0.0868%
(0.0519) (0.0515) (0.0484) (0.0480)
Certificate G2697F** 0.2669%***
(0.0328) (0.0326)
Quality 0.1487 %% 0.1469***
(0.0230) (0.0299)
Concern G 7+ 0.2052%**
(0.0359) (0.0356)
Constant 0.9885%** 1.1209%** 0.8280%** DIB2 R &= 0%7959584 0.7940%** -0.0682 -0.-582
(0.0178) (0.0634) (0.0363) (0.0363) (0.0650) (0.0644) (0.1401) (0.1388)

9¢



) 2) (3) ' “@) (5 (6) (7) t)
Statistic Report
F Stat 6.5200 30.1500 7.0100 17.3500
Prob>F 0.0002 0.0000 0.0000 0.0000
Adj R-square 0.0158 0.0543 0.0644 0.1948
Wald Chi2(2) ) 60.2900 82.9600 259.35
Prob > F Chi2 : 0.0000 0.0000 0.0000
Number of
Observation : 1034 1034 1034 1016 1015 1015 1015 1015
Random Random Random

Method OLS OLS OLS Random Effect QLS

Effect Effect Effect

Remarks: *, **, #** indicate the level of significance at 10%, 5% and 1%, respectively. Standard error in parenthesis.

LS
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A15199 4-13 AR AYVDITIUYTLAUNIINTADIA

Marketing Mix N Minimum | Maximum Mean  |Std. Deviation
Product 1,034 1.50 5.00 4.0273 53250
Price 1,034 1867 5 4.25 2.7942 38522
Place 1,034 2.00 5.00 3.6494 61181
Promotion 1,034 2.00 5.00 3.4751 50186
Valid N (listwise) 1,034
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A157197 4-14 A1 Correlation Vo3aUszaumamsaaanuaudlumsus Inadudd@en

Product Price Place Promotion | Frequency
Product .Pearson Correlation 1 038 .023 318%* .085%*
Sig. (2-tailed) 225 458 .000 .006
N 1034 1034 1034 1034 1034
Price Pearson Correlation 038 1 - 103** oG J110**
Sig. (2-tailed) 225 001 .000 .000
N 1034 1034 1034 1034 1034
Place Pearson Correlation .023 =n] Q3 H* 1 .224%% 22150
Sig. (2-tailed) 458 .001 .000 .000
N 1034 1034 1034 1034 1034
Promotion Pearson Correlation 318%x 126H* 224%x 1 310%*
Sig. (2-tailed) .000 .000 .000 .000
N 1034 1034 1034 1034 1034
Frequency Pearson Correlation .085%* J110%* 215%* J10%* 1
Sig. (2-tailed) .006 .000 .000 .000
N 1034 1034 1034 1034 1034

**_Correlation is significant at the 0.01 level (2-tailed).
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