'
U A 9

WemsAuA VDB msuiedIuaaagys Inantitadriinveansus Inn

1 o A ) A = 1
0819838U Iuounaloure e 11y

Y = 2 9
e URATUNTIUT WD)
Sayan VIMIFInaumItuda (N3nain)
¢a @ o v a
919715891501 FOINANTI0138 AT, W31 Aualszan
U/
UNANED

'
[ ISEe ]

4 d' = ] 1 9 a a o =R a [
’JGIQ‘}J3$E’NﬂLW@ﬁﬂ‘HWﬂﬁLL‘UQﬁ?ﬂﬁﬁTﬂ@UiIﬂﬂ‘ﬂMﬁ]ﬁﬁ?Hﬂﬂlﬂﬁﬂﬁﬂiiﬂﬂﬂmﬁ

{Ma o =

o A ° A = ' = o Y a = A ' o A
EJ\?fJuGluEﬂLﬂOLNBQL‘HEN{IWBJ Lm8ﬁmsl'lﬁﬂ‘]elm$5]]’0QQ‘]Jiiﬂﬂ‘]/llli]GIﬁ'ﬂJﬂﬂJ@Qﬂﬁ“UiTﬂﬂ@EJNﬂQEJu

1 1 < 9 1 % ] ) Y] 1 (Y 1 Y
UAAZNQY INUUVBUAINNQUAIDYN 31UIU 425 A4 ﬂﬂla@ﬂﬂqu@ﬂ@ﬂ’lﬂuﬂﬂiﬂﬂ@’] (Quota

A

. o A A Aq w < 9 ~
Samphng) muﬁﬂmumqmmﬂiwmi l,ﬂ58\11]’01/]1%114ﬂ']5lﬂﬂ5’]ﬂ5'3%‘1]’0Mﬁﬂ@L!“].l‘]Jﬁ@“LlfﬂﬂJ‘Vl

RV

v
a <) v A

UsznoudlredioiuertuIadiinueinisusInaeg19d98u 330 A 3ad 1T NNI19AIU
Y

Fanadou Iadifinnediudean naziad1inn g AR 101NN IS IZH A
U52n9U (Factor Analysis) e IuIMAZIULAITE N (Factor Score) af‘fﬂﬁﬁﬂiﬂawﬂgﬁm
Eigen Valued 110031 1 182%1M3 31051210 (Cluster Analysis) gﬁauﬂqdmmﬁ'fﬂﬂﬂaamﬂu
ngu 1¥azuuuaalseney (Factor Score) 7t 141511041015 31A518 W11 DY K-Mean Cluster
Analysis

AaMIsANE LAY MIAATIZHND N @ unsadagluuumsiatadiiinvesnisus Ina

oA Y a ° A A W v ] A A o =R 1 o A o =
f’)fﬂ\?ﬂ\?ﬂ‘lﬁl@ﬁﬂﬂﬁTﬂﬂﬂlu@ﬂﬂ@m@%ﬂfﬂﬁﬂlﬁﬂqﬂ 7 ﬂﬂﬂﬂigﬂ@‘ﬂ 19 VT IUNADAIAN IATTIUNN

I a v A 9 a o =2 dya a o = 9 @ 9 1
Wuiasnuaawnasu Ind1invesmsdsiannvian mdinauanulserndauazann

q

a ) Y a o =X

= o ¥ A o & Ay 1 a ' o A
ﬁ]@]ﬁ”ll!ﬂﬂ”ll!Waﬂjzjﬂsﬁu‘luﬂ"ﬁiﬂf\ﬂu %@ﬁTuﬂﬂquﬂiiﬂﬂjguﬂUﬂu@uﬂ UAZIATIUNUDINT

]
=\

a ] 1 Y Aa Y I 1 1T A A 1
TNUAUNNNITNUIZYSYT IﬂﬂfﬁlﬂiﬂLlﬂﬁﬂguﬁdﬂiiﬂﬂﬂ@ﬂqﬂlﬂu 4 QU NAUN 1 AD NN

]
=1

o = A Ay oA A g v '
@]ﬁﬂluﬂq]@\iﬂﬂljﬂjiﬂﬂﬂﬂm‘]f]qglu 39802 59.1 ﬂijll‘ﬂ 2 A9 ﬂ@lllfﬂuﬂaq\i 3080 24.2 ﬂf;pﬂﬂ

v
1 a a o =

o nquisNEIad1tinveIn1sUs InAvd19638u Sovay 8.2 uazngui 4 Ae nquauluawsbgne
Y

Dp 2D

]
% =

9
VDIAULDY IDYDT 8.5 Iﬂﬂﬂ@ﬂﬁiﬂiiﬂﬂﬂ\i 4 ﬂquﬁaﬂymzzmﬂmmuamaﬁuaﬁm@mzﬂu



4 o [ 4 o o
ANUTONU 95% ludnbuzlszrnsmansauery aounINaNsa IUIUYAT 5TAUMTANET

= F) A 1 A
gaga 91N uazﬁw"lﬂmaammau

A A
unianuaalalunis

1 S

a o = a 1 o A oA I
ﬂfj.lllﬁ]ﬁﬁ"luﬂﬂl'ﬁ]\?ﬂ"lﬁﬂﬁiﬂﬂ'ﬁ]fﬂﬂﬂﬂﬂu (ﬂfj.ll‘V] 1) Wun

1
Q

< = DY &

Ui lnnTlasdiiledanansenududunadon d9aN LaZIATHINY ASUNA 3 1A |

=2
=
eze
Do
f=J)}
@
-
Flad

=

= =\ 3’, = (=1 o Y A [ 1 =1 1
31-70 Y aounmausa Inadiyasuaz luliyes luswaulndifesnu uamniiyasezliyasasua

g = [ = A = 1 =3 = A 1 =
1 audu 1l msenuigegaluszay dhdoylSyaivsemoum audalsyanes daauluyll

a 1 (3

PIBNFINVAIUAIA1V09550 01 FNDATE uazwinauenay 1510’14 Tdmu 30,000 U1n
1 A 1 3 oA I oA A O, ~ MRS k) 2 vy o
apunenguiunad (ngui 2) Wunguinys Ina lagmiadananssnuAIuawIAaDY FaAY
a ) <3 9 1 A 1o R K I ga o 9 1
nazsygnveginuanties uaazys Inalae lumilsdamstluniiau uazanuilszvda quan

I Y = a 1 = = 1 Aa =
Wudniiong 18-30 7 anuamlae lufiyes uaviniiyasaziiyas lumu 1 au msAneIgage

A A AAa A o X o o Y A 1A | a
ﬂﬂﬂﬁﬂ]um']ﬂﬁ UDIFWUNANH LASTUIIENIT/NUNIIUITIBNT ﬁ'lﬂklﬂlﬂaﬂﬁ@lﬂﬂullillﬂu 15,000

g

o =

1 1 A Aaa A ' & A VoA 3 oA A a o =R =
UM ﬁ'Juﬂ@illiilllﬁ]ﬂﬁ’]uﬂﬂl’[’)\‘]ﬂ’lﬁﬂiiﬂﬂ@ﬂ’lQﬂﬂﬂu (ﬂ@lﬁ/] 3) LﬂUﬂgﬂJﬂlﬁﬂJUiIﬂﬂIﬂﬂﬂWU\iﬂq

v 9
Wﬁﬂi%ﬂﬂﬁ?ﬂﬁﬁlnﬂéjﬂﬂ TIAY UATIATHIND N3 3 WA LLWI]%UliJ’JN!LNuﬂWiGl%INualuigﬂ%fﬂ?

=

n

3 YA A o = o = A v A

Wugniiony 18301 anunmlaauazdsluliyas szaumsAneigegane seauilsyas
= [ [ v =K = U A 1 A 1 Aa Y ' 1
Gﬁﬂﬁﬁuﬂlﬁﬂ]ulﬂuuﬂﬁﬂy'] mw”lmaaﬂ@mmau”lumu 10,000 UM AL FANY ﬂquﬁu%m

a A ' dy a M Yo | K Y 2 Y U
IATHINIVDIAULIDN (ﬂ@ﬂJ‘VI 4) ﬂ@ﬂuﬂiiﬂﬂiﬂﬂqnqﬂ TMNOINANTENUATUTULIAADY LASTINY
1 1 o w a I v A o @

agLay Lmﬂg1ﬁ}ﬂ31ﬂﬁ1ﬂi§ﬂ1\1¢%utﬁiﬂiﬂﬂﬂl@ﬁﬁulﬂﬂlﬂUWaﬂ Nanywueo1y ADIUNIN LATTEAU

= A 1 d‘ 1 1 dyd 9 d' 1 =\ 1 =1 1A
MIANYT IMUDUNQUN 3 LmﬂQSJH?Ji1EJllﬂLﬂaEJG]®LﬂE]uQQﬂ’N Tﬂamw"lﬁ'"lmmu 15,000 1N



Independent Study Title Market Segmentation for Sustainable Conscious

Consumers in Mueang Chiang Mai District

Author Miss Paoreena Puangkingkaew

Degree Master of Business Administration (Marketing)

Advisor Associate Professor Dr. Patchara Tantiprabha
ABSTRACT

The purposes of this study were to examine market segmentation for sustainable
conscious consumers in Mueang Chiang Mai district and to investigate characteristics of each group
of sustainable conscious consumers. Data were collected from 425 samples according to quota
sampling method, classified by age groups. The tool to collect data was questionnaires, composing
of questions on sustainable conscious consumption in 3 dimensions: environmental consciousness,
social consciousness, and economical consciousness. Data obtained were analyzed by factor
analysis to figure out factor score, and derived factors under the principle that the Eigen value was
greater than 1. The cluster analysis was, then, applied to divide consumers into groups. The factor
score obtained were, later on, analyzed by the use of K-Mean Cluster Analysis.

The results of the study and the analyses indicated that the assessment of sustainable
conscious consumers in Mueang Chiang Mai district could be sorted out into 7 principles: social
consciousness, environment-friendly consciousness, debt-free consciousness, saving and
worthwhile consciousness, functional consciousness, non-sharing consumption consciousness, and
long term financial planning consciousness. Consumers were divided into 4 groups: Group 1
including 59.1% of consumers with sustainable consciousness, Group 2 including 24.2% of neutral
consumers, Group 3 including 8.2% of the beginners of sustainable conscious consumer, and Group
4 including 8.5% of consumers with self-absorbed in individual economy affairs. The consumers in

these 4 groups were significantly different at 95% of confidence interval, especially in demographic



characteristics namely age, marital status, number of children, education background, career, and
average monthly income.

The group of consumers with sustainable consciousness (Group 1) was the group
of those who intentionally took their consumption into full consideration of effects in 3 dimensions:
environment, society, and economy. They were 31-70 years old, and married. In similar numbers,
they had and did not have children. For those who had children, the number of children was 1 child
or more. Their education background was referred to the high vocational certificate/diploma or
equivalence to Bachelor’s degree. The majority was self-employed/business owner, freelance and
private company employee, and earned income at the amount of lower than 30,000 Baht. Next, the
group of neutral consumers (Group 2) was the group of those who concerned a little bit on
environmental, social, and economic effects; but without debt-free, saving and worthwhile
consciousness. The consumers in this group were 18-30 years old, single, and did not have children.
For those who had children, they had only 1 child at the maximum. Their education background was
Bachelor’s degree. Some of them were students and some were government officials/state
employees. They earned monthly income at the amount of lower than 15,000 Baht. For the group of
the beginners of sustainable conscious consumer, they started to think about effects in 3 dimensions:
environment, society, and economy; but without long-term financial planning. They were 18-30
years old, single and without children. Their education background was Bachelor’s degree. Most of
them were students and earned average monthly income at lower than 10,000 Baht. Lastly, it was
the group of consumers with self-absorbed in individual economy affairs (Group 4). The consumers
in this group took consumption without any consciousness on environment and society; but paid
mainly concern self-economy. Their age, marital status and education background were similar to
the consumers in Group 3; but the consumers in Group 4 earned higher income, in the range of

15,000 Baht or lower.



