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ABSTRACT

Subject research Marketing mix that affects decision to buy OTOP products, Phrae
Province, aims to 1) Study personal factors affecting consumers' decision to buy OTOP products
Phrae Province 2) Consumer behavior affecting consumers' decision to buy OTOP products
Phrae Province. and 3) the marketing mix (4Ps) that affect the decision to buy OTOP products
in Phrae Province in Phrae Province. The sample group used in this study was 400 consumers
who were interested in buying OTOP products in Phrae Province. The data collection tool was a
questionnaire 5 parts. Mean, standard deviation, t-Test, F-Test by One-Way ANOVA and Multiple
Regression Analysis. The results showed that:

1) Personal factors found that most of the samples were female. Aged between 31 - 40
years old, with an average monthly income of 10,001 - 20,000 baht, having a career in
government service/state enterprise employees. The purpose of coming to Phrae is to travel and
most of them travel by using private cars.

2) Consumer behavior: It was found that the types of OTOP products in Phrae Province
that the sample group wanted were souvenirs. The purpose of buying OTOP products in Phrae
Province is to use them yourself. The average cost per purchase is 500 - 1,000 baht. The
frequency of purchase is 1 - 2 times a year. The influential person to buy is yourself and the
source of OTOP products. Phrae Province is social media.

3) Marketing mix factors, it was found that marketing mix factors Overall, the average is
at a high level. When considering each side, it was found that product side The average was at
a high level, followed by price and distribution location. and marketing promotion respectively.

4) Factors in making decision to buy OTOP products in Phrae province found that most
of them had an average level of high level. When considering each side, it was found that
Behavior after purchase was at a high level, followed by decision-making. Perception of

problems/needs information search and alternative assessment, respectively.



5) The results of the hypothesis test revealed that personal factors classified by age,
average monthly income, occupation, objectives to spread. And different vehicles affect the
decision to buy OTOP products in Phrae Province differently. consumer behavior Classified by
purchase cost influencing purchase And different data sources affect the decision to buy OTOP
products in Phrae Province differently. and product distribution location and marketing promotion
affecting the decision to buy OTOP products in Phrae Province with statistical significance at 0.05

level.
Keywords: Marketing mix, Purchase decision, OTOP products
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