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Abstract

Research study on Marketing mix factors affecting the decision to purchase OTOP products,
Mueang District, Sing Buri Province. The objectives are 1) to study the behavior of deciding to purchase
OTOP products. of the population in Mueang District Singburi Province 2) To study the marketing mix
(7Ps) of OTOP products, Mueang District, Singburi Province 3) To study the marketing mix factors that
affect the decision to purchase OTOP products, Mueang District, Singburi Province. This research is
quantitative research. A survey study method was used. Using a questionnaire as a tool to collect data. The
sample group used in the study was people in Mueang District. Sing Buri Province, 398 people. Descriptive
statistics were used to analyze the data, including percentage, mean, and standard deviation. and report
results with inferential statistics. By analyzing the correlation coefficient using Pearson's formula (Pearson

Product Moment Correlation) and testing hypotheses. using multiple regression analysis.

The results found that 1) the behavioral level of deciding to purchase OTOP products Overall is
at a very high level. The purchasing decision aspect had the highest average. 2) The overall 7Ps marketing
mix was at a very high level. By personnel/employees has the highest average When considering the
correlation coefficient, it was found that the marketing mix influenced the decision to purchase OTOP
products in Mueang District, Sing Buri Province. And from the multiple regression analysis (Multiple
Regression Analysis) shows that Marketing mix factors It affects the decision to purchase OTOP products
in Mueang District, Singburi Province in only 4 areas: product, price, and distribution location. and sales
promotion These 4 aspects of the marketing mix have a positive relationship with statistical significance at

0.05 and a high level of relationship.
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