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ABSTRACT

Research study on Marketing Mix Factors Affecting OTOP Purchase Decisions, Mueang Lopburi
District, Lopburi Province The objective of this session was 1) to study the behavior of consumers in
purchasing OTOP products; 2) To study the marketing mix factors of OTOP products of consumers, Mueang
Lopburi District, Lopburi Province. 3) To study the marketing mix factors that affect OTOP purchase
decisions. Mueang Lopburi District, Lopburi Province This research is quantitative. Use an exploratory

study method using questionnaires as a tool to collect data.

The results of the research showed that 1) the decision behavior of OTOP purchasers, Mueang
Lopburi District, Lopburi Province is very high. When considering each aspect, the most average aspect in
terms of alternative assessment 2) The marketing mix factor of OTOP products, Mueang Lopburi District,
Lopburi Province is very high. When considering the aspects, the most average aspects were as follows:

Price side with statistical significance of 0.05

Analysis of correlation coefficient between 4 marketing mix factors OTOP purchase decision,
Mueang Lopburi District, Lopburi Province by analysis Correlation coefficient using Pearson's formula It
was found that all 4 marketing mix factors were statistically significantly correlated with OTOP purchase
decisions, Mueang Lopburi District, Lopburi Province, at 0.01 (r =.771, Sig = <.001). The analysis of
multiple regression results from the analysis of the data of the 4 marketing mix factors had a statistically
significant positive correlation of 0.5 (sig.=< .001) with OTOP purchase decisions, Mueang Lopburi

District, Lopburi Province.

Keyword: Marketing mix factors / Purchase decision behavior
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