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Abstract

This research aims to: 1) examine the personal factors influencing the decision
to purchase OTOP products among consumers in Uthai Thani Province, 2) study the
purchasing behavior affecting the decision to buy OTOP products of consumers in Uthai
Thani Province, and 3) investigate the marketing mix factors influencing the decision to
purchase OTOP products of consumers in Uthai Thani Province. Data were collected
through online questionnaires distributed to 400 respondents. The statistical tools used
for analysis included frequency, percentage, mean, standard deviation, T-test, One-Way
ANOVA (F-test), and multiple regression analysis.The findings revealed that consumers
with different average monthly incomes displayed varying decisions to purchase OTOP
products in Uthai Thani Province. However, gender, age, occupation, and education
level did not significantly influence their purchasing decisions. The type of OTOP
products frequently purchased and the average spending per purchase were significant
factors influencing the decision to buy OTOP products, at a 0.05 level of statistical
significance. Furthermore, marketing mix factors—including product, price, distribution
channel, and promotion—significantly impacted the decision to purchase OTOP

products of consumers in Uthai Thani Province.
Keywords: OTOP Products, Purchasing Behavior, Marketing Mix Factors
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