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The objectives of this researc-h were to 1) study level of marketing Mixed factors of “One
Tambon One Product” in Phetchaburi province, 2) study “One Tambon One Product” purchasing decision
of customers in Phctchabu.ri province, 3) compare “One Tambon One Product” purchasing decision of
customers in Phetchaburi province categorized by personal factors, and 4) study the relationship between
marketing Mixed factors and “One Tambon One Product” purchasing decision of customers in Phetchaburi
province. The sample of this study consisted of 384 customers who bought products in Phetchaburi
province in 2009. The research instrument was a questionnaire. The data were analyzed by statistics which
were percentage, mean, sta;ndard deviation, t-test, one-way analysis of variance and correlation coefficient.

The findings of this research were:

1. Marketing Mixed factors of “One Tambon One Product” as a whole was at the high
level. When each aspect of factors was individually analyzed, the finding showed that price, marketing
promotion and place were at the high levels and the aspect of product was at the moderate level.

2. Product purchasing decision of customers in Phetchaburi province showed that the
customers made decision to purchase “One Tambon One Product” by the reasons of purchase volume,
product types, place and time of purchase respectively.

3. The comparison of “One Tambon One Product” purchasing decision of customers in
Phetchaburi province categorized by personal factors, showed that the purchasing decision of customers
who had differences in sex, age, occupation, customer group and average income per month was not
significantly different,

4, The relationship between marketing Mixed factors and “One Tambon One Product”
purchasing decision of customers in Phetchaburi province was positively correlated in the same direction,

statistically significant at 0.01 level.





