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msfnuiifunuifedaiinu vinsdsateyadeuuvasunuannguiiessuslnadudiinge
Tnsyuvuiionfoegluuszimelne §1uau 400 fog1e Tinzvideyalneldmaia Aawd Arfosas
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Abstract
The purpose of this research is to study the factors that influence consumer decisions to
purchase community - produced products in Thailand, by analyzing the marketing mix factors that

affect the selection of community-produced products and testing the relationship between personal
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factors and the selection of community - produced products in Thailand. This study is quantitative
research. The data was surveyed using questionnaires from 400 samples of consumers of products
produced by communities living in Thailand. The data was analyzed using statistics, frequency,
percentage, mean, standard deviation, and hypothesis testing using Chi - square test. The research
results found that the consumers who purchase community-produced products are mostly adults
40 - 54 years old. They buy food products the most, there is a cost per purchase of approximately
about 301 - 500 baht, places to buy products are souvenir shops, and receive news information from
online channels. The reason for choosing to buy products from the community is to help promote
and support Thai products. The overall marketing mix factor affects product selection produced by
the community at a high level with an average of 4.17. The findings indicate that the marketing mix
factors significantly influence product selection with an average of 4.22, with consumers prioritizing
price. Furthermore, the analysis of personal factors revealed that gender, age, education level,
monthly income, number of family members, and residential areas are statistically significant in
influencing consumer behavior towards community - produced products. However, marital status and
occupation did not show statistical significance.

Keywords: Consumer Personal Factors, Marketing Mix, Consumer Behavior, Product Purchasing

Behavior, Communities Products.
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