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ABSTRACT

Study of Factors affecting the decision to buy products at the organization Market for Farmers
(Or Tor Kor.), Chatuchak District, Bangkok have a purpose 1) Study demographic factors affecting
the decision to purchase products at the organization Market for Farmers (Or Tor Kor.), Chatuchak
District, Bangkok 2) Study the marketing factors that affect the decision to buy products. at Farmers
Market Organization (Or Tor Kor.), Chatuchak District, Bangkok, totaling 400 people. The tool used
to collect data was a questionnaire. Statistics used in data analysis were frequency, percentage,

mean, standard deviation. and Multiple Regression Analysis test.

The results of the study showed that the marketing mix factors in purchasing goods at the
Farmers Market Organization (Or Tor Kor.), Chatuchak District, Bangkok Province were overall at a
high level with an average of 4.17. When considering each side, it was found that with the highest
average is personnel, an average of 4.28, followed by price, an average of 4.24, third is distribution
channels The mean was 4.22. The fourth was the process. The mean was 4.21 in marketing
promotion. The mean was 4.12 in physical and presentation aspects. The mean was 4.10 and the
last rank was the product side. The mean was 4.05, respectively. The results of the hypothesis test
revealed that the marketing mix factors in purchasing goods at the Farmers Market Organization

(FAO) Chatuchak District, Bangkok Province Statistically significant at the 0.05 level.

Keywords: Marketing mix factors, Decision-making, the organization Market for Farmers (Or Tor

Kor.)
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