sansilayeyrfidand T7 18 atfufl 1 uns1AN-WEIEL 2569 1

Jadedauuszauneanmisaanaluynsssgnaiidaasianisingdulade
HanSuIYNTUIMInL LSS

MARKETING MIX FACTORS FROM THE CUSTOMER’S PERSPECTIVE INFLUENCING
PURCHASING DECISIONS OF COMMUNITY PRODUCTS IN YASOTHON PROVINCE

o/ a * a Q‘ L} a a v a L

Fyywn Ian3" 5Nk 1@15u° wazinnde W3y’
Chachasa Githawee'’, Weerakit Saorom?, and Kittichai Charoenchai’

M ANEINYINTINNTT UMINYNRYIVAYUEITAY

"*’Faculty of Management Science, Rajabhat Maha Sarakham University
Received: January 27, 2025 / Revised: April 1, 2025 / Accepted: April 2, 2025

unAntia

meiadiiliagUszasdiiio 1) Anwthivduszamanmsemaluyusosgnéudndsimsy
Fawinelass 2) Anmsdtadulatenanfusisuautoriaelass uay 3) A dadvdusvaumneniman
luspmosgnén fidwasdenisindulatondnfariqurudminelass Fsnuifeilinguiodisie
andhlfidedudndnsurigurudminglass u anufismdiendnsurgusuiominelass
ﬁgwjuqﬂé’ﬂuﬁ’wﬁfmsﬂaasuazuaﬂ%’mi’mﬂaﬁi Ti3BuuUguiagawuuTadyy (Accidental Sampling)
$1unu 385 au nsesdlefltlunsifunussdeyalduuuuaeunuussdiu 5 sedu Taadanlily
M5z IR Aede dudsuuunnsgiu uaensageuaNLRgIufonsiesiaunisonaes
WAl (Multiple Regression Analysis)

nan153Tenudn anuAniufafuiadediuyszaunianisnanluguuesgndn uay
nsdnAuladondnfsiruruiminelass lasamswegluseiuan daladefidsmadenssindulade
wanfausiguruiminelass S 6 dw feil duiidaientsinduladendnsusipmuioinelass
1niiga 2 fu Ae Munnsdeans (Communications) wagsuANAUTY (Comfort) S89A%NAE
iuaNdEluN1IReUALIAINABINIG (Completion) 19U 3 fuAILEEAIN (Convenience)
810U 4 FUANUABINITVRIRUTINA (Customer Needs) wagdruanying arun1sguatenlald (Caring)

o w a

Vansnadenaag1aiitudAyneadiinisedu 0.05 uagnudl Ausunu (Cost) LifinansyNUTIUINGD

¢ (% (%

59nAUlYONAN AN YU YU TN LEET

9

AEnATY: drulsvauniensnannluyutegnen n1sindulate nandusigu

*Corresponding Author

E-mail: Chachachasal1994@gmail.com



2 Panyapiwat Journal Vol. 18 No. 1 January-April 2026

Abstract

This research has the objectives to: (1) study the marketing mix factors from the
perspective of community products customers in Yasothon Province; regarding community
products in Yasothon Province; (2) examine the decisions to purchase community products of
Yasothon Province; and (3) study the marketing mix factors from the customer’s perspective
influencing the purchasing decisions of community products in Yasothon Province. The research
samples of this study were 385 general customers from both within and outside of Yasothon
Province, who purchased community products at sales locations in Yasothon Province, obtained
by accidental sampling. A five-point Likert scale questionnaire was used as the data collection
tool. Statistics employed for data analysis included the mean, standard deviation, and multiple
regression analysis for hypothesis testing.

Research findings reveal that the overall customer’s perspective of marketing mix factors
the purchasing decisions of community products in Yasothon Province has the rating mean
at the high level. Six key factors are identified as having the significant influence on
purchasing decisions. The two factors that have the highest influence on the purchasing
decisions are the Communications factor (first rank) and the Comfort factor (second rank)
followed by the Completion factor (third rank), the Convenience factor (fourth rank), the
Customer’s Need factor (fifth rank), and the Caring factor (sixth rank). These factors have significant
influence at the .05 level of statistical significance. It is also found that the Cost factor does not

have a positive impact on purchasing decisions for community products in Yasothon Province.

Keywords: Customer Perspective Marketing Mix, Purchasing Decision, Community Products
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Figure 1 Conceptual Framework of Customer-Oriented Marketing Mix Factors Influencing the

Purchase Decision of Community Products in Yasothon Province

Source: Researcher (2024)
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(Comfort) 7) suanudisalunisnevauasniy
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Anduladl 5 A1 Ae 1) Aunssuilam (Problem
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Decision) 5) é’quaﬂisumwé’qmi?ga (Post-
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Table 1 Reliability Coefficients of Research Questionnaire Iltems

Question Items Number of Cronbach’s
ltems Alpha
Marketing Mix Factors from the Customer’s
X1- Consumer Needs 5 897
X2- Cost 4 .892
X3- Convenience 5 903
X4- Communication 5 903
X5- Caring 5 .948
X6- Comfort 5 .955
X7- Completeness in Meeting Customer Needs 5 951
Purchasing Decisions of Community Products
Y1- Problem Recognition 5 .940
Y2- Information Search 5 .945
Y3- Evaluation of Alternative 5 .955
Y4- Purchase Decision 5 .945
Y5- Postpurchase Behavior 5 .952
Total Number of Questionnaire Items 59 992

Soure: Researcher

4. adaMdlunisidonsinsevidoyald
afAdanssoiun Ao Anade dudsauumnasgu
LAENITNAFDUANLAZIUAIENITIATIEVAUNTT
annaenAu (Multiple Regression Analysis) i
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n1sAnwegluseaulgans (feuar 62.08)
oinvandulvgiduninanuuisnensu Govas
41.09) uazmeliduyanaindesoiieusglutag
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2. Yoyatadudiusraunienisnainly
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Wuswvudszunwar  ddediain 97wy
7 ¢ 15197 2 nudh sERuAIAniuYed
fuilaaififlsiotladodrudsrannisnisnannly
yuiewgnAn lnenmsmeglusziu “u1n” W =

4.12, SD = 0.535) Lﬁ@ﬁﬂ?ﬁﬂﬂﬂﬂﬁ’]ﬂﬁ’mWU’j’l

shufiaadsogluddugean loun sunisqua
wlald (Caring) (M = 4.19, SD = 0.527) 5948311
Ao Aud15alun1TReUAUDIAILADINTS
(Complete) (M = 4.17, SD = 0.529) &ud 3
AuALEUTE (Comfort) (M = 4.15, SD = 0.548)
d1ui 4 frusiuu (Cost) (M = 4.14, SD = 0.528)
gudi 5 fenadeuindy 2 du e dumy
ABIN15ueIUILaA (Consumer) (M = 4.11,
SD = 0.528) warduaruazanlunisie
(Convenience) (M = 4.11, SD = 0.555) Wagaau
Zjﬂﬁ’]‘a frunnsdeans (Communication) (M =
3.97, SD = 0.532) 3e4muUdIiu §a915197 2

Table 2 Means and Standard Deviations of Consumers’ Opinions toward the Customer-

Oriented Marketing Mix

Marketing Mix Factors from the Customer’s M SD Interpretation Rank
Consumer Needs (X1) 411 528 High 5
Cost (X2) 4.14 528 High 4
Convenience (X3) 411 555 High 5
Communication (X4) 397 532 High 6
Caring (X5) 4.19 527 High 1
Comfort (X6) 4.15 548 High 3
Completeness in Meeting Customer Needs (X7) 417 529 High 2
Overall 4.12 535 High

Source: Researcher
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Table 3 Means and Standard Deviations of Consumers’ Opinions toward the Purchase

Decision Process

Decision-Making Process M SD Interpretation Rank
Problem Recognition (Y1) 4.14 508 High 3
Information Search (Y2) 4.15 498 High 2
Evaluation of Alternative (Y3) 4.13 513 High il
Purchase Decision (Y4) 4.16 .498 High 1
Postpurchase Behavior (Y5) 4.15 505 High 2
Overall 4.14 .504 High

Source: Researcher

NN 2 seFumNARTiuresrulaa
fsionszuiunmsdndule Tasamswegluseu
“n” (M = 4.14, SD = 0.504) WieRasaiu
Ui suiidiaiedsegluddiugean leun
gunsadnulate (Purchase Decision) (M = 4.16,
SD = 0.498) 5998911A8 AUNYANTTUNIENET
1579 (Postpurchase Behavior) (M = 4.15, SD
= 0.505) Uagmun1sualvnteya (information
Search) (M = 4.15, SD = 0.498) &fufi 3 fu
n153uiUayy (Problem Recognition) (M = 4.14,
SD = 0.508) uazALdBEn FunsUsziduna
y19.88n (Evaluation of Alternative) (M = 4.13,
SD = 0.513)

NNTAATIIAIAIUFUNUS (R) 521319
AulsddszuasAulInY

agunanmsaTsiauduiusseninedu
Usaun1anNIsnaaluyauesgnAInudl fauwds
druUszamanmsnaalususesgndn (x) i 7 fu
fnnudunusiunisangula () egnlidedAy
nsadAfisedu 0.01 TanduuszanSandusiug
9g38WINg 0.625-0.730 Tuddnymeadfiszsu
01 Feudsdaszianuduiusiusuusaniy
sefUgadegann Svamnsmirvudsdaseita 7
dhdaunsiitedinszsiviely
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Table 4 Statistical Results of Stepwise Multiple Regression Analysis of Customer-Oriented Marketing

Mix Factors Affecting the Purchase Decision of Community Products in Yasothon Province

Unstandardized
Coefficients

Standardized

Collinearity Statistics

Predictors Coefficients t Sig.
B Std. Error Beta Tolerance VIF
(Constant)  .620 .084 7.377  .000
X1 110 028 132 3.990 .000 415 2.410
X3 129 .030 162 4.282  .000 314 3.188
Xa .190 032 229 6.034  .000 312 3.201
X5 .091 .033 .108 2.732 .007 .288 3.473
X6 .184 .030 229 6.157  .000 327 3.058
X7 154 032 .185 4.869 .000 313 3.197

a. Dependent Variable: mean_Y = Decisions

Source: Researcher

Table 5 Summary of the Multiple Regression Model

R R Square

911° 829 827

Adjusted R Square

Std. Error of the Estimate
.184

a. Predictors: (Constant), X7, X1, X4, X6, X3, X5
b. Dependent Variable: mean_Y = Decisions

Source: Researcher

PNANTNT 4 wazanTeil 5 Tieszitade
drudszaunanisaanaiiiinasonisindulede
Handausiuudminglass ngldisnsiaen
amam%qwmmu%gumau (Stepwise Multiple
Regression Analysis) NAA19ILATIZUNUIT A
SuusyavSanduiusnmaaidsnaniifuddymnis
adATisEAU 0.05 wanedn fuwUsdase 6 fauus
fionanssinaulatendnsusiguruimiaslass
Fosdrduannlutios el duusdaszuiniian
2 6 o funsdeans (Communications) (X4) (B
= 0.229, t = 6.034) warauANEUY (Comfort)
(X6) (B = 0.229, t = 6.157) &19uil 2 Frupdy

d5elun1smouaueanIufeinis (Completion)
X7) (B = .185, t = 4.869) &¢uil 4 dupuazan
Convenience) (X3) (B = 0.162, t = 4.282) &1l 5
AUANABINTTVBIHUTINA (Customer Needs)
(X1) (B = 0.185, t = 3.990) wazauanvny
aunisauatenlald (Caring) (X5) (B = 0.108,
t = 2.732) Inefimduussavdandiuiusnn (R)

(
(

Andusesar 91.10(0.911) Asunalunmsnennsal
Andusesay 82.90 (0.829) A1 Adj R? Amdu
Ypuaz 82.70 (0.827) wazAiALARIALAADY
wnsgrulunisnensal (Skest) Anlufeway
18.40 (0.184) aizveulain fuusdaszi 6 fuls
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FondnSnsiqurudminelass warldaunis
nensallusUAzUUUAULAYAZUUUNIATTIU ol

dun1slusuaziuLAy

Unstandardized Equation

Y = 0.620 + 0.190(X4) + 0.184(X6) +
0.154(X7) + 0.129(X3) + 0.110(X1) +
0.091(X5)

Standardized Equation

Z" = 0.229(Z4) + 0.229(Z6) + 0.185(Z7) +
0.162(23) + 0.132(Z1) + 0.108(Z5)

wazman19ITeu 1l uasudunnunin

LARINUNTOULLIAR et

Marketing Mix Factors from the Customer’s

Communication (X4)(0. 229%)

Convenience (X3)(0.162%)

Comfort (X6)(0. 229%)

Consumer Needs (X1)(0.132%)

\i

Decisions

Completeness in Meeting

Caring (X5)(0.108%)

Customer Needs (X7)(0.185%)

Figure 2 Conceptual Framework Illustrating the Research Findings on

Customer-Oriented Marketing Mix Factors Influencing the Purchase Decision of

Community Products in Yasothon Province

Source: Researcher
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