AUWowolba:wndnssuwusInalupu:dIusAu
nanoRIboulans:nI W0 dduds:aumonisaandana:ms
SusasraurmndmsdaaulbBowaanturinussuauudo
BaAldduu:sa dum OTOP TudbnIaUS:DIUASIUS
Satisfaction and Customer Behaviour as an Intermediate
Variable Connecting the Marketing Mix Factor and Brand

Awareness in Purchasing Decision for the OTOP Pine Apple
Cheese Shake Biscuitsin Prachuap Khiri Khan Province

DIYVY QU FUBY
Arin Na Ranong




21SANSSUWNNG WHDNENSENNSN %
UA 41 Uit 1 unsIAL - IWKEU 2566 4<§"“7 +

AUWOWOIDIIa:WNGNSSUWUSTNATUR LD IUSAUNGONA
iBoulens¥oWw dauus:aumpmsdaandiia:mssuSasI1aus
dmsdaaulbBowaanturiussuauudobaisaldduu:sa
dum OTOP TudbriaUs:pIUASIUS

Satisfaction and Customer Behaviour as an Intermediate Variable
Connecting the Marketing Mix Factor and Brand Awareness in
Purchasing Decision for the OTOP Pine Apple Cheese Shake
Biscuitsin Prachuap Khiri Khan Province
230yvd  sTUBY’
Arin Na Ranong
' AMEUINITIINa wInendemalulagsvusaaiiulnduns uasugu 73170 Usandlng
Faculty of Business Administration, Rajamangala University of Technology Rattanakosin,

Nakhon Pathom 73170, Thailand e-mail : Arin.naranong@gmail.com

Received : March23, 2022 Revised : July 1, 2022 Accepted : July 25, 2022

[V Y]

UNAnge

MsAnwASsiliinguszasdiitofinu 1) dauuszaumenisnann mssug
ns1Aud aufianela wodnssuduilae wasnisdadulatondnfasiusg
yunte¥aaldduuzsn duf OTOP Y inuszaiuditus 2) mnuilanelauas
wadnssugfulanlugrugsudsdunansiifoslesseninsdudszaumsnsnana
wagmsiuinsauidnisdindulateruutidanalddulyen dud OTOP Tauta
UspuATius indestleflldlunisinwiadsdl Ae uuvasuan shnaiutoya
Mnginaulatorunddanalddulssn dud OTOP FminUsyaruidus
§11U 500 AW ALLLIAAYEY Comrey and Lee (1992) adffildlunis@nu
leun P Jovar Auade dudsauuinasgiy uaziinsiesifinuuanns
las9as1e (SEM) Ineldlusunsy Smart PLS

HANSANINUTY 1) T8AUveduUszaunIanIsnan NMssuinaum

Anuianela weinssuguslaa uasmssindulate lnesaeglusyivunn Aade



ANUWowelbia:wnanssuWusInAluBLEDIUSAUNaWAIBoUTaS:H3 D duls:aumpmsaandaliamssusasidumgmsdaduld

BowaanturilussuauudoBaisalddul:sa dum OTOP TuBbHIAUS:DIUASIUS

Satisfaction and Customer Behaviour as an Intermediate Variable Connecting the Marketing Mix Factor and Brand Awareness in
Purchasing Decision for the OTOP Pine Apple Cheese Shake Biscuitsin Prachuap Khiri Khan Province

ogfl 3.57,3.79,3.51,3.57u823.60 auadu @ruidosuunsgiuedd
1.024,.915,1.049,1.007 4az0.987 auasu 2) anuisnslawazngingsy
Fuslnalugruginuusiunansiidenlesseminsduussaumanmsnaiauaznis
fudnmaudgnsdnaulatondndasiuusglrunidameldduussn dudn
OTOP daninus¥IuAidus lneliesAsnnasiudseneume diulszan
NNNTAAIA WU 0.939 MITUIRTIEUAT 0.039 Aufienela wiriu 0.128
wazngAnssuuslnaiiaviwasiusenisdadulate wiidu 0216 Seuandi
i dutsraunsnseanadidviwadensiadulatondn ausiuy s3vumnds
Fawalddulzsn Fudn OTOP JaninuseaiuAidus uinndnduwdsnissug

a ¥ =

AIIAUAT AUTINBL kAN RANTIUEUTLIAA

o w

AdARY : dUsEaNnIINIInaIe; N15TUINTIALAY; ANuTanely; nednTsu

v

Auslne; nsindulade; vunledawaldduzsn

Abstract

The objectives of this research were to 1) investigate the factors of
marketing mix, brand awareness, satisfaction, customer behaviour, and
purchase decision on OTOP pineapple cheese shake biscuits in Prachuap
Khiri Khan Province, and to 2) analyze the satisfaction and customer
behaviour as an intermediate variable connecting the marketing mix and
brand awareness in purchasing decisions for the OTOP pineapple cheese
shake biscuits in Prachuap Khiri Khan Province. A questionnaire was
used to collect data from 500 people who purchased OTOP pineapple
cheese shake biscuits within around Prachuap Khiri Khan Province, selecting
using the concept of Comrey and Lee (1992). The following statistics were
used in the study: frequency, percentage, mean, standard deviation, and
structural equation model (SEM) analysis by using the Smart PLS program.

The results of the research showed that 1) the levels of the marketing

mix, brand awareness, satisfaction, customer behaviour, and purchase
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decision were at a high level with an average value of 3.57, 3.79, 3.51,
3.57, and 3.60 respectively, and standard deviation; 1.024, .915, 1.049,
1.007, and 0.987 respectively. 2) the results of the satisfaction and customer
behaviour as an intermediate variable connecting marketing mix and brand
awareness in purchasing decision on OTOP pineapple cheese shake biscuits
in Prachuap Khiri Khan Province, discovered that the factors affecting the
purchasing decisions arranged in order were marketing mix of 0.939,
brand awareness of 0.039, satisfaction of 0.128, and customer behaviour
had a combined influence on purchasing decision of 0.216. It was discovered
that the marketing mix affecting the purchasing decisions more than brand
awareness, satisfaction, and customer behaviour to purchase decisions
on OTOP pineapple cheese shake biscuit in Prachuap Khiri Khan Province.
Keywords : Marketing Mix; Brand Awareness; Satisfaction; Customer
Behaviour; Purchasing Decision; Pineapple Cheese Shake
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