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ABSTRACT

This research aimed to study the influence of demographic characteristic, marketing mix
and service quality on purchase intention of OTOP products {(food) . The survey research used
questionnaire to collect data from 400 respondents were 15 years old up. Convenience sampling
was used to select sample respondents. Descriptive statistics consisting of percentage , mean and
standard deviation were used to describe the sample. Preliminary data analyses using factor
analysis and reliability were used performed to purify the measures. Kolmogorov-Smirnov Test
was used to test normality of data ,Pearson Product MomentCorrelation was used to test the
correlation of variables. Then, multiple regression analysis was used to test the hypotheses.

The result of the study indicates that age and product had positive effects on purchase
intention of OTOP products (food) . Demographic characteristic including gender , education and
income ; marketing mix including price , place and promotion ; service quality had no significant
effect on purchase intention of OTOP products (food) .In terms of strengths of the effects factors
, product was found the strongest effect, followed by age . In terms of strengths of the effects
factors, the age of 55 years old up had the strongest effect , followed by age of 35-44 years old

and age of 45-54 years old.



Suggestions for OTOP products (food). Products have to be standard certified , cleaned ,
no presefvative added and saved .Price should be a reasonable , cheap , marketable price and
suitable for quantity. Place should be distributed through department stores and markets.
Promotion should have free gift given , more advertisement and every month demonsirative of

products.



