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ABSTRACT
The purpose of this study are 1)to study personal factors of consumer to purchase OTOP
products, Nakhon Sawan Province 2)To study the opinions on the value of OTOP brand in Nakhon
Sawan Province 3)To study the brand value that affects the decision to purchase OTOP products in
Nakhon Sawan Province. The sample was 385 employees from consumer in Nakhon Sawan Province
by convenience sampling method.The questionnaire was used for data collection.The data were
analysis by descriptive statistics including frequency, percentage, mean and standard deviation.Data

analysis to compare t-test, F-test (Analysis of Variance: ANOVA) and Multiple linear regression

The result of study found that 1)Most of personal factor of the sample were female, age in
the range of 31-40 years, monthly income in rang 15,001-20,000 baht and occupation is company
employee 2) The opinions on the value of OTOP brand was high level opinion.The results of the
analysis of the level of opinion are the most aspect is brand loyalty, followed by perceived quality,
brand relationship and brand awareness 3) The results of the analysis of decision to purchase OTOP
products in Nakhon Sawan province are the most aspect is information seeking, followed by
perception of needs. purchase decision evaluating options and behavior after purchase.From analysis
result brand value affects the decision to purchase OTOP products in Nakhon Sawan Province by

54.30% at the significant level of 0.05
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