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Abstract

Objectives of this research article aimed to study and analyze the
components of marketing mix factors, consumer satisfaction, and purchase
intention of processed agricultural products of the Na Kaeng Hin Model
Community Enterprise, conducted by the quantitative research utilizing a
questionnaire to collect data. The population consisted of consumers aged
15 years and older who had experience purchasing agricultural processed
products from the Na Kaeng Hin Model Community Enterprise in
Chaiyaphum Province. The samples were derived by random sampling using
a sample-to-variable ratio of 300 individuals. Data were analyzed using
percentages, means, and exploratory factor analysis.

Research Findings were as follows: 1. Marketing Mix Factors,
Purchasing Behavior, and Consumer Satisfaction with Agricultural Processed
Products of the Na Kaeng Hin Community Enterprise Model. The majority of
the samples were female, aged 46-60 years, had a bachelor’s degree, were
government employees, and had an average monthly income of 20,001 -
30,000 baht. They placed high importance on the marketing mix, with the
product being the most important, followed by distribution channels,
promotion, and price. Their purchasing behaviors were high, and their
consumer satisfactions were the highest. 2. The components of the
marketing mix factors, purchasing behavior, and consumer satisfaction with
the agricultural processed products of the Na Kaeng Hin Community
Enterprise Model showed a KMO index of 0.870 and a statistically significant
Bartlett’s Test, indicating that the data were suitable for analysis. Six main

components were found to explain 74.154 percent of the total variance:
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price, distribution channels, consumer satisfaction, promotion, purchase
intention, and product.
Keywords: Components; Marketing Mix; Purchase Intention; Agricultural

Processing Products; Community Enterprises
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Tuwansnanai Beguvudugiusazenulingdavesiuilna (Community-
Based Marketing & Trust Model)
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