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Abstract  

This is quantitative research aimed to study; 1) The purchasing decision process of consumers towards 

traditional Lao Si - Lao Khrang woven fabrics of Suphan Buri province classified by personal factors. 2) Marketing 

mix factors influencing purchasing decision of traditional Lao Si - Lao Khrang woven fabrics of Suphan Buri 

province. This study was conducted using a convenient sampling method from 400 customers who had 

purchased traditional Lao Si - Lao Khrang woven fabrics of Suphan Buri Province. The statistics used in the data 

analysis consisted of percentage, mean, standard deviation, T-test, One-way ANOVA, multiple indicators and 

multiple causes model (MIMIC model), and Structural Equation Model (SEM) 

The results showed that  

1. The decision to purchase traditional Lao Si - Lao Khrang woven fabrics of Suphan Buri province when

classified by customer’s personal factors were statistically significant differences by the age factor. 

2. Marketing mix factors influencing the purchasing decision of traditional Lao Si - Lao Khrang woven

fabrics, Suphan Buri province, consisting of product (0.50),people or employees (0.43), physical evidence and 

presentation (0.36), price (0.30), place (0.22),process (0.24) and promotion (0.09) The equation has a predictive 

power of 83.00 percent. 

Keywords:  marketing mix, purchasing decision, traditional Lao Si - Lao Khrang woven fabrics 
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 4  
      

2/df  5 3.188  2.216  
RMSEA 0.03-0.08 0.074  0.055  

NFI 0.9  0.95  0.97  
CFI 0.9  0.89 × 0.98  
GFI 0.9  0.96  0.97  

SRMR  .05 0.03  0.02  
:    

 
 

   2 = 68.72, df = 31, 2/df = 2.216, RMSEA 
= 0.055, NFI = 0.97, CFI = 0.98, GFI =0.97, SRMR = 0.02 

 
 

 5     
R2=0.83  SE t-value R2 

 (Product)  0.50 0.102 4.926 0.85 
 (Price)  0.30 0.079 3.846 0.77 

 (Place)  0.22 0.064 3.469 0.62 
 (Promotion)  0.09 0.059 1.453 0.51 

  (Employee)  0.43 0.086 4.958 0.80 

 (Physical Evidence and Presentation)  0.36 0.069 5.200 0.79 

 (Process) 0.24 0.068 3.605 0.66 

    
   (0.50)  (0.30)  (0.22)  (0.09)  

 (0.43)  (0.36)   (0.24)  
83.00     

 
 

 6     
Matrix LAMDA - Y FL SE t-value R2 

 (Problem/Need Recognition)   0.35 - - 0.555 
 (Information Search)  0.41 0.033 12.363 0.404 

 (Evaluation of Alternatives)  0.41 0.035 11.634 0.360 

 (Purchase Decision)  0.39 0.029 13.526 0.481 

 (Post-purchase Behavior) 0.34 0.031 10.780 0.353 
*FL = Factor Loading 
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