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Abstract
The objective of this research was to compare the opinions of consumers towards the
number of purchases of sisal products of Agricultural Cooperative Village, Hup Kapong district,
classified by gender, age, education level. Income per month, occupation and to compare the
opinions of consumers towards the current sisal products and the new products of the
agricultural cooperative village, Hup Kapong. Instate of Product, price, distribution channel and
promotion activities on marketing. Population used in education Is a consumer group that has

experience buying sisal products by answering the questionnaire 397 samples were selected. The
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statistics used for data analysis were percentage, mean and standard deviation to explain
demographic data and use Pearson Chi-Square (P) statistics. To explain the relationship and
Paired Simples T-Test to compare the mean and relationship.

The results showed that 397 respondents were classified into 309 females, the highest
age of 41 - 50 years, the highest degree of bachelor degree, 192 people, an average monthly
income of 50,001 baht or more, the highest occupation of 191 private company employees. The
behavior of buying sisal products on type of product that bought the most bags, 214 people,
with the frequency of purchase 2-3 times the most and found that personal factors in terms of
sex, age, education level the monthly income and the different occupations are related to the
number of sisal purchases. Comparison between pre-purchase expectations and satisfaction after
buying current products and buying new products. The sample group was impressed (satisfaction
over expectations) in all marketing mix factors. Comparison between satisfaction after purchasing
the current product and satisfaction after purchasing a new product found that the development
of new products in the product and distribution factors resulted in increased satisfaction of the

respondents.
Keywords : Marketing Opportunity, Sisal, Expectations, Satisfaction
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Y 0.0% 0.0% 37.5% | 0.0% 0.0% | 19.2% | 18.6%
sele
11An31 | Count 0 0 16 0 0 80 96
6 A3 | % within
el 0.0% 0.0% 14.3% | 0.0% 0.0% | 47.9% | 24.2%

Pearson
Chi-Square
370.624a

p=.00%
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srelaraLnau
FoRuanselliluasan | Yewndn | 10,001 | 20,001 | 30,001 | 40,001 | 50,001
winls fle fle s 2 Total
10,000 uly
20,000 | 30,000 | 40,000 | 50,000
594 Count 20 41 16 41 167 397
% within
s 100.0% | 100.0% | 100.0% | 100.0% | 100.0% | 100.0% | 100.0%

M15199 5 LARNIASpEarLarAlAZLAISYRIANUFUNUSTEUINTIUIUASIWBINISTRAUAUUATUNS18 0]

AudaduaiuyananmueIn

X n v L Xa B4 21N
Fadusnsilunsan = - >
, 41519015 5503 WUNIUY Y y
winls o . A . withy | Bu 9 Total
Sgiamia | diudad | Usenenu
faAse | Count 15 6 51 14 92 Pearson
15N % within .
- 12.9% 11.1% 26.7% 100.0% | 46.7% 23.2% Chi-Square
TN
ASIN 2-3 | Count 53 32 50 0 135 145.347a
% within
- 45.7% 59.3% 26.2% 0.0% 0.0% 34.0% P=.00*
TN
a%afl 4-5 | Count 0 16 42 16 74
% within
- 0.0% 29.6% 22.0% 0.0% 53.3% 18.6%
DTN
11nAI1 | Count 48 0 a8 0 96
6 ASY | % within
- 41.4% 0.0% 25.1% 0.0% 0.0% 24.2%
TN
73U Count 116 54 191 30 397
% within
o1 100.0% 100.0% 100.0% 100.0% | 100.0% 100.0%

2. Yafedndsraunamanaiavesnistedudiuasumealiueuaantioudouas
anufianelandsdounnsaifu
2.1 Wisuifleussnisenumanideutetuanufimelandedudiagiu
Ml 6 wansUSeuisussrhsarueanineuteduaruiimelandsdedudilagty

Paired Differences
95% Confidence )
Sig. (2-
Std. Std. Error Interval of the t df i
Mean _ tailed)
Deviation Mean Difference
Lower Upper
NARA N -.08931 29967 .01504 -.11887 | -.05974 | -5.938 396 .000
1AL -.14232 41654 .02091 -.18342 | -.10122 | -6.808 396 .000
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Paired Differences
95% Confidence
Sig. (2-
Std. Std. Error Interval of the t df ]
Mean _ tailed)
Deviation Mean Difference
Lower Upper
F9IWNINUY -31402 66237 03324 -37938 | -.24867 | -9.446 | 396 .000
AWFUNITNAN 39106 47056 .02362 34463 43749 16.559 3296 .000
N Correlation Sig. DUAU
NARA N 397 949 .000 1
IA1VINUE 397 901 .000 2
FDININUY 397 739 .000 aq
ddsunismnam 397 863 .000 3

NANIT AT IR U9 T AU ST ENNIIN1SIATAYBIN ST DA UAYUUATU T8 0]
Fuenuaevisteutouazanuiielandsdodudtagtuunndnaiy Sanquiiegisdaufimmelags
niriaanidlunniieds (@suldinduilnauseiulalududi) Inefnevuuvasuniulinnuddy
SoaanAmeiiuduiu 1 sasmesudu 2 Aanssuduasunisnainsusu 3 waztesmnesivung
Judusu 4 augeu

2.2 Wiguguseninemuaanianaudanuauienelavasgeduan iy
M990 7 wanalSeuiieuseninemnuaanienaudanuauienelava@eduan iy

Paired Differences
95% Confidence )
Sig. (2-
Std. Std. Error Interval of the t df .
Mean . tailed)
Deviation Mean Difference
Lower Upper
G -.15709 48983 02458 -.20542 -.10876 -6.390 396 .000
1MUY -.12846 58914 02957 -.18659 -.07033 -4.345 396 .000
POINNINUY -.21998 69934 .03510 -.28899 -.15098 | -6.267 396 .000
AWESUNITAAN 43073 53062 02663 37837 48309 16.174 396 .000
N Correlation Sig. JUAU
NanSua 397 872 .000 1
IA1TNAUE 397 804 .000 3
F9IN9INUY 397 677 .000 il
da@sunisnann 397 814 .000 2

Han1TnszinuidadediudszauninisnainveinisyedudiUiuasunseal
aupnuAIAnIneutakarAuitnelandweduilniunnedneiu Gangudlegidiauiianelaganda
nenanislunniade @gulainduslaauseivlaludud) lnegneuwuvaeunulviaudAnysoman e
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Wudusu 1 AnIsudwasunisnaindusiu 2 51A13MUN8dUsU 3 waztoan1ssmunedususu 4
AUAIRU

v
v A a

2.3 wWisuilguseninenuianelandsgeduidagtuiuauiisneland@edusivg
A19197 8 uanUSeuiisuseninanuinelavaegeauntagiuiududlvl

Paired Differences
95% Confidence
Sig. (2-
Std. Std. Error Interval of the t df i
Mean _ tailed)
Deviation Mean Difference
Lower Upper
NARN N -.06778 .40033 .02009 -.10728 -.02828 -3.374 396 .001
1AL 01385 .60963 .03060 -.04630 07401 .453 396 .651
POINNNINUY .09404 74468 03737 .02056 16752 2.516 396 012
AWESuNITMAN 03967 45104 .02264 -.00483 08418 1.753 396 .080
N Correlation Sig. DUAU
RRIE] 397 914 .000 1
1A INUE 397 765 .000 3
F9IN9INUY 397 608 .000 a
daasunisnann 397 874 .000 2

nan1slAsinuidatediutsraunnanisnainueanisdedudiuasunseal
Fuanufenelavdsdedudiligtufuanufanelandsdeduilnsuandsfuluiafedunan s
fingusogreiaudianslasnntu uastladedutesenissinieiignouuuuasuniufinnufionels
fovanviniiu drutlafodiu sasmisuariatedufanssuduaiuniseaielduanseiu sl
Han1sRmwIanfuetraludadesunindasiuagdeaminisdmiieiinailvauiisnelavedneu
wuvEpuanisTusesiitudn ey Imaé’m‘uquaaumﬂﬁmméwﬁmﬁaqwamﬁm«fmﬁué’uﬁu 1 Aanssu
duasunisnandudu 2 s1Adming Sudu 3 uazgeansdmiheduduiu 4 audiau

dgUuazinsalia

1. wansdmadoyadiuyaea freunuvasuamiiviadu 397 au Suunldibumandgs S
309 au Antdudesay 77.8 1ugdisony 41 - 50 ¥ wniiga S1uau 177 au Andufesay 44.6 Tsdy
msﬁnmszé’uﬂ%@mw‘%mﬂﬁqm $muam 192 au Anludesar 48.4 Sseldiadeiiiew wiiu 50,001 v
Juld wnilgn S1uau 167 au Anfufesas 42.1 fendw winnuuisnentumniiga S1uau 191 Au
AnuSoray 48.1

2. wRnssun1sdedudUiuasunseal Qmamwuaaumuﬁﬁﬂgu 397 Au wunleidu
Ussinndudidonsedunniian s1umm 214 ey Aadudesay 53.9 fanuilunisde 23 ads wniian
d1uau 135 au Andudosas 34.0

3. wan1sd1sateyadiuynana Jadudiuuanadiumne 01y seAumsfinw selddedou uay
orinflanuduiuisosiuauaiwesnistedudiuasuisieal fien Pearson Chi-Square (P) = 0.00

nniady
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4. wanswWisusuanuAniusunsrainlae s

PROMOTION
dadsunisnana
PLACE
FaIn19n1samine
3. 74
PRICE 3.75
518197%UNe
3.80
PRODUCT 73
FRERGIC
2.80 3.00 3.20 3.40 3.60 3.80 4.00
B anumenisneute B anuitaneladuaUagdu B anuitaneladuanl

AA 2 wansnsiUSeuisuanuAaTiAefuA LA TazaLianelasun1snaInlag s

KansiATzinuisssuaTmManTesieduiihursunnenifunsnainlas s (7o
TauddyiuFemadnsusiunian (3.64) IndiAssiuBosnadminelusasilinnuddyiubes
Aanssudaaiunisnaintostian (3.21) Wewsuifisuanuaavistuarufionelandsdenuingto
fanufiawelalndiAssiuanuaianisnoudoynmeniseniudesdesanissiming dlefdeldduda
fugudiiiaulvdnuid@edanufmelalndifssiuanuaanimnnenisenifuiestemisnis
e Wiy

Wisuiieusgiuanuiianslaludumiiannlnisundnduet wazsadmmheegluszduann
(3.51-4.50) Wwdeatuszauauiianalalududiagtukasseduaiuniands diuseauauiianels
Tuauiaunlniduremienissming wazfnssuduaiunisnainegluseduiunan (2.51-3.50)
wuiefusyauauisnelaluduadagiu warseduaumanis

aiUsena

'
¢ ala a o o

wianfiiudfelavauindn Sasiuussudasusealidundndueinianuiuvediduds

9
o ¢ YV va v

liiszaeidewioringveslddosas uaziiuanuamsalunistdesiuinvewindeiugd §33evinis

U
v

o a < vaa ¢ Y a o e 3 ' A o v
drsnanufnduvesnivszaunisainistdndndusivuasusealinteuiedmanilddudeyalunis
wasallluaunan

o

1. i‘]ﬁ]ﬁ’adaumﬂaﬁmmé’uﬁuﬁ‘dammuﬂ%u’waama%aauﬁﬂﬂmmmiwsﬂ nui Jade
dauyaradue 91y sriun1afinu Telddeidiou uazendn vmNﬂuummmmauwuﬁmammuma
voenstedudtiuasuTenl aonndeatu 01380 nesniaunding (2553) AnwFes HauaRfidea
songAnssumsteuarnslifnesuilaaluansunedies Sminswys nanisfnwnuiioiguas
anunwansarisnaty Snginssumsteuarldtnundh duanulunmslidhumldielasndslumsde
sol unzdumanadidlumadondeunndstu endn Melfndedeideunarssdunmsinuiisaiud
sy Snginssunsdeualitumiia druanuilunisld uey Sumguaddylumadenteunnsatu
wazmsny dauysalyuay (2552) Anwides wumsmsimundngnmnisaaiadmiugusznaunns

ansluguyy : nsdlfnwiamivvunageundnduaiinanssudidie wan1sAnvimuinguslaaiidine ong
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a o a o ¢ N o [

218w warselaunnd1esiu Sviruafiieadundndudinanssuiidielassuanaisiueeedl dodAgy
URNGAL

2. mnuAaiuvesuilnaiddendnfusivhuasuinealvesfthuannsainmsinuasyunwe
PIUHERAUY ATUTIAN ATUYBIMTATINUIY AIUAINTTUNITANETUNITNAIA

21 Wisuifsusswisamumanfideutefuanuiimelandsdeduilagtunastoaudn
Tl nguiegrelianulszivla (anuiawelannnirauaandy) luyndadediudszaumanisnain
22 Wisuifleusznisanuimelanddoduirdagiuiuanufimelandsdodudlnl

wuimsiauwdndusindludadesunindudiiasdesmamsdmiheiinavilvnnuiianelavesiney
LUvABUN MY donndpey dilnimuignamnssuluassuaiinaginanssy (2544, u. 69)
levhms@nwuumamsiiamunaudsinanssulneiionisdsesnlaesannisdnsnuinmsiaunguioy
Handaainanssudnaulszinnveddduazvainnues fe Juslaalinnuitawelandndugiussinnvedld
uazvasmnuasiiivsslenildaeun mmefmestantuuansoonifiuiwendnualianzduiidoiau
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5950Y1A NAuAMAR fanussauvesniseenuuuinsiauiegedeiies wazieunluldugda
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