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Abstract

This research aimed to study the marketing mix factors from consumers’ perspectives that affect the
decisions to purchase OTOP food products through omnichannel marketing among Generation Y
(Gen Y) consumers in the New Normal era. In this study, the marketing mix factors from consumers’
perspectives comprised customer value, cost to customer, convenience, communication, caring,
completion, and comfort. The sample group used in this research was 386 Gen Y consumers who had
purchased OTOP products through online media. The instrument used to collect data was a
guestionnaire tested for content validity and reliability before data collection. The statistics used to
analyze data were frequency, percentage, mean, standard deviation, t-test, one-way ANOVA, and
multiple regression analysis. The study results showed that the convenience dimension and the
completion dimension of marketing mix factors from consumers’ perspectives both affected the
decisions to purchase OTOP food products through omnichannel marketing among Gen Y consumers
in the New Normal era at a statistically significant level of .05. That is, in the New Normal era,
consumers can buy products through various channels on multiple devices, and omnichannel marketing
will combine all trade channels and link them together. This can facilitate decision-making for
consumers until they are satisfied and ultimately make a purchase decision. From the results of this
study, entrepreneurs who sell OTOP food products can apply omnichannel marketing in their marketing
plans to increase sales, leading to better business results.
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