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Abstract

The objectives of this research were: 1) to study the psychological factors of consumers
of Mutelu products in the Upper Southern region of Thailand, 2) to investigate the consumer
decision-making process, and 3) to examine the psychological factors influencing the decision-
making process. The sample consisted of 385 respondents from Krabi, Chumphon, Nakhon Si
Thammarat, Phang Nga, Phuket, Ranong, and Surat Thani, determined using Krejcie and
Morgan’s table. The research instrument was a questionnaire, and the data were analyzed
using frequency, percentage, mean, standard deviation, and multiple regression analysis.

The findings showed that consumers rated their opinions on psychological factors at a
high level. The factors ranked from highest to lowest were motivation, perception, learning,
and beliefs and attitudes. Similarly, the decision-making process was also rated highly, in the
order of evaluation of alternatives, information search, purchase decision, post-purchase
behavior, and problem recognition. Multiple regression analysis indicated that all four
psychological factors significantly influenced the decision-making process at the .05 level and
explained 53.70 percent of the variance (Adjusted R? = 0.537). The derived equation was y=
0.768 + 0.220(X1) + 0.174(X2)+ 0.217(X3)+ 0.194 (X4)

This study highlights the importance of psychological factors in consumer decision-
making for Mutelu products and provides useful insights for developing marketing strategies,
enhancing products and services, retaining existing customers, and effectively expanding into

new markets.
Keywords: Consumer Psychology, Consumer Decision Making Process, Mutelu
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