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ABSTRACT

Research Study on Marketing Mix Affecting Agricultural Equipment Purchase Decision Case
Study Lungkorn Kaset Farm, Muang District, Sing Buri Province The objective is 1. To study the
purchasing behavior of consumers of Suan Lungkorn Kaset Farm, Muang District, Sing Buri Province. 2.
To study personal factors of consumers' decision to purchase agricultural products and equipment, Suan
Lungkorn Kaset Farm, Muang District, Sing Buri Province. 3. To study the marketing mix of agricultural
products and equlpment of consumers at Suan Lungkorn Kaset Farm, Muang District, Sing Buri Province.
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4. To study the marketing mix that affects consumers' decision to buy products and agricultural
equipment at Suan Lungkorn Kaset Farm, Muang District, Sing Buri Province. The results of the
research showed that 1) demographic data in terms of age influenced the decision to purchase
agricultural products and equipment, 2) the behavior of purchasing agricultural products and
equipment. Case Study Lungkorn Farm, Muang District, Sing Buri Province is at a very high level. 3)
The marketing mix of case studies Lungkorn Farm, Muang District, Sing Buri Province is very high.
When considering the most average aspect, marketing promotion was statistically significant at 0.05
when considering the correlation coefficient. It was found that the marketing mix influenced the
decision to purchase agricultural products and equipment. Case Study Lungkorn Kaset Farm, Muang
District, Sing Buri Province Statistically significant at the level of 0.01 (r=.861 , Sig = <.001), thus
rejecting the main hypothesis. and accept the secondary hypothesis of Multiple Regression Analysis,
market mix factors affecting purchasing decisions for agricultural products and equipment. Case study:
Lungkorn Kaset Farm, Muang District, Sing Buri Province A statistically significant positive
correlation of .05 (SIG = <.001) was observed.

Keyword : Demography/Marketing mix/Buying decision behavior
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