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Marketing Factors Affecting Farmers’ Fertilizer Purchase Decisions in Ban Klub

Subdistrict, Nong Don District, Saraburi
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Abstract

This research aims to study the marketing factors influencing farmers' fertilizer purchasing
decisions in Ban Klub Subdistrict, Nong Don District, Saraburi Province, focusing on price, quality,
location, and promotional factors. A survey research method was employed, collecting data from 150 local
farmers as the sample size. The sample size was calculated using the G*Power program, with an effect size
of 0.15, an alpha level of 0.05, and a power of 0.80. Data were gathered through a questionnaire divided
into four sections: general information, various marketing factors, and purchasing decisions regarding
fertilizer. The collected data were analyzed using descriptive and inferential statistics, including correlation
and multiple regression analyses. The results indicated that price and quality were the most influential
factors in farmers' purchasing decisions. These findings provide insights for improving marketing strategies

for fertilizer suppliers and promoting optimal purchasing decisions among local farmers.
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