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ABSTRACT

This research aimed to: 1. Study the relationship between demographic factors and the

purchasing behavior of agricultural chemicals among cassava farmers in Sop Prap District,
Lampang Province. 2. Examine the relationship between the marketing mix factors (7P’s) and the
purchasing behavior of agricultural chemicals among cassava farmers in Sop Prap District,
Lampang Province.
Population and Methodology: The population studied consisted of cassava farmers residing in
Sop Prap District, Lampang Province. This study employed a quantitative research approach,
collecting data through 400 questionnaires. The results were analyzed using Chi-Square statistics
at a significance level of 0.05.

Research Findings: The majority of respondents were female, aged between 41-50 years,
with an income ranging from 10,001 to 20,000 THB. Most had 16-20 years of experience in
cassava farming and cultivated a medium-sized area (6-35 rai). 1. Demographic Factors: « Gender
differences were found to be significantly related to purchasing behavior in terms of seeking
product information. 2. Marketing Mix Factors (7P’s): « Product: Product variety was significantly
related to purchasing behavior concerning the expenditure per purchase of agricultural
chemicals.» Price: Reasonable pricing relative to product quality, availability of various price
ranges, and credit options were significantly related to purchasing behavior concerning the
expenditure per purchase of agricultural chemicals. ¢ Place: Convenient location near the
community and ease of access were significantly related to the frequency of purchasing

agricultural chemicals.

Keywords : Marketing Mix Factors(7P’s) ,Purchasing behavior ,Agricultural chemicals

,cassava farmers
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