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ABSTRACT

The objectives of this research were 1) To analyze the relationship of demographic
factors and customers’ buying decision of agricultural products 2) To analyze the affects of services
marketing mix on buying decision of agricultural products. The populations was the 1,334
customers. The samples used in this study was a group of 307 customers of Khao Khitchakut
Agricultural Cooperative Limited. Selected by purposive sampling selection. Statistics used for data
analysis were frequency, percentage, mean, standard deviation, Pearson Chi-Square, and multiple
regression analysis.

The result showed that

1) The demographic factors (age and status) were correlated with consumer behavior (in
terms of annual purchase expenditure) with statistical significance at the 0.05 level.

2) Services marketing mix (price, place, promotion, people, and processes) had a positive
affecting on customers’ buying decision with statistical significance at the 0.05 level. While product

and physical evidence showed no interaction between them.

Keywords: services marketing mix, product, buying decision, agricultural cooperative
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