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Abstract

This article aimed to study (1) a comparison of purchase intention of agricultural
chemical products, classified by individual factors; (2) brand experience related to purchase
intention of agricultural chemical products; and (3) brand attitude related to purchase
intention of agricultural chemical products. This research employed a quantitative approach.
The sample consisted of 500 customers purchase the agricultural chemical products in the

western regions of Thailand. This study used stratified random sampling and accidental
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sampling method. The research instrument was a questionnaire, statistically analyzed by
means, standard deviation, t-test, F-test, and Analysis of Pearson’s Correlation Coefficient.

Research results revealed that: (1) customers in the western regions of Thailand, with
different status and monthly incomes, had different purchase intentions of agricultural
chemical products. For the customers in the western regions of Thailand, with different gender,
ages, and educational levels, there was no difference in purchase intention of agricultural
chemical products levels; (2) brand experience related to purchase intention of agricultural
chemical products; and (3) brand attitude related to purchase intention of agricultural
chemical products. The findings of this study ascertained that brand experience and brand
attitude had affected purchase intention of agricultural chemical products, due to the
differences in individual needs and increase the chances of repeated purchases.

Keywords: brand experience; brand attitude; purchase intention
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mMstnunsvesgnAluiuNnans Tunnvedlne eg1edldudrAymeadifinsedu 0.05 dawiiu 0.846
waziilofnsanauduiusiiunesiu wun WruadlupsidudisuanudlawagiungAnssudl
ANUdETLSdwINfuANURslageduAAiivnaninensvesgnA luiiuinans Junnveslng egred
HedAgnsadaiszau 0.05 JAwviiu 0.804 wag 0.825

2AUs18naN5338 (Research Discussion)

naanMaIdeIngUszassil 1 wuth gnérluiuiinneesfuanvedlnedifdede fuaniuam
wazsgldldiaderaifoufiineiu faruddatoaudiaimennnasiiunnsneiu daugniriiddeds
Fruna 01y uazszdumMIAnw ety fanudslatedudiaiinisnisinunsdliunnsaiu il
iesanndudiainisnsineasidudumifigudnvasiomefitunldlnanyselovifungugnii
Whsmnewgnguiniu Suhlignénfiddadedumna eng uazsedumsdnuiishetu lavinlan
ArusalatoAudiadiniensinunsfiunndnaiu susnfeafugnéfiitefoduaniuninuaseld
wAssadeudidnatu farudilatedudiadmamanuasiunnseiy diaenadostfumsfinuives
Rai, Dahal & Ghimire (2022: 13) wui1 Jadudiuyananuna 81y Lagseaumsaneeaneiu Ianu
dilateduditliuansnetu Hesandud duduaudiiites Fuhlignduinaudilatodudi
lsiumnsineiy usliiaenadosfunisdnuives Shalash (2022: 107) wudn Ussmnseansiduine
01y sefuNsfnu werneldindesadeuiivnetu fuadonnudslatiovesgnduandatu Wony
dlatodudwesgnédinadiviilfAnauuand ey fUssneumsasimaiauuaunsaain e
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duamudslatovesgnéuariusznaumsemsiisissifiureaszennsmansuasgndeiduiiy
(Eldesoky, 2022: 376)

NAIINNFITeTgUEaNAT 2 wudh YssaumsallunsidudniinnuduiudiBauiniuany
feladedudniaiiniamanens dorafumnzdusznounsldfinisaidigné sudfennudy
lendnuaiuaznantRvesduegwsaldesiinssiuanudosmsuazanuamnnTwosgnan Favili
andnidleldvimsteluuguagldldnulududiuuduinuszaunsaididuazsinistodn Sniad
duasalnAnmsdonloamensualvesgnidivhliAnUszaunisalnsuin dsuszaunisalluns
audniidenalifndunuddladodudfiuriaiewegndld Taaenndesiunisfinnves Li (2018 :
563) WU gnenfiiuszaunsaifiadenaudn lihasdumsiuilitenuandivesdumifingsiu
mnumaviiLagaudeansvesgnAn lneuszaumsallunsidudazannsonatedungdnssud
reliiAnauiilatodudning q vesgnéldedudeidesisluilagtuuasluouian Wuwieady
MsAN®1ves Ungaraka (2021: 10431) WUt Aussladeldsusninasinusyaumseilunsiaudn
Tneussaumsaflupsdudnfudeiiindutugnéndibunusdnildsuidedsamduianndudi
vidensuinsfiinslineufugni dsanansaairsuszaumsallunsndu Aswfuuazainnisal
nadnsvsngAnssugnéniiinluganussladefiaginlfiAangAnssunisdeats winnadudng
é’ﬂwmzLawwmaaauﬁwﬁmammmmsﬁ"uaagﬂé’w (Yuanita & Marsasi, 2022: 292)

waanmsietaguazasdi 3 wui dauadlunnauddanuduiudidenduanudda
FoAudadivamainuns fadoradumseimundlunsidudnduanudlauasnginssuesgnd
Tudsunfiflonsdud Wegsiafimanausuuasiauinagndensnanliainsoneuauesniy
meanisvesgnAnldFonsinaueduiiidauan Silaidunsiauii waslauadanldusslovd
I@mufignéndosnisfiazanunsasiliignédiinanudsladedudnldegiaiiios Gsaenndoiy
M3AN®I09 Yao & Huang (2017 : 8305) Wu31 Wansznuvesviauafluns dudidunisusadiu
aruvounioliveuvesgndn vieanuiAnuazanudaiiuiifaduanmsUssdumuanuilums
nspihidiusaenielidiudeihinluganuidadelddemaiannnagnsmamsnanalfifnsuuuui
avfioufnnuiiuasngnssumsdndulatounsie ileiiudnumsnismaalusuiam Uunejo
et al,, 2022: 103) [WULREIAUNSANEIUDY Gomathy & Sabari (2018: 1-2) WU TIFIUARLUATIEUAN
Huenuveuvesgninuaziuanuainsavesgsialumevilidiudy g lunsduivosgsiady
93 Brasniuanuinidelenavaiumsusialitugndludeuin Tnevimue flussaudfiasisdy
wazfouiilugnisuansnnudululdfigndnsunudodudusesidluounan dagnénasdum
fToyaieafuauduaznunuiiostoduiiivioinis naenauldsudvinainanuaulaiivhligndn
Aneusidlatondannldussiunaudiunds (Dewi et al, 2024: 1153)

24ARU3TlH#1NN53de (Research Knowledge)
msfnluadsihjsinuiieafulsraunsaiuasiruailunsudiiienuduiudiuay

filatovosgndrluiiuiinianzuanveslng nsdfnuaudiaiiniamainunstu fauuida noud

mATeRAeTes wagnamTeiliviinsiinseiud aunsoagunam Aol duasinauodusad
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Anudiildannsiduld Ao Uszaumsallunmaufiinanmsiigsioldadadu wielvignéniusld
nnnsdudaliusslevivesiudniu lihandunsssyauaud® easBonvesimslieu uas
‘U%mm‘ﬁﬁmumiu?{uﬁwaﬂw%’mLﬁ]uﬁ]zmﬁ,nma%?miﬁgﬂﬁwLﬁmmmﬁy’ﬂﬁaﬁuﬁwﬁu 9 ‘Lmzﬁuﬁqa%{u
Snvdlogsaldadanimunilunsidudiligndnifaanuidilafeiinmsldiaiinamainunsldosig
Falu Aazaunsnananudesniodunsiennsnssuazmedendisliensléaudls wazaunsa
avvieulianAifinanuntlatoaudiadmanunslugiuinuldisuiy

JolduauUzN15398 (Research Suggestions)
1. arauanuzmsinnan1sIeluly

[ [ $%

1.1 guszneunisaisivanudidyiunisaiieusraunsallunsidudidlgnissey

o
o
= U = =

Muazdunvesisnislinuidniauvesdud Snvmsimsssyauaniinaznoazidoaves dudi
Farou osanduiiaiimmsinussidudumifenumannvans Weguszneumsgsialdszysee
FaauazdenaligndanmnsoiduddululdlnanusslovdldessflussAninmuasiinaany
Uaonsty ileliAndszaumsalluasaudfidfasiliinnnudlatoaudlussiuiigdy

1.2 gusenaumsasiianudidgyiunsaiinuailunsiduamensasslignaiin
anuilafeitmsldiaiimamsinunadueensi ieligndudladsdudiaiimanisinunsiinng
Uaen fouaziiusyaniam Sniafieananudssdonislivssloninniud losmindudiadng
msinwasidududifinisidsuudammasaiian 3ad1duiigndrasianuiiifisaneieldlvifn
sunsesom st llduseloniag

1.3 ffusznounsmslimiuddyfumsasanudsladofomsiauoduduma
oouladahiaue WedlduAuainsnainnsiduaudluguuuulmisandnain Snisaamjatiuns
Warnuinnssueg1adeiies tethaudiainiansinuaslUliluuunujiadunsineesidady
maly

2. forauanuzmsidoadaely

2.1 meidvadselumshnmsfineAfeiuduiefuiiunuesdudiaiimanisinuns
ilesandudiaimensinumsidududdsingudmnetams Jesndudesdnuuunvesdudini
yansinensliAnenudaauunniy Snsaudiaiinvemaneasidesitanisldauiidelfiae
UselomiluusazUssinn Sedndudoadnudosidalumsldaudideliaausslovinniu iielv
anfuinausslatoaudieimenanuaslussduiigeiu

2.2 mﬁ%’m%’jqGiavLiJmivT’lmiﬁﬂwﬁ%’mﬁmamﬁ'mﬁ’uQmé’ﬂwmzﬁuaqqﬂﬁﬂuu@iamgﬁu
WielsiansnsameuaueseuiaImsvesgnlinssnguiinueuaznssmuanLAIAnTIveIgnA s
aendu BnvisensiinsAnyidsanudnilunsauditu 4 swwdae eflasdhlignduianauinily
pdufuaziluganuidlatoaudiadmamainunslussduiifissnndu
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