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ABSTRACT

The objective of this independent research was to investigate the satisfaction of
farmers on agricultural product purchasing of Limsakdakul Industrial (Thailand) Co Ltd. The
information was collected from farmers who sold agricultural products to Limsakdakul Industrial
(Thailand) Co Ltd. There were 254 farmers who participated in this research.

The results showed that the majority of respondents were male (78.7%) with age
range of 40-49 years old (35.4%) and married marital status (61.0 %). Their educations were at
primary level (31.5 %) with the average salary of 10,001 - 15,000 baht/month (35.4 %).

On the behavioral aspect of the respondents, the majority of respondents sold more
that one product. Soybean was sold mostly (94.4 %) by means of gradual selling (82.7 %) with
the selling amount of more than 2000 kg (45.7%) at a time. The majority of farmers used to sell
their products to merchants who came to purchase the products within the cultivation area (59.8
%). The farmers who made their own decisions without outside influence were 36.2%. The
farmers was informed of the information regarding the offers for purchasing agricultural products
of the company through recommendation by relatives or friends (72%). Most of respondents had

been the customers of the company for more than 6 years (36.2 %).



The expectation of service marketing mix factors indicated that farmers had focused
mainly on seven factors which included place, pricing, staffs, instrument, process, services, and
information. Place factor was responded by the farmers on the aspect of safe and adequate
parking area for customers (average value of 3.57). The pricing was rated secondly on the aspect
of higher purchasing price from the other company with equivalent level of service quality and
immediate cash payment (average value of 3.33). The employee factor included good
interpersonal relationship (average value of 3.30). The next factor was instrument that included
accurate measuring equipment as well as the orderly and cleanliness of the servicing equipment
(average value of 3.26). The process factor included the release of receipt documents with proper
procedure (average value of 3.26). The service factor included the availability of correct database
system (average value of 3.24). Lastly, the communication or notification of information factor
included the existence of contacts or notification service and the careful consideration of the
company regarding the agricultural news information (average value of 3.11).

The farmers also rated the perception factors which could be ranked in the following
descending order; place, staffs, instrument, service, process, pricing, and communication. On the
place factor included the location of the company that was next to the main road with easy access
of entrance and exit (average value of 3.99). Secondly, the staffs factor included the suitable and
politeness of dressing garments by the staffs with an adequate servicing number (average value of
3.53). Thirdly, the instrument factor included the modernity of equipment in used (average value
of 3.47). The service factor was next with the inclusion of modern equipment (average value of
3.41). The process factor was the fifth one with the release of various receipts which was accurate
in accordance with procedure (average value of 3.36). On the pricing factor, the respondents
wished to be able to receive cash immediately (average value of 3.93). Lastly, the communication
or information notification included the dissipation of various news from the company (average
value of 2.91).

In conclusion , comparison of the expectations and perception of the farmers revealed
that the perception of servicing factor on the aspect of location, staffs, and equipment was higher
than expectation. This was compared to the pricing, communication or news notification, and

process factors where perception was lower than expectation levels.



