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Abstract

This research aims to study the marketing strategies and the satisfaction on
Chitosan purchasing behavior in the agricultural sector. The sample in this research is
400 agriculturists having the Chitosan purchasing behavior in the agricultural sector. It is
conducted by questionnaires as the tool.

The results are analyzed as follows:

The maijority of personal characteristics in this sample group are male, aged
between 40-51 years, married, secondary school is the highest educational level, the
average revenue is 6,000 — 10,999 Baht/Month and birthplace is in the north of Thailand.
The agriculturists have used Chitosan products for one year and also buy Chitosan
products twice a year which the average value of Chitosan product per one time
purchase is 1,000 Baht. The majority of agriculturists have purchased Chitosan products
from service points. The products which are usually purchased are Plant Chitosan,
whereby the majority of which use their own decision-making for each purchase by
themselves. Mostly, the agriculturists have their own overall attitudes on Chitosan
products in the very good level. The attitude on price of Chitosan is in good level. The
attitude on the distribution channel of the Chitosan product is in good level as well as the
attitude on the marketing promotion is in good level and on satisfaction is in the very
good level.

The results of hypotheses testing are as follows:

The agriculturists having different average revenue per month have different
purchasing behaviors of Chitosan products in different agricultural sectors in terms of the
years in using Chitosan products and the average volume of purchasing Chitosan
products of statistical significance at the 0.01 level. The agriculturists coming from
different domiciles have the different purchasing behaviors of Chitosan products in the
different agricultural sectors at statistical significance at the 0.01 level. In terms of

marketing strategies on the Chitosan products and on the Chitosan prices are related to
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the purchasing behaviors in the agricultural sector and the frequency of purchasing
Chitosan products per annum has statistical significance at the 0.01 level. The relation is
at low level and in the same direction. Overall satisfaction is related to the purchasing
behaviors of Chitosan products in agricultural sector on average Chitosan products has

statistical significance at the 0.05 level with the low level and have positive relationship.

Keywords: Chitosan, Agricultural sector, Buying behaivor of Chitosan in the agricultural

sector
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