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Abstract

The objectives of this research were to analyze and suggest factors in the marketing mix
that affect the use of agricultural drone services for agricultural drone providers. The research
model was qualitative research using the concept of the marketing mix and the concept of service
decision-making, quality of service, and people development concepts as the research framework.
The research area is Pathum Thani Province. The sample key informant of 15 former agricultural
drone users using the purposive sampling method. Two types of research instruments were used
1) In-depth interviews 2) Focus groups 3) Data were analyzed using content analysis and then
writing a descriptive description. There are 2 factors of the marketing mix that affect the decision
to use agricultural drone service in Pathum Thani Province 1) Service process, if it is a quality
service it can respond to customer needs and increase service satisfaction, resulting in
repurchase behavior. 2) Personnel, the fact that service providers have personnel with skills,
knowledge, service attitudes, and good service behaviors affects the decision to use the

agricultural drone service.

Keywords: Marketing mix, Agricultural drone, Decision-making process
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