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Abstract

This research aimed to (1) compare the purchase intention toward microbial products among
aquaculture farmers in the central and eastern regions of Thailand, classified by personal factors, and
(2) analyze the influence of marketing mix factors on the purchase intention toward microbial products
among aquaculture farmers in the central and eastern regions. The sample consisted of 425 aquaculture
farmers in the central and eastern regions of Thailand. Data were collected using a questionnaire. The
statistical methods employed for data analysis included frequency, percentage, mean, standard
deviation, one-way analysis of variance (ANOVA), and multiple regression analysis. The results revealed
that:

1. Regarding the first objective, personal factors namely aquaculture experience, experience in
using microbial products, and farming systems significantly affected the purchase intention toward
microbial products among aquaculture farmers at the 0.05 level of significance.

2. Regarding the second objective, five dimensions of the marketing mix (7Ps) significantly
influenced purchase intention at the 0.05 level of significance: product, price, place, process, and
physical evidence.

The findings of this study can be used as supporting information for marketing strategy planning
and microbial product development to better align with the needs and purchasing decision behaviors of

aquaculture farmers.

Keywords: Marketing Mix, Purchase Intention, Microbial Products
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