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Abstract

This independent study aimed to examine marketing communication affecting farmers in Lee
district, Lamphun province towards buying hybrid corn seeds. Samples of this study were identified,
according to the convenient sampling method, to 380 corn-farmer househoulds in 8 sub-districts of Lee
district. Questionnaires, which were designed on the bases of marketing communication concept and
marketing communication response hierarchy concept: AIDA model, were used as the tool to collect data.
Data obtained were analyzed by the descriptive statisitcs i.e frequency, percentage, and mean, as well as
the Independent Sample t-test to test differences among different groups of samples.

The findings presented that most respondents were male in the age of 41-50 years old and had
education background in primary school level. Currently, there were 3 family members of each corn-farmer
household engaged in corn farming. Land size for corn farming was larger than 21 Rais. In each cultivation,
they earned the income from the hybrid corn production at 40,001-50,000 Baht.

Results of the study on behavior of respondents towards buying hybrid corn seeds presented that
strains of the hydrid corn seeds that the respondents preferred to buy the most were Mae Jaem Field Comn
strain; Praow strain; and 888 strain. They purchased the hybrid corn seeds once a year from a shop of comn
agent near their home. Reason of buying the hybrid corn seeds from the certain shop was the convenient
location of the shop. In each time, they averagely bought the hybrid corn seeds at 15-20 kilograms. The
preferable qualification of the seeds was resistance to fungal diseases. In each time, they spent over 2,001
Baht for the seeds. People influencing their decision making towards buying the hybrid corn seeds was a
friend in the corn farmers group. The majority did not have any plan before buying the seeds. If they found
the productive corn seeds, they would recommend them to the members in the corn farmers group. They
would be disappointed if the selected seeds had lower quality than expected. The promotion campaign
that they preferred the most was product discount.

Results of the study on 5 marketing communication tools i.e advertising; public relations; personal
selling; sales promotion; and direct markeing presented that all tools had direct impact to the farmers.

Considering on each step of marketing communication responses according to the AIDA model
hieararchy, hereafter were shown the results. In the stage of Attention, the personal selling influenced

buying deicion of the respondents at the highest level. In the stage of the Interest, the most influencing
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marketing communication tools were advertising on traditional media; sales promotion; public relations;
and personal selling. In the stage of desire, the most influencing marketing communication tools were
advertising on traditional media; sales promotion, and personal selling. In the stage of Action, the most
influencing marketing communication tools were advertising on traditional media; sales promotion; and
personal selling. For the direct marketing, it could influence buying decision of the respondents at high
level only in the stage of Attention; but in other stages, it could influence them at moderate level.
According to the test of difference on marketing communication affecting decision of different groups
of farmers in Lee district, Lamphun, as sorted by cultivating land size, toward buying hybrid corn seeds, the
results showed that the difference at the statistical significant level of 0.05 was observed in following media

advertising tools: sales promotion, public relations, and direct marketing.
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