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ABSTRACT

The objective of this independent study was to study marketing mix factors affecting
agricultural products selling decision of members of Maechaem agricultural co-operatives Ltd.
The data was collected from questionnaireé given to 354 samples of members of Maechaem
agricultural f:o-operatives Ltd. by simple random sampling method and analyzed by descriptive
stétistics such as frequency, percentage, arithmetic mean and standard deviation. The results were
~ found as follows:

All marketing mix factors affected agricultural products selling decision of the samples

under study at the moderate level. Meanwhile, all marketing mix factors also posed a moderate

degree of problems for their selling decision.



