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The objectives of this study were (1) to investigate' the personal characteristics,
service usage behavior, marketing mix, and consumer-decision-making about purchases
of Thongchai Farm's fish breeds, and (2)-to «@compare consumer decision-making of
Thongchai Farm's fish breeds based on personal characteristics, (3) to examine the
relationship between service usage) behavior and Thongchai Farm's fish breeds
purchase decisions, (4) and to study. the influence of marketing mix on the decision to
choose Thongchai Farm's sefvices. This is a quantitative research. The sample group
consisted of 220 customers-who used Thongchai Farm's services in 2023. The data was
collected by questionnaire. The statistical analyses employed included frequency,
percentage, mean, standard deviation, differential analysis statistics (t-test), one-way
ANOVA (F-test), Chi-Square tests, and Multiple Regression Analysis.

Theresults revealed that the majority of respondents to the questionnaire were
male, aged between 40-50 years old, with an average monthly income of 15,000 baht
or more, and had used the services more than 3 times within a year. Regarding service
usage behavior, the majority of respondents prefer to purchase catfish twice a year
between May and August. Each purchase was more than 500 baht per time, with no
less than 500 fish per purchase. They choose to buy fish breeds from Thongchai Farm
because they consider the fish to be of high quality, strong, fast-growing, and disease-
resistant. For the overall perception of marketing mix, it was found that the highest

average score was for the product aspect. Conversely, the lowest average score was



for the promotional aspect. The level of overall opinion regarding Thongchai Farm's
fish breed purchasing decisions was found to be at the highest level. The hypothesis
testing results indicate that the frequency of service usage significantly influences the
decision to use Thongchai Farm's services at a statistical significance level of 0.05:
However, gender, age, and monthly income do not significantly affect the decision te
use Thongchai Farm's services. The study found that customers who choose to
purchase catfish, climbing perch, Mekong giant catfish significantly affected- their
decision to use Thongchai Farm's services at a statistical significance level of 0.05.
However, customers who choose to purchase tilapia, common carp‘and silver barb
were not significantly affected by their decision to use Thongchai Farm's services. The
frequency of purchasing fish breeds, the quantity purchased, and the reasons for
purchase significantly influenced the decision to use.Thongchai Farm's services at a
statistical significance level of 0.05. However, (the time intervals, cost, sources,
objectives of purchasing, and the recommendations for purchasing did not significantly
affect the decision to choose Thongchai Farm's'fish breeds. There was a correlation of
the frequency of purchases and receiving advice on fish farming but there was no
correlation with other aspects. For'the analysis of the influence of the marketing mix
affecting the decision to use Thongchai Farm services, it was found that product, price,
distribution channels, and service aspects influence the decision to use Thongchai Farm
services. However, marketing promotion did not affect decisions to use Thongchai Farm

services in Kaikham Subdistrict, Mueang District, Amnat Charoen Province.





