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ABSTRACT
161000

This research aimed to study the marketing administration ogheESeed Center in three
.aspects: 1) the farmer’s satisfaction on the marketing administration of the Seed Center, 2) the
comparison of levels of the farmer’s satisfaction on the marketing administration of the Seed
Center, and 3) the relationship between personal factors and the farmer’s buying behavior. Data
was collected from 381 farmers purchasing seeds from 23 seed centers nationwide, during
February — March 2004. The data was analyzed using spss/pc+. The statistical methods
employed were percentage, mean, and standard deviation. The differences were compared using
t-test. The one-way Anova was analyzed using F-test. The relationship was determined by chi-
square test. Findings were summarized as follows:

1. The farmer’s satisfaction on the marketing administration of the Seed Center was at a
high level.

2. The farmers of different genders, ages and education levels, who possess different
sizes of plantations and different annual incomes, had satisfaction on the marketing
administration of the Seed Center at different levels without statistical significance score at .05.

3. The buying behavior was significantly related to the farmer’s gender at the significance
score of .05 In terms of the service periods, containers, production and seed sale sites, public
relations, distribution of seeds during the cultivation period, sprout tests, ages were related at the
significance score of .05 For public relations, different levels of education were related at the
significance score of .05 In terms of the purchase frequency, production and seed sale sites, public
relations, and sizes of plantations were related at the significance score of .05 For breed changing,

the service periods, distribution of seeds during the cultivation period, sprout tests and different

annual incomes were related at the significance score of .05.





