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ABSTRACT
66519

This research aimed to explore attitudes of customersT’Esii'ess promotion
officers of the Bank for Agriculture and Agricultural Cooperatives (BAAC) towards marketing
support, public relations and Agricultural Marketing Cooperatives (AMC) back-up and to find out
factors related with their attitudes as well as their problems and obstacles conceming their
operation. The data was collected from 91 samples of customers’ business promotion officers,
selected by specific random sampling, of all provincial offices of BAAC.

The findings revealed that most of the customers’ business promotion officers
were males (94.5%), 3539 years old (35.2%), married (87.5%), held a bachelor degree (79.1%),
specialized in agriculture (37.4%), engaged in supporting AMCs for less than 5 years (78.0%),
attended 6-10 meetings per year with AMCs (50.5%), and attended training in marketing less than
3 times a year (85.7%).

The customers’ business promotion officers were found to have relatively good
attitudes towards marketing, public relations, and support, with the average scores of 3.671, 3.567
and 3.670, respectively.

The factors affecting the customers' business promotion officers’ attitudes
towards marketing were their educational background, the field of study accomplished, period of
working at BAAC, and salary ; those affecting théir attitudes towards support were the field of

study, period of working on promotion and back-up, and frequency of attending training.
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The officers’ problems in marketing were insufficiency of knowledge: of
cooperatives and marketing, lack of budget and cooperation from the central authority, unclear
procedures, limited number of staff, and members’ needs for up-to-date information. The
problems in public relations were insufficient information about goods, lack of public relations
participation by officers, staff, and board members, and officers’ lack of knowledge of
cooperatives. The problem in promotion was a lack of personnel development within the offices.

The recommendation derived from the study should be addressed on performance
improvement of customers’ business promotion officers, especially on marketing and public

relations, by focusing on counter officers, which would lead to competency development of

officers working in specific positions an finally result in the Bank’s overall efficiency and

maximum gains.





