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Abstract

This study aims to (1) Buying behaviour of financial products among farmers. (2) Factors
Affecting to Buying Decision of Financial Products of Farmers' Consumer Groups Bank for
Agriculture and Agricultural Cooperatives, Don Chedi Branch, Suphanburi Province. The Sample
is Farmers of Bank for Agriculture and Agricultural Cooperatives, Don Chedi Branch, Suphanburi
Province. The instrument used was a questionnaire consisting of 400 people by accidental
sampling. The average of tem-Objective Congruence Index (I0C) was 0.79 and the Reliability
index was 0.83. The statistics used for data analysis were percentage, mean, standard deviation
and Stepwise Multiple Regression statistics. The findings disclosed as follows: (1) The consumer
purchasing behavior of financial products was stimulated to perceive the need from marketing
promotion factors, performing a search based on past shopping experiences and use credibility
is an alternative evaluation criterion. (2) Factors Affecting to Buying Decision of Financial
Products of Farmers' Consumer Groups are: Need recognition, Information search to pre buying
decision, Evaluation of alternatives, Post-purchase behaviour and Loyalty with the significance

level .05.
Keywords : Consumer Behaviour, Buying Decision, Financial Products
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