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ABSTRACT

This independent study aimed at exploring marketing mix factors affecting
construction material stores in Prachuap Khiri Khan province towards purchasing bagged cement.
Research samples were specified to 85 entrepreneurs or purchasing authorities and questionnaires
were used as the tool to collect data. Then, all derived data were analyzed by the use of
descriptive statistics including frequency, percentage and mean.

The results of the study indicated that most respondents were males in the ages of
31 - 40 years old, holding secondary education or lower education, registering for one-owner type
of business, being in a position of business owner and with the experience in purchasing bagged
cements for 4 — 6 years. It was found that their business had been operated for 6 — 10 years with
the average gross income at less than 1,000,000 baht per month. Generally, the order of bagged
cements would be done 1 — 2 times a month and in each order, the quantity of bagged cements
was for being carried by 1 trailer at the weight of 32-36 tons. The purchase of bagged cements
was done with the distributors of Siam Cement Public Limited and the cement type that they
mostly purchased was Masonry/Mortar cement for multiple purposes including constructing and
coating.

The results of the study on marketing mix factors affecting construction material
stores in Prachuap Khiri Khan province towards purchasing bagged cement showed that the
respondents paid high concerns to the following factors respectively: price, place, product, and
promotion.

In product factor, the respondents paid highly concerns on the following sub-factors
respectively: the multi-functions of products for different tasks, the reliability of distributors, and

the certificate to certify product’s standard quality.



In price factor, the respondents paid highly concerns on the following sub-factors
respectively: multi-rates for cash/credit payment, the appropriate price comparing to product
quality/image, and the different product rates, in according to product grades, to choose.

In place factor, the respondents paid highly concerns on the following sub-factors
respectively: the availability of alternative order channels, the convenient order method, and the
acceptance of an order and a delivery service made for various product types.

In promotion factor, the respondents paid highly concerns on the following sub-
factors respectively: cash discount, being a sponsor for a television/radio program, and the
advertisement on television.

The results of the study on influencing factors affecting purchasing decision of
business agencies showed that the respondents paid highly concerns on interpersonal,
environment, individual, and organizational factors, respectively.

In environment factor, the respondents paid highly concerns on the following sub-
factors respectively: competitive situation of bagged cement manufacturers and distributors, the
current economic situation such as the expansion of real estate business, and the competitive
situation of bagged cement wholesalers.

In organizational factor, the respondents paid highly concerns on the following sub-
factors respectively: goals and strategies of entrepreneurs such as focusing on increase the selling
point, focusing on returns, or focusing on good image, for example, the clarity of purchasing
policy, especially in terms of the amount of purchase and the amount of stocks, and the
purchasing procedures and purchasing steps of each organization.

In interpersonal factor, the respondents paid highly concerns on the following sub-
factors respectively: the intimate and familiar relationship between wholesalers and distributors of
bagged cement manufacturer and distributor, the facilitation sharing between wholesalers and
distributors of bagged cement manufacturer and distributor, and the persuasion of distributor of
bagged cement manufacturer.

In individual factor, the respondents paid highly concerns on the following sub-
factors respectively: the experience of purchasing authority, the expertise on products of

purchasing authority, and the education background of purchasing authority.



