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Abstract

This independent study was to study the marketing mix factors affecting consumers in
purchasing construction materials in municipal Nakorn Lampang, Lampang province. The
questionnaire was applied as the instrument for collecting research data from 320 consumers in
purchasing construction materials in municipal Nakorn Lampang, Lampang province, The
findings were analyzed by using the following narrative statistics; frequency, percentage and
means.

From the study, it was found out that most of respondents were married 36-45 years old
male. They were mostly government officials with the Bachelor’s degree. The average income
per a family was less than 10,000 Baht. They mostly purchased the construction materials with
the aims of resident repair, The average expenses for purchasing construction rmaterials were
around 5,001-10,000 Baht, They mostly purchased those products from Jeaw Panich shop. It was
stated that the respondents learnt to know the construction material shop through friends for
promoting the shop to consumers. From the study, it was found out that a reason of purchasing
the products from this shop was to have various kinds of products. The construction material they

mostly purchased was a floor tile.



There were the arrangement of following marketing factors by the respondents at high
level in orderly; production, price, promotion, and place.

In terms of production factor, the respondents paid the high importance on the following
sub-factors; product quality, product standard and convenience for purchasing, newness of
product and the responsibility towards the imperfect product, and the various and completed
product.

In terms of price factor, the respondents paid the high importance on the three following
sub-factors; stable price, standard price, and various price according to product quality.

In terms of place factor, the respondents paid the high importance on the three following
sub-factors; convenience for purchasing, rapidity of product delivery, product delivery to the
destination place scrvice,

In terms of promotion, the respondents paid the high importance on the three following
sub-factors; human relation of staffs, the knowledge in product of staffs and the sufficient staffs

for service.



