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ABSTRACT

This independent study aimed to explore marketing mix factors affecting the
consumer buying decision of construction materials and equipment in Thoen district, Lampang
province. Data collection was conducted through the random distribution of questionnaire to
260 primary customers of the 15 construction materials and equipment shops located in Thoen
district, Lampang. Then, the descriptive statistic which consisted of frequency, percentage, and
means was applied in order to analyze the data.

Based upon the findings, most respondents were male whose ages were between
36 — 45 years old. Most of them owned their own businesses. Their educational levels were
lower than the secondary school and their average monthly income were lower than 10,000
baht. The majority of respondents bought construction materials and equipment due to the need
of housing repair and construction, They usually spent 10,001 — 50,000 baht when they bought
the Construction materials and Equipment. The person influencing buying decision of
construction materials and equipment was actually the respondents themselves. The most -

effective medium led them to get to know the shop was the store’s sign. They, moreover,



mentioned that the reason for their buying decisions was related to the shop’s location where
located nearby their residents. A kind of construction materials and equipment that respondents
mostlif bought was cement with the purpose to use it for housing decoration or construction.
Interestingly, the majority bought the materials from Wichai Metallic Business Limited
Partnership.

Reference was made to the studying results regarding the marketing.mix factors
affécting the consumer buying decision of construction materials and equipment in Thoen
aishict, Lampan province. Respondents rated high important level for the factors namely
product, place, price, and promotion, respectively.

In term of product factor, the first three sub-factors that were highest rated were
product quality, product standard, and product celebrity.

In term of price factor, the first three sub-factors that were highest rated were the
standard of price setting, the alternative prices according to product qualities, and the possibility
to ask for bargain.

In term of place factor, the first three sub-factors that were highest rated were the
availability of delivery service, the convenience in choosing products, and the rapidness of
product delivery.

In term of promotion factor, the first three sub-factors that were highest rated were
the good human relations of employees, the good product knowledge of employees, and terms

and conditions for change/return products.



