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Abstract

This research titled “Marketing Mix Factors Affecting Decision Purchasing of Construction
Materials at Phrasaeng Electric and Construction in Phrasaeng District, Surat Thani” has the
research objective. 1) To study the demographic factors of customers at Phrasaeng Electric and
Construction store. 2) To study marketing mix factors (7Ps) that are important in decision
purchasing of construction materials at Phrasaeng Electric and Construction store. 3) study the
decision purchasing of construction materials at Phrasaeng Electric and Construction store. 4)
compare decision purchasing of construction materials based on demographic differences. and
5) To study marketing mix factors affecting decision purchasing of construction materials at
Phrasaeng Electric and Construction store. The sample consisted of 400 customers selected
through simple random sampling. The research instrument used was a questionnaire. Data
were analyzed using percentage, mean, standard deviation, t - test, One - Way ANOVA, and
multiple linear regression.

The results of the study found that most customers are males, aged 41-50 years,
farmers, with an average income of 15,000-30,000 baht per month. The factors that are
important to customers' purchasing decisions include product variety and price variety,
convenient location, delivery service that meets the needs, polite staff, easy and fast ordering
and payment procedures, and safety for users. The decision-making process for purchasing
construction materials in terms of perception of needs is the most important. From the
hypothesis testing results, it was found that different factors of age and monthly income have
different effects on overall purchasing decisions, with statistical significance at the .05 level. In
terms of testing the hypothesis on marketing mix factors (7Ps), it was found that there were 4
factors that affected customers' purchasing decisions for construction materials at Phra Saeng
Electricity-Construction Store in Phra Saeng District, Surat Thani Province, with statistical
significance at the .05 level: product factor, with a coefficient of B1 = .214, Sig. = .001%;
distribution channel factor, with a coefficient of B2 = .167, Sig. = .009*; process factor The
coefficient of B3 = .208, Sig. = .028* and the physical characteristics factor have the coefficient
of B4 = .118, Sig. = .009* which can predict the decision to purchase construction materials of
customers at Phra Saeng Electricity - Construction Store by 40.50 percent with statistical

significance at the .05 level.

Keywords: marketing mix, purchasing decision, construction materials
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