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ABSTRACT

The purpose of this independent study was to study the factors involved in the
marketing mix affecting building materials retail stores in Mueang Chiang Mai district towards
buying terracotta and cement tiles for resale. The population in this study was building materials
retail stores registering with DBD (Department of Business Development) that sell terracotta and
cement tiles. Data were collected using questionnaires and the in-depth interviews and were
analyzed using descriptive statistics including percentage table, frequency and average.

The study found the following: most of the respondents were business owners or sales
persons aged between 31-40 years old. The ratio of male and female respondents was similar.
Most of the retail stores were single-owned business with more than 5 million Baht capital
investment. Most of the retail stores were run for more than 15 years. Most of retail store
customers were Thai who own houses. Lastly, most of the retail stores sold roofing tiles and their
selling amount was between 100,000 - 300,000 Baht.

The study about factors involved in the marketing mix affecting building materials
retail stores in Mueang Chiang Mai district towards buying both terracotta and cement tiles for
resale were Place, Price, Product and Promotion, respectively.

The study using the in-depth interview method, found that most of the retail store

owners thought that the existing of large companies did not affect sales targets, and comparing



between the past and present, terracotta and cement tiles market conditions were steady. The
feedback from retail stores to manufacturers towards the products factor were preferring strong,
durable, good quality products; price factor found that separating low price/quality product for
some customers; place factors revealed that stocking enough products, fast and accurate delivery
with no damaged goods were important; promotion factors revealed that providing more
brochures or catalogs and offering a discounts, providing extra numbers to cover damaged goods
from delivery, providing goods exchange option, offering an appropriate credit term were
important. Most of the retail store owners commented that terracotta and cement tile business
could be able to compete due to the uniqueness of the product compared to other type of building

materials.



