d‘ A Y kY a v Ada a 1 dy = 4 9 Y
FOLIDINIAUAIUVVIATS ‘ﬂm]aﬂuamwammmaﬂ“ummummmmimm

YanuagdSumusiedeslusanianug Tan
S IS o
RN uaniowg eeain
Syan IATHIAAATUHIT DA

td' = Y % a
aaznssumsnlsnmsauanuuudase

sA.A3.00% Yarde Usesmnisums
FALMYIUT  1BADIII ATIUMI
HRLAT.HTR  WUTUAT ATINMT
% )
UNANED

'
AaAa A 1

a L4 o dy ~ J Y Y =2 Yo
M3nszHilatenlaninanensdoluduudaiuvessunnlanuazdsumuiie
' v o A Ao s A = =
gooludaianiyay laniinglssasnnednyin
v Ao a =) § J a 4
1. fesenilddusInadaduladendeijudmudnivnngnantuduud
~ J a o =~ J o w
2. flgwwazelassalunmsaarauduudninves U5En Yudwuauasnadg $ina
(wriwu) luwadunoiod Tandanun lan
= sy F Iy o A o @ oA
3. dAnwnagnsnaduanuldnSenlumssdaduluwadunoiiosdan danine Tan
UszansNihimsfnm Ae nguiunlaniagneadiauazds umunsegesnsuaun
o A [ v A vy a o
Mmaensuluvadunoilies Taianyalan Taglavoyalguguainmsdisiauas
o 1 A 1 v A o a 4
HUUARUDNTIUIUNGUAY 40 9a A2eITMTFuUUTUY  tazhmsinTzideya Taeld
Aananwd oasidIuiosaz
= o a S o A a ¢ w )
ajilwanmseinyimuiuaeuYeIns A tudsl MyuaEiszauNaia lagls
{ ! 3‘ o < 1 [ a
Porter 5 Force Model ~HifziuumasnIniniin 33025  udasliifauimsuaaiuyeagsng
Jd ' v o o o o a J Y
Yuduaniwegluszauasutnegs uazTomalumsiisilsdr msansegdszauganialag

1 < a o s a
1% SWOT Analysis ~ Wu19aLT4 Ao lndaduainlnan mnasgIumsnaags i



Y A @ =S a @ I o I'4 1 A
lanSeulumsianiumalulagmsndauasmaiaumsnensuypdluednns yaoeu e Ms
v w  IA 1 4 % a 1
Tavanlszndusiuin luaelon  Temd fle limsversdrvesginaneddnnlasanis

Wannvesigunaluuinuduensuledu  gdassa Ap wanINMINIAEDETNINNIINTTD

9 )
v o KX

9 Y
ﬂﬁ‘ﬂillG]TJ"U‘L!?JEJN@ﬂlﬁﬂﬂﬂlﬂdﬁTﬁuL%ﬂLWﬁﬂ LLﬁ$‘ﬂﬂJW151?1”INE’IWEIWVINﬂ"ISLﬂHG]iaﬂaQ ARG

Y
A 9

Y
Mafdadetazanudeamsde lumaedamsunsng

= a 9y a a L4 [ v 9 Y = !
ﬂ’]iﬁﬂ]&l']Wf]@]ﬂﬁﬁﬂﬁﬂiiﬂﬂ(lUﬂTﬁleﬂi”Igﬁﬁgﬂ'ﬂﬂaﬂ']ﬂ ﬂl@ﬂﬂquﬁ”luﬂ’]ﬂaﬂ WU
v [ Q'J dy = 4 v Y 1Y o ] A = a a @
:ﬂiﬁ]ﬂﬁaﬂslUﬂTﬁﬁﬂ“ﬁ@ﬂ)u"muuﬁﬂ’]ﬂﬂﬂﬁ”Iu@]?LWIuﬁ]”IWU”IfJ 1) '51?’1’]E]ﬂ UAZUINNUIATANND
@ o 1 o 1 1 3 o v Ao 0o <
Sudunuimine  mslaslsaenreguiluileienildmsnedszauanuduie msaa
& VA A ' o A & A v Ay 9 a v
51ﬂ1ﬂnﬂlﬂ14lﬂ"|5ﬁ\nﬁ§llfnﬁslnﬂﬂuWﬁﬁﬂﬂWﬁ@ﬂﬁuiﬁ]%ﬂu’]ﬂﬂq@ LLﬁz%ﬂHﬁﬂiWHﬂWﬂﬁﬂ@ﬂdﬂWi
aovu Y a A [] A 1 a [ s A =l = @ 1 LY A
i]'lﬂﬂi}Jﬂﬁwaﬂlwaﬂfjﬂiuﬂ’ﬁm']ﬂﬂ@ ﬂﬂlﬂu"u’ﬁ]\‘lNa@ﬂmMLNﬂlﬂﬁﬂﬂlﬂﬂﬂﬂﬂﬂllﬂ]qmullagi'lﬂ%@
A Y a o ¢ A qyy a o yd
Tasamsnneldnandan e 14591999 1ES
= a Y Aa a 4 [ U 9 o ] 1
ﬂ’]ﬁﬁﬂ‘]&l”l‘Wi]@]ﬂﬁﬁﬂﬁﬂiiﬂﬂGlUﬂ']ﬁ?LﬂﬁWxﬂ5$ﬂﬂﬂaﬂ1ﬂ ﬂl@ﬂﬂquﬁjﬁﬂlﬂﬂ”ﬁWﬂﬂﬂﬂ NUN
o Y ~ 4 A 9 a 9 4 dy 1 A A o v
!Wﬁ]Nawaﬂcl,uﬂ’]i‘lalfﬂjucﬁlmuglﬂ’l‘ﬂ o hlﬂlﬂiﬂ@]i]'lﬂi'luﬂ'l LasHI¥DINY Gl,uljﬂ\‘lﬂ')']ill,“]fﬂlluﬁa

Yo 1 Y=L o = s o q 9 P 1
Auamgsumnedosazianiuly luganwiudimudainleeiannmsnldsauldanas

Q U U q

=3

£ 9 ' o o o a A ~ % A '
ui’]mwmmuﬂ"lm muwaﬂmmm°lummﬂﬁmimﬂmﬂlmﬂummumm o @]‘1/]5']?]1%1&@'0@\‘]

g U u

)

[
J=

~ A 1 a (= 1 v A A A g ~ J
ngNNga G]JL!"Uil!%“VII“]JiLlﬂﬁ1JﬂTﬁf’f\‘lLﬁ‘iﬂJﬂTi"ll1ﬂvlilllwa@lﬂﬂﬁﬁﬂﬁuimﬁﬂﬂﬁlﬂﬂﬂlﬂﬂﬂ'ucﬁmuﬁ

q

11U

a L4 L4 1w o o J [
ﬂTﬁ’Jlﬂﬂg'ﬁ'ﬁﬂﬂ!ﬂﬁﬂlﬂTﬁLL"lJQslll.!"fll%‘lé]}uﬁHJﬁﬂunﬂﬂWﬁuﬂﬂﬂ&j‘lfl‘ﬁﬂTiLL(’lN"lluGUfJ\‘i

a o ~ 4

VTN YuFBuauasnaig 10 v Janianyn Tanawas TOWS Matrix Tagld  na

o ] 9

Jd (v o A o 1 9 1 9 @
N5USUAD YuUuaNUTUAS Lu@\‘iﬂTﬂiﬂ‘UTﬁﬁh"iilﬂgllﬂTJ33ﬂ'lﬁuifl‘ll']EJMQLUUﬂ'IT’UEJ']ﬂG]'Jﬂ'N

q

o

IA3HYND (Economic Growth) lasmsauasuuazaiuayumaanuiialvgveinaiguas

vy ddawaldinssgnotazgaanisunmneds vesierdanyey Tandiuua Ty
d?’ 1 [V o Yy Y =\ = F o [ =

ey uawansznunniateneusn Mlnassimsassuniendimiumsnlasunilas Tag

AaaunnziAsygnatazmalowdlndga Inmsdivdgamsduivaumelunisv gy ms

Y]

o o v Y 2 A ) £ ° £
WAHING 301U llﬂl!ﬂ WU FEUY l!agﬁflﬂiuiﬁﬂ lW@ﬁﬁ1Qﬂ'§’]3JWQWﬂﬂlﬂLlagu']ﬁJ1elf\‘]ﬂ'J'lN

v
o

v A Y I a A v Aa 1 ] A 9 A 9 Y &
ANAVDIPNAN MITUUTENNUANUTURAFR UADAIAY uazﬁm’maamwaﬁinmm"lmﬂiau

Tumsudatuaivug lldumsauedegaon



Independent Study Title Factors Influencing the Masonry Cement Purchasing for

Retails And Small Contractors in Pitsanulok Province

Author Miss. Piyanad Yodrak

Degree Master of Economics

Independent Study Advisory Committee

Assoc.Prof.Dr. Luechai Chulasai Chairperson
Assoc.Prof. Kanchana Choketheworn Member
Asst.Prof.Dr. Nisit Panthamit Member
ABSTRACT

The objectives were to investigate the factors influencing consumer’s choice to purchase
plaster cement from manufacturers, to identify problems and constraints in plaster cement
marketing of Nakorn Luang Cement (Public) Company Limited in Mueang District area of
Phitsanulok Province, and to determine the strategies to gain market competitiveness in Mueang
District area of Phitsanulok Province.

The population under study were from two relevant groups namely the construction
materials retail shops/stores and the small sub-constractors that sub-constracted construction works
from private sector, in Meuang District area of Phitsanulok Province. The primary information was
collected by questionnaire survey conducted with 40 samples each from the two population groups.
The samples were identified by accidentally sampling method. Analysis was performed upon the
results of descriptive statistics including frequency and percentage.

The macro level analysis based on Porter 5 Force Model application which gave the
average weighted score of 3.3025 led to the conclusion that the plaster cement business had rather
intense competition and low chance to make good profit. The SWOT analysis undertaken for the

micro level found the strength to lie in Nakorn Luang Cement Company having high quality



product, and advantage in production technology development and human resource development.
The weakness appeared to be the intermittent advertisement campaign. The opportunity came from
the expansion of construction business consequential to the government’s Indochinese Quadrangle
Development Project. The threats were the result of political instability, continuing upward
adjustment of fuel prices, and declining farm prices, which weakened the purchasing power and
hence the demand in the real estate sector.

The study on consumer behavior by micro level analysis of the retail stores revealed that
the primary factors inducing customers to buy plaster cement from the distributing agents (the retail
store) were the relatively cheaper price and the credit offered. High profit per unit contributed to
the success in sale. Giving discounted sale price as a marketing promotion strategy was most
influential for purchase decision. The information the retail stores needed from the manufacturing
company to help their marketing included the strong points of Nakorn Luagn’s products for
presentation to potential buyers as reference.

Study on consumer behavior from the perspective of sub-contractors found the major
reasons for using any plaster cement to be the credit offered by stores and the ease to buy in the
market. The trust in quality would come from the sub-contractor’s judgement on the nature of
finished works and the absence of problems to be fixed. The price per bag, particularly the
cheapest one, would be the decisive factor for buying any plaster cement. Meanwhile, sale
promotion programs had no effect on the choice for specific brand of plaster cement.

From the analysis based on TOWS Matrix to ascertain the competitiveness of Nakorn
Luang Cement Company in Phitsanulok market as presented above, the corporate strategies were
determined. Adjustment should be made toward security orientation because the new government
addressed the economic growth policy by supporting and encouraging investment in mega projects
in both public and private sectors which would help generate greater economic and construction
activities in Phitsanulok Province. However, the presence of external impact would call for the
preparation to deal with changes by closely monitoring the political and economic situations and
improving internal organizational management in terms of personal, system, and technology
development for customer satisfaction and loyalty. Another strategy would be corporate’s social

and environmental responsibility to ascertain both competitiveness and sustainable development.
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