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ABSTRACT

The objective of this study was to study the marketing factors towards construction
contractors decisions on purchase ready mixed concrete in Sao Haj district, Saraburi province.
The theory used in this study was Market Mix Theory (4P’$) which consisted of product, price,
place and promotion,

The data was collected from 38 construction contractors who were presently working in
Sao Hat district area, Saraburi province. The interviewees were the business owners, managing
directors or managing' director assistances, engineers, general managers or foremen. The
interview method was implemented. The collected data was evaluated by using descriptive
statistics : frequency, percentage and weighted average. And also the use of secondary data
from journal, published documents and relevant research,

The study showed that the respondents mostly were male, age between 40-49 years.
Most of them graduated in the primary school level and currently in the position of enterprise
owner of managing director, Most of the enterprises were legally set up as sole proprietership,
working capital was between 1-10 million baht per year. Most of them had been operated for 6-

10 years, had average 1-5 projects per year, and each project worth more thar 5,000,000 baht.



The person who had authority to make decision to purchase ready mixed concrete were owners
or managing directors.

The ready mixed concrete factory that the construction contractors mostly purchased
from were The Concrete Products and Aggre gate Company limifed. It also found out in this
study that the owners or the managing directors were the person who had the highest authority of
purchasing decision making, In addition, the construction contractors gave the importance to
each marketing mix (4P’s) as follow; highly ¥mportant for product, price and place factors and

medium important for promotion.



