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ABSTRACT 

 

  This study has three objective:  (1) to examine the cement buying behavior of consumers 

in the city area of Lampang Province, (2) to identity the factors affecting the cement buying 

choice of consumers under this study, and (3) to assess the consumers satisfaction. 

  The information for the present investigation was of primary type collected by 

questionnaire interview method from pertinent consumers identified by accidental sampling 

method which provided 270 samples of cement buyers and users who purchased cement from 

retail stores in Mueang District of Lampang Province.  The pertinent buyers and users of cement 

were those contractors and home owners in the process of constructing, repairing or extending the 

building structures. The analysis was based on the results of descriptive statistics and Likert scale 

rating for priority ranking. 

  The general characteristics of most sampled cement buyers from retail stores included 

being male, 31-45 years old, with educational attainment lower than bachelor” s degree level, 

general wage workers and having average monthly income not exceeding 15,000 baht. 

  The four most influential factors, in descending order, for consumers ’ decision to buy 

cement from retail stores in the city area of Lampang Province were product, merchandise 

display, marketing promotion, and price; and they all received the rating as very important. 



.

  The findings concerning consumers satisfaction revealed the primary attribute generating 

satisfaction with each factor to be in ease of 1) Product cement quality precise for actual use ; 2) 

price, reasonable compared to quality; 3) place, easy to make purchase; and 4) promotion, 

manufacturing corporations contribution to care for the society. 

 


