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ABSTRACT

This independent study aimed to study marketing mix factors affecting buying decision
of 7 cm. cement block for plant and dormitory construction in Sumut Sakorn Province. The data
was collected by questionnaires from samples of 30 building contractors, 35 industrial proprietors
and 35 dormitory proprietors, which were selected by using convenience sampling. The data was
analyzed by descriptive statistics; percentage and frequency. Hypothesis testing by inferential
statistics; one-way analysis of variance and each pair of mean’s difference comparison using
Fisher’s Least Significant Difference at .05 statistical significance.

The study found that the samples gave the importance to the marketing mix factors
affecting buying decision of 7 cm. cement block as follow :

The product factor affected the purchase of 7 cm. cement block in a high level. Various
sub-factors affected the purchase in high to the highest level and the most important sﬁb—factor
was that every piece of cement block met the Industrial Standard.

The price factor affected the purchase of 7 cm. cement block in the highest level
Various sub-factors affected the buying decision of 7 c¢m. cement block in the highest level, and

the most important sub-factor was credit payment.




¥

The place factor affected the buying decision of 7 cm. cement block in a high level.
Various sub-factors affected the buying decision in a high level, and the most important
sub-factor was fast and punctual delivery.
| The promotion factor affected the buying decision of 7 cm. cement block in a moderate
level. Various sub-factors affected the buying decision in a moderate level, and the most
important sub-factor was sales pmmotipn : discount price, gifis, etc.,
The samples had moderate levels of problems in the marketing mix factors from high to
low respectively : price, promotion, product and ialace.
Hypothesis testing found that (1) The importance of marketing mix factors affecting
buying decision of 7 cm. cement block were different;
The effect of price factors were significantly different by business type, the revolving
fund and the number of employees.
The effect of place factors were significantly different by the revolving fund and the
number of employees. _
The effect of promotion factors were significantly different by business type and the
number of employees. |
(2) The levels of problems in the marketing mix factors were different;
The product problems were significantly different by business type and the number of
employees.
- The price problems were significantly different by business type and the number of
employees. .'
The place problems were significantly different by the time period of business operation
and the number of employees.

The promotion problems were significantly different by the revolving fund.




