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ABSTRACT

The study of Factors Affecting Decision Making To Purchase Construction Materials
Of The Population In Thung Song District, Nakhon Si Thammarat Province aimed to study
personal factors and marketing mix factors that affected the decision making to purchase
construction materials products and purchasing behavior of consumers in Thung Song District,
Nakhon Si Thammarat Province. By studying a sample group of the population in Thung Song
District. Using random sampling and got 400 people who purchased construction materials at
construction material stores in Thung Song District, including Mega HomePro Thung Song
branch, Jeab Seng Home Makro and W. Arunphan Home Mart. The tool was a questionnaire
and the data were analyzed using descriptive and inferential statistics.

The study regarding personal factors, it was found that there were different personal
factors that affected on the decision making to purchase different construction materials
products. There were only 4 factors that affected the decision: gender, occupation, age and
education level at the significance level of 0.05. As for the marketing mix, it was found that
there were 5 factors that affected the purchasing behavior of construction materials of the
sample group that were price, marketing promotion, distribution channel, product and personal.
In terms of purchasing behavior, most of them were bought for use in construction business
and is a general construction material products. Most of them bought from the same shop in
any time because they decided products’ properties by themselves to make sure about the

quality of the products at the significance level of 0.05 and coefficient of determination = 0.51.

Keywords: Construction Materials, Purchase Decision Making.
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