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Factors Influencing the Purchasing Decisions of Construction Stones by Trailer Truck

Drivers in the Upper Northeastern Region of Thailand
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ABSTRACT

This independent study aimed to: 1) examine the marketing mix factors (7Ps) influencing
the purchasing decisions for construction stone among trailer truck drivers in the Upper
Northeastern region of Thailand; and 2) investigate the five-stage buying decision process of these
drivers within the same area. This research employed a quantitative methodology, utilizing a
survey-based approach to collect data from a sample of 400 trailer truck drivers purchasing
construction stone from quarries in the Upper Northeastern provinces (Loei, Nong Khai, Udon
Thani, Nong Bua Lamphu, Khon Kaen, and adjacent areas). Questionnaires served as the primary
research instrument. Data were analyzed using descriptive statistics (percentage, mean, and
standard deviation) and inferential statistics (t-test, ANOVA, Pearson’s Correlation, and Multiple
Regression Analysis) for hypothesis testing.

The descriptive results revealed that the majority of respondents were male, aged 3645
years, with secondary education and a monthly household income of 25,001-50,000 Baht, primarily
employed as regular trailer truck drivers. The inferential analysis indicated that all aspects of the
marketing mix (7Ps) significantly influenced the purchasing decision process at a high level.
Notably, "Physical Evidence" and "People" were identified as the most influential variables.
Regarding the decision-making process, all stages were rated at the "highest" level, with "Post-
purchase Behavior" achieving the highest mean score. Comparative analysis based on demographic
factors showed that female drivers exhibited a higher level of decisiveness than males. Respondents
with education below a bachelor's degree demonstrated more intensive information search,
evaluation, and purchasing behaviors than those with a bachelor's degree. Significant differences
were also found across age groups regarding the overall decision process and across occupations
regarding information searching. No significant differences were observed based on monthly
household income. Overall, all seven dimensions of the marketing mix were perceived as having
the "highest" level of importance.

Keywords: Marketing Mix (7Ps), Demographics, Decision-Making Process
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