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ABSTRACT

The objective of this independent study was to study Marketing Mix Factors
Affecting Sub-dealers Towards Buying Dry Mortar in Amphoe Mueang Chiang Rai. Research
samplings were identified to 57 dry mortar Sub-dealers in Amphoe Mueang Chiang Rai. Data
were collected by the distribution of questionnaires, as the research tool; then, analyzed by the use
of descriptive statistics consisting of frequency, percentage and mean.

The findings presented that most Sub-dealers were 51-60 years old males working
in a position of owner of individual proprietorship which had been operated for over than 10
years. They hired 11-20 employees to work for them and earned monthly revenue for their
business at 1,500,001-2,000,000 baht in average. Contractors and general workers were
considered as the main clients of dry mortar products, which those Sub-dealers mostly bought
from the Siam Cement Public Limited Company. Frequency in Buying Dry Mortar of those Sub-
dealers was variable: an order was performed during the time period at less than a week. Credit
agreement between Sub-dealers and the manufacturer or its representative was done in according
to the credit policy of vendor such as the 30-day or 45-day payment.

The results of the study on Marketing Mix Factors Affecting Sub-dealers Towards

Buying Dry Mortar in Amphoe Mueang Chiang Rai suggested that the Sub-dealers agreed that



the factors namely product, people, service process, and place could affect their purchase of Dry
Mortar at high level; but factors namely price, promotion, and physical evidence could affect
their purchase at moderate level.

Hereinafter were showed elements Affecting Sub-dealers Towards Buying Dry
Mortar.

In product factor, the Sub-dealers agreed that the following elements affected their
purchase of Dry Mortar the most: well-known brand, good product quality as needed and fame of
manufacturer.

In price factor, the Sub-dealers agreed that the following elements affected their
purchase of Dry Mortar the most: appropriate price comparing to its quality and availability of
installments payment.

In place factor, the Sub-dealers agreed that the following elements affected their
purchase of Dry Mortar the most: availabilities of delivery service and express delivery service.

In promotion factor, the Sub-dealers agreed that the following elements affected
their purchase of Dry Mortar the most: advertisements via television and newspaper and
redemption of purchasing points for special rewards.

In service process factor, the Sub-dealers agreed that the following elements
affected their purchase of Dry Mortar the most: uncomplicated contracting process or purchasing
conditions, easy and rapid purchasing process, accurate and rapid product delivery, good after
sales-service, and returns.

In people factor, the Sub-dealers agreed that the following elements affected their
purchase of Dry Mortar the most: to know the representative personally and to have employees
who followed up and solved problem timely; usually visited Sub-dealers, and served Sub-dealers
with politeness.

In physical evidence factor, the Sub-dealers agreed that the following elements
affected their purchase of Dry Mortar the most: being certified for its standard by ISO14001 and

providing accurate and reliable documents.



