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ABSTRACT

This study aimed to study factors affecting business customers of C.P.S. Home Center
Co., Ltd. towards buying construction materials. Samples of the study were specified to 248
business customers who bought construction materials from C.P.S. Home Center Co., Ltd.
Questionnaires were used as the tool to collect data. The data obtained were, then, analyzed by the
descriptive statistics, including frequency, percentage and mean.

The findings showed that most respondents were male in the age between 31-40 years
old with Bachelor’s degree or equivalence. Their business was in the single owner category and the
respondents had authority in making decision to buy the products. They were in the position of
business owner and had 4-6 years of experience in buying construction materials. Their business
had been operated for 6-10 years and averagely got the total monthly revenue at the amount of less
than 1,000,000 Baht. Most of them bought the construction materials at more than once in a week.
In each time, the majority bought structural materials and spent about 10,000-50,000 Baht for them.
Their main purpose in buying construction materials was to build a new house or building.

The findings on marketing mix factors affecting the business customers of C.P.S.
Home Center Co., Ltd. towards buying construction materials presented that the respondents paid
the highest level of importance to the top three elements of each factor as follows. The top three
important elements of product factor were image and reputation of the company and its

responsibility for defective products, reputation of products that the company sold, and product



return or change policy. The top three elements of price factor were credit payment, reasonable
price to product quality, wide-range of prices according to product qualities, negotiable prices, and
quantity discount. The top three elements of place factor were convenient contact channel via
telephone, appropriate service hours, and delivery service to a certain site of construction. The top
three elements of promotion factor were conditions of product change/refund, advices on product
directions as given by the staff, and the special services and privilege conditions for membership.
For other factors affecting the decision of business customers of C.P.S Home Center
Co., Ltd. towards buying construction materials, the results suggested that the top element of each
factor that the respondents ranked at the highest level of importance was presented as follows. For
environment factor, the top element was the level of need for construction materials. For
organization factor, the top element was the clear procurement policy on order quantity and
inventory quantity. For inter-personal factor, the top element was the opinions of foremen towards
selecting construction shops. For personal factor, the top element was the attitude of purchasing

authorities towards product brands.



