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This research has been done with the following objectives:

(1) to conduct a study on the population characteristics of the users of bored
piles in the construction business, (2) to study the format and content of
advertising media that may affect the choice of bored piles, and (3) to study
the compounding marketing factors that affect how users of bored pile make

their choices.

The sampling group used in this research is 200 users of bored pile, in

the professions of designers, architects, engineers, contractors and owners
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of buildings, located in Bangkok Metropolis. The tool applied by this
researcher is questionnaires; statistics used in analysis include frequency
distribution, percentage, average, standard by passes, and tests on
assumptions. The analyzed statistics are T (t-test) in the case of two groups in
variants; one-way ANOVA in case of variants for more than two groups, and

correlation coefficient, using Pearson product-moment correlation coefficient.

Results of the research are as follows:

1. Users of bored pile have different characteristics in population and
sex, but their choices do not differ. Education level reveals differing choices
related to detailed contents in advertising media, especially regarding
performance and prices-that should be suitable with the quality of the bored
piles; as for professions that use bored piles, they show clearly different

choices related to contents in advertising media.

2. Form and content in advertising print have a relation to the choice of
bored piles, with positive correlation coefficient and in the same direction, at a
high level (r = .801), but the form and content in website ad media also have a
relation to the choice of bored piles, with positive correlation coefficient and
in the same direction, at a high level (r = .754). Reliable performance results
concerning the form and content in ad media show a very clear relation to the

choice of bored piles.
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3. Compounding marketing factors - the quality of product, price,
distribution venue, and marketing promotion - have a relation to the choice of
bored piles in every respect, but the importance is placed on the product
quality more than other factors. As the bored pile is an expensive product and
must be used for a long time, the decision-making in their buying choices
stresses good quality and the safety of the residents, which is the factor that

the users of bored pile give more significance than other factors.





