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The research aimed to: 1) study the factors of purchasing construction products by
the customers in Phranakhon Si Ayutthaya district; 2) examine the levels of their purchasing
decisions; 3) compare the levels of their purchasing decisions classified by personal factors;
and 4) compare the levels of their purchasing decisions classified by their purchasing factors.
The sample group consisted of 288 customers. The research instrument was a questionnaire.
Statistical analysis was performed by percentage, arithmetic mean, standard deviation, t-test, F-
test and LSD.

The findings indicated the followings :

1. Regarding the factors of purchasing construction products by customers in
Phranakhon Si Ayutthaya district, the customers were recommended fo purchase the
construction products by their families for several reasons. Each purchase amounted to a range
of 1,001 to 5,000 baht. The time of purchase was during 11.01 am. to 2.00 p.m.

2. The customers’ decision making was at a high level when it was considered as a
whole. When it were considered individually, the customers’ decision making regarding
product, price, distribution and marketing promotion were at a high level.

3. The customers with different educational background, occupation and monthly
income had different decisions with a statistically significant level of 0.05.

4. The customers with different amounts of purchase and time of purchase had

different decisions with a statistically significant level of 0.05.





