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The purpose of this study is to study marketing factors influencing ready-mixed
concrete factories selection of coarse aggregate and fine aggregate in Chiang Mai Province by
using marketing mix theory, marketing organization theory , influent factors towards the
purchasing decision of the business organization and purchasing process of organization. The
data were collected from twenty six purchasing managers or the authorized persons who made
decision on purchasing of coarse aggregate and fine aggregate in Chiang Mai Province by using
questionnaires. Data were statistical analyzed including frequency, percentages and mean.

The study showed that most of the respondents were males , 31-40 years of age,
bachelor’s degree ,purchasing managers or officers. The enterprises were legally set up as
company limited and have been operated for 11-15 years. The register capital of business is
more than 10,000,001 Baht. There are less than 50 employees. The authorized person who makes
decision on purchasing of coarse aggregate and fine aggregate is the purchasing manager or
officer. Fixed asset including land is 5,000,0001-10,000,000 Baht. Working capital was more
than 50,000,001 Baht, last year. Net profit was more than 15,000,001 Baht, last year. Average
amount of ready-mixed concrete sold out was more than 5,001 cubic meters a month. Average

amounts of coarse aggregate and fine aggregate were more than 4,001 cubic meters a month.

The overall importance of marketing mix factors were/high rated (mean = 3.71). The
most important factor was product (mean = 4.28). Price and place or distribution factors were
rated at high levels (mean = 3.85 and 3.46 , respectively). Promotion factor was moderate rated
(mean = 3.23).

Environmental, organization, interpersonal and individual factors, and purchasing
process of the organization were high rated at high (mean = 3.87, 3.96, 4.11 and 4.05,

respectively).





