s e
202273
msfunfuuydaseiing Jaguszassiedladodivilszaunsaatafilinase
9/

o [ [y oA o J
ﬂ’lﬁ@lﬂﬁuIﬂiﬂaﬂi'\u’]ﬁﬂﬂ@ﬁﬁ‘]ﬂ“\l@flwu51ﬂﬂﬁlua'uﬂ@ll']\‘lﬁzw}u ﬂﬁﬂ'ﬁﬂﬂigﬂ?llﬂﬁmuﬁ

U

nquiedefIdAnnlundeiutadiu 2 ndu fe ndudusTnad 8 T 1¥ Tasnse 252 510

uazng uwm"lﬂ’lﬁﬂumsmqaﬂ% $1u9u 40 116 N imeddeyaldadfGans seun 1un

u

MAnuE mdesas LazrAIRaY
= o T d'd 1 Y- | 5 as
wamsanyifleseaiudsraunisearaffinanenisanduludoniuidg
doadreveanguius Tnaii 119 Tasaseduon 252 519 wuddeeuuuuaeunild
1 v
anuddyiidunasgegalussdumndiduusoudazdiudel Jesodrundadauat 1dun
W oo 1 s 1Y A et o @ Y Y 1 e P o
anusuRarouneduAnliynt dadedusian 1dun dmuasrisbanudumnasgiu
Taveduseanienissasiniie 18un Jusasdadedudrdmauildau Jededrunms
! = 1 @ = o w oo
aduasumsaain laun wiinauduypeduiusa
ﬁm%”uwamﬁﬁﬂyﬁ"J%fh”a’d’auﬂ33fmmmmﬂﬁﬁwadaﬂﬁﬁﬂﬁu%sﬁaﬂ%’m
Taqroad Nmmmg'mf{ Nl lumshigsfedau 2291 wuhdeeusuuaeuaiu i

o w H @ = ar '3 ]
anudAgylaunde Mqqﬂ“lunﬂumwﬂ“luumzmumu Yadedrundadua  1dunaiy
@ A ) VA g ey f a9 Y 1 ° =4 o a
wwwamaaummuﬂiym aded1usia "lmm AITNIMUATIAN ummrﬂummgm kY

Y A a g o Y 1 o b 1 9 r' 9
smﬂmaaﬂmuammwmm Ja9A1UTDINIeMTIATINUIY ‘lﬂLLﬂ Uiﬁﬂ'}ﬂ\ﬂ'ﬂ’lﬂuﬂu

3 as o W ' a 1 - o oo w
A azanauiaduiues Tafsdumsdadiunsaain 18un wifnauluypdduiuta -



202273

This independent study aimed to study marketing mix factors affecting consumers
selection of construction materials shops in Bangsaphan district, Prachuapkhirikhan province.
Sample were divided into 2 groups. The first group was 252 self-consumption consumers and
the second group was 40 business consumers. The data as collected from those two groups were
analyzed by the descriptive statistics composing of frequency, percentage, and mean.

Regarding to the study on marketing mix factors affecting consumer selection of
construction material shops among 252 self-consumption consumers, the respondents agreed to
rated all marketing mix factors at high level of importance. In each factor, the sub-factor that
they ratéd level of importance at high were shown hereafter. In terms of product, they rated for
the responsibility of problem products. In terms of price, they rated for the standard price
setting. in terms of place, they rated for the site delivery service. In terms of promotion, they
rated for the good human-relation of staff.

According to the study on marketing mix factors affecting consumer selection of
construction material shops among 40 business consumers, the respondents agreed to rated all
marketing mix factors at the high level of importance. In each factor, the sub-factor that they
rated level of importance at high were shown hereafter. In terms of product, they rated for the
responsibility of probleni products. In terms of price, they rated for the standard price setting
and having price comparing to this product quality. In terms of place, they rated for the warm
and comfort atmosphere of the shop. In terms of promotion, they rated for the good human-

relation of staff,





