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This Independent Study aimed to study the marketing mix which influences decision
making for purchases of packaged cement, and to analyze the problems experienced by 50 sub-
dealers of Asia Cement Public Company Limited (PCL) who purchased products from 3 dealers.
SPSS software was used for descriptive statistics, i.e. frequency, percentage, and means.

The study found that most sub-dealers had the following profile: 41-50 years old, holding
a Bachelor degree or equivalent, with average monthly income from sales of construction
materials below THB1,000,000 and THB1,000,000-2,000,000. While every sub-dealer bought
packaged cement from many sources, the dealers they bought from the most were Asia Cement
PCL, Siam Cement PCL, and TPI Polene PCL. The reasons for purchasing were: end-users or
retailers had specified the brand, reasonable quality relative to price, brand acceptance, and the
need to have product variety to suit customers and fill user demand.

Every element of marketing mix was rated highly in decision-making by sub-dealers for
packaged cement. However, the element with the most influence on decision-making was Product,
Price, marketing Promotion, and Place/transportation, respectively. When considering
components of each clement, the Study found that Product and marketing Promotion had the most
influence on the decision-making of sub-dealers.

In Product, the influential sub-elements were brand acceptance by end-user/retailer, and
variety of products for sale suiting the needs of end-users/buyers, respectively.

In marketing Promotion, the influential sub-clements were availability of end-user
promotional activities, e.g. free gifts or premiums, and availability of sub-dealer promotional
activities, such as Loyalty Points Collection & Redemption schemes, while the sub-element that
the dealers deemed least important/influential for decision-making was the uncomplicated
ordering process.

The problems that sub-dealers faced in purchasing from dealers were present in every
marketing mix. However, the problem that sub-dealers rated as most important were inflexible
pricing/non-negotiable prices, non-availability of replacement products for goods damaged in
transport, and late product delivery, respectively.

The recommendations found in thi; Study were: producers and dealers should improve
durability of packaging, consider broadening product lines to fit applications and end-users’ need.
Dealers should be more flexible in pricing, i.c. set a price range for sub-dealers to negotiate or to
select payment terms which suit market conditions and client type; and manage logistics
schedules for on-time deliveries by dealers to sub-dealers, and for drop-shipments from producers

to sub-dealers.

To boost sales on a regular basis, producers and dealers should organize marketing

promotional programs for both “dealer to





