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The purpose of this study was to study the use of accounting information systems in
planning marketing strategies in the construction supply business in Mueang district, Chiang Mai
province. The questionnaire survey was perform with a group of sixty six people consist of
owners, general managers, or persons who involved in the strategic marketing planning. The data
were then analyzed. Frequency, percentage, and mean were expressed.

The results indicated that most of the enterprises were non-party large firms. Their goods
are directly purchased from manufacturers and large suppliers. They are distributed both retail
and wholesales. Financial statement is collected by both accounting employees and accounting
companies. Most of the strategic marketing planners read their annual financial reports.

Most of the enterprises concern that the essential use of accounting information systems
for strategic marketing planning. The accounting information are as follows, sales analyzing
segmented by the product, operation income and sales margin, on time distribution, ratio of used
area to total warehouse area, ratio of inventory to wanted inventory, ratio of cost of inventory to
sales, ratio of distribution to total sales, numbers of items for drawing lot to purchased
merchandise, and sales growth rate. According to the study, it is found that most of the enterprises
find the necessity of the accounting information systems for strategic marketing planning,
especially, in price promotion mix.

In addition, most firms use accounting information systems in strategic marketing
planning as follows, numbers of non-stock goods, ratio of operation income to sales margin, cost
of distribution, cost ratio of inventory to distribution, cost ratio of inventory in warehouse to
wanted inventory, distribution cost ratio to sales margin, customers’ attitude and satisfaction, and
sales growing rate. Furthermore, the most use of the accounting information systems is pricing
strategic which is getting along well with the idea of using accounting information for the
strategic marketing planning.

Problems in preparation of information are at a moderate level. These are the
complication of data (Budgeting) forecasting, the accuracy of data, a delay of accounting data due
to the companies’ accounting information systems, and the fact that the accountants can not

provide required information by the strategic marketing planners.





