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ABSTRACT

The objective of this independent study were (1) to study the level of the 7Ps
service marketing mix factors (2) to study the level of purchase decision-making for
house resident in Chiang Rai Province, and (3) to examine the influence of the 7Ps
service marketing mix factors on the decision to use metal sheet roofing for house
resident in Chiang Rai Province. This research adopts a quantitative approach. The
target group consisted of 385 consumers residing in Chiang Rai Province, selected
through purposive ‘sampling. The research instrument was the questionnaires.
Percentage, mean and standard deviation and Pearson Product Moment Correlation
Coefficient were used. The results were as the following;

The analysis of personal data revealed that the majority of the participants
were male at 91.43%. Most participants were single at 54.29%, aged 36-45 years old.
Regarding occupation were contractors or technicians at 56.62%, average monthly
income between 40,001-60,000 baht and whose educational backeround were
Vocational Certificate or Higher Vocational Certificate at 44.16%.

The analysis of consumer behavior revealed that the majority of respondents
selected their purchases with the primary objective of building a house or residence
at 36.01%. Most made the purchase decision independently at 57.70%. The average
cost per purchase amounted-to 100,001-150,000 baht/time at 27.27%. The most
common purchase frequency was once per month at 40.78%. The most frequent
purchase period was on weekdays (Monday to Friday, during the morning) at 34.29%.

The most selected product type was roofing with PU Foam insulation at 36.91%.



The overall level of the marketing mix factors was the highest level. When
considering each component individually, the aspects of price, process, promotion,
place, and people were rated at the highest level, while the aspects of physical
evidence and product were rated at a high level.

Regarding the overall level of purchase decision-making was a high level.
Specifically, the components of information search, post-purchase behavior, and
evaluation of alternatives were rated at the highest level, while the components of
decision-making and problem/need recognition were rated at a high level.

Finally, the study found that the 7Ps service marketing mix factors had a
statistically significant positive relationship with the decision to use metal sheet roofing
for house resident in Chiang Rai Province at the 0.01 significance level. And the 7Ps
service marketing mix factors on place, promotion, and people were found to be
significant predictors of purchase decisions of metal sheet for house resident in Chiang

Rai Province.
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