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ABSTRACT

The objective of this research is to study the marketing factors that affect the
ordering of construction materials through online channels by customers of
construction materials stores in Chiang Rai Province. This research is a quantitative
research. The population and sample used in this study consisted of customers of
construction materials stores in Chiang Rai Province. A total of 400 individuals, who
had previously ordered construction materials through online channels such as
Shopee, Lazada, and Facebook, were selected using convenience sampling. The tool
used in the study was a questionnaire. The results of the research indicated that most
respondents to the questionnaire were male, aged between 31 and 40 years, with an
average monthly income of 20,001 - 30,000 baht, engaged in personal business, trading,
or freelance occupations, and holding a bachelor's degree. In terms of behavior in
purchasing construction materials through online channels, it was found that
respondents most frequently purchased construction materials through the Lazada
platform. The frequency of purchasing construction materials through online channels
was more than once per month. The most commonly purchased construction material

products through online channels were hand tools, with the maximum cost per
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purchase ranging from 5,001 to 10,000 baht. Additionally, marketing factors that affect
the purchase of construction materials through online channels by customers of
construction material stores in Chiang Rai Province include good customer experience,
ease of access, value creation for customers, and relationship building. These factors
have a statistically significant relationship with the decision to purchase construction

materials through online channels in Chiang Rai Province, at the 0.05 level.

Keywords: Online Construction Materials, Market Factors, Chiang Rai
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