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ABSTRACT

This study aimed to (1) examine consumer behavior in purchasing eco-friendly
construction materials, (2) analyze marketing factors influencing purchasing decisions,
and (3) propose marketing strategies for construction material businesses in alignment
with Environmental, Social, and Governance (ESG) principles. The research focused on
Wiang Kaen District, Chiang Rai Province. The sample consisted of 385 consumers who
purchased products from local construction material stores. Data were collected
through questionnaires and analyzed using descriptive statistics and inferential analysis.

The findings revealed that most customers purchased materials for home repair
or renovation, with health safety being the most important consideration. The most
popular purchasing channel was via telephone or LINE, and the majority of purchases
were made on weekdays in the afternoon to evening. Family members were the main
decision-makers, while the most influential information sources were websites, online
articles, and reviews from users-or influencers. Multiple regression analysis indicated
that all marketing factors significantly affected purchasing decisions and explained
62.2% of the variance. Among these, ease of access (Everywhere) was the most
influential factor, followed by value creation (Exchange), relationship building
(Evangelism), and experience creation (Experience).

The appropriate marketing strategies were identified as follows: (1) building
quality confidence through hands-on experiences and environmental standards, (2)
creating shared value with society by communicating social benefits and supporting
community activities, (3) ensuring transparent and traceable access via omni-channel

platforms and technologies such as QR codes or blockchain, and (4) fostering



sustainable relationships through ESG reporting, leveraging environmental influencers,

and building consumer online communities.
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