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The objective of this study was to determine the influencing marketing factors on

Portland cement preference of concrete product factories in Chiang Mai, Chiang Rai, and

Lampang.

The data was collected from 64 questionnaires distributed to sample owners of

concrete product and ready-mixed concrete factories. The data was then statistically analyzed and

Marketing Factors Influencing the Selection of '
Portland Cement of Concrete Products Factories in Upper

Northern Region.
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ABSTRACT

presented in tables using percentage, frequency, and arithmetic mean.

It was found from the study that most business had investment of 1-5 million baht.
The person who made the decision on the brand of Portland cement was the owner of the business.

The majority of the owners got information about cement from cement sale representatives. When

buying, the buyers had a specific brand in mind.



As to the mixed marketing factors, most business paid attention to products the most,
with special emphasis on the quality of the product correlating to their needs. Other factors -
included price with emphasis on low price; sale strategies with emphasis on product delivery; and

marketing promotion with emphasis on discount.



